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Introduction 



M odern marketing has evolved in all countries with the developed market 
economies. A successful activity of multinational corporations, large and 
medium enterprises, and small businesses is impossible without the use 
of marketing tools. In the Western and new industrialized countries marketing has 
become a developed, mature, well-formed social institution, it has become the at- 
tribute of market economy and its research has changed into the formed and pre- 
sentable system of knowledge. Despite the fact that market mechanisms are only on 
the path of the formation and transformation in modern Ukraine (often in a slightly 
distorted way), there are trends that, in case of strengthening and consolidating of 
public life, may lead to the transformation of market mechanisms into real social 
institutions. 

Not coincidentally, at the beginning one of the features of national marketing 
research was dominance of purely economic developments that tend to ignore the 
"human factor" and highly regarded social aspects of studied processes. Today 
another side of investigations is actual - marketing of relationships, communication 
aspects of marketing, innovations, creative tools in marketing, corporate and social 
responsibility. Currently, the real problem with which researchers are facing now 
is not just a simple statement of the market relevance, but identification of the most 
promising areas of investigation. 

Undoubtedly, they include the problem of the marketing genesis as an 
economic and social phenomenon, its conceptual understanding, the role of 
marketing in modern management systems and its impact on competitiveness of 
objects, definition of capabilities of modern marketing communications according 
to the impact on consumers, image formation, strengthening of social liability, the 
research of conditional and factorial formation and development in some countries, 
regions, industries. 

Solving the given problems is necessary in order to expand its development 
prospects for different industries, forms of ownership and management in turbulent 
conditions of Ukrainian economy. 

Describing the current marketing it is important to note the key features. 
First, the integration of marketing in business management, its understanding 
as simultaneously oriented product and the consumer. Secondly, innovation in 
marketing. Development, manufacturing and offering new products and services is 
the key to the high level of competitiveness in the market. 

Thirdly, the strategic orientation. The success of the company in the highly 
competitive markets is possible only if the full application of the strategic marketing 
and substantial strategic system are present at all levels. 



In addition, the impact of globalization, geopolitics and regionalization and 
operation of international corporations on taking marketing decisions by almost all 
market players. 

Describing the latest trends of marketing and communication technologies, 
innovative aspects of educational activities cannot be left without attention. 
Modern forms of education administration have character of innovative paradigm, 
methodology and technology of education administration on innovative principles. 
Therefore, training marketing and communication specialists should be according 
to the modem requirements of the labor market and take into account changes 
in the external environment. New-type enterprises have a need in professionals 
who possess marketing knowledge and relevant skills, also necessary personal 
traits and developed skills in social communication. Collective research project 
that is presented in this monograph will further have an impact on the scientific 
development in the field of marketing and communications and will serve as a basis 
of gaining experience for the improvement of scientific instruments in the future. 

The editors thank the authors, reviewers and publisher for the work done. 



LARINA Y. S. 

Professor of Marketing and International Trade Department, 
National University of Life and Environmental Sciences of Ukraine 
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1.1. MARKETING AS A BUSINESS 
PHILOSOPHY AND ITS MODERN CONCEPT 

MAPKETHHr flK OMOCOOM EI3HECY 
TA HOrO CYHACHI KOHU,Emi,li 

Larina Y. S. 

Aapina LI. C. 



UDC 658.8.001.141 
JEL M300, M310 

Abstract 

One of the major trends in the evolution of economic management objects was 
the transformation of the marketing from method of selling to the top management 
function, and then into a real business philosophy. Today the key decisions in 
marketing as a basis to develop effective strategies for the development of economic 
systems at all levels — from individual enterprise to the national economy and 
supranational economic structures. This is because, on the one hand, the stability 
and survival of economic systems at any level depends on their ability to reproduce, 
and the other — playback is ensured through the mechanisms of marketing. 

Keywords: marketing philosophy, classical concept of marketing, modem 
marketing concepts, holistic marketing. 

AHomayin 

O/tHieio 3 HaMBaiKaMBimMx TeHqeHqih eBouroqi'i circTeM ynpaBumna eKOHO- 
mmhmmm od'etcraMM CTauo nepeTBopeHHn MapiceTMHiy 3 MeT04y 36yTy TOBapiB 
b npoBi4Hy (j)yHKqiio ynpaBuimui, a 3TO40M y cnpaB)KHio (})Lioco(})iio 6i3Hecy. 
Cboro4Hi KuiouoBi pimeHHn b ccjsepi MapKeTUHiy cuyryiOTb ochoboio po3po6KM 
e(j)eKTMBHUX CTpaTeriu p03BMTKy eKOHOMiUHMX CMCTeM BCix piBHiB — Bi4 OKpeMO- 
ro ni4npueMCTBa 40 HaqioHaubHoi eKOHOMiKM Ta HaqHaqioHaubHMx eKOHOMiuHMx 
CTpyKTyp. Dje noaauoeTboi tmm, rqo, 3 04Horo 6oKy, CTifiKicTb i Bi«KMBaHH>i eKOHO- 
MWHMX CMCTeM 6y4b-5IKOrO piBBM 3aae>KMTb Bi4 lXHboi 34aTHOCTi 40 Bi4TBOpeHBM, a 
3 iumoro — BiqTBopeHHn 3a6e3neuyeTboi 3a 4onoMoroio MexaHi3MiB MapKeTMHiy. 

KAWuoei CAoea: <|>iaoco<])bi MapKeTMHry, KuacnuHa KOHqenqin MapKeTMHry, cy- 
uacm KOHqenqii MapKeTMHry, xoaicTMUHMM MapKeTMHr. 

n ocTaHOBKa npoo/ie\iM. CyuacHa eKOHOMiKa xapaKTepM3yeTboi bmcokmm 
CTyneHeM KOHKypeHqii npaKTMUHO b ycix rauy35ix, Ha ruodaubHMX 
i aoKaubHMx pMHKax. Tlpw qbOMy t3ko>k HeohxiqHo BpaxoByBaTM i 
ni4BMrqeHHn iH(})opMOBaHOCTi cno>KMBauiB b Ham uac, nocMueHHa 3HaueHH>i m 
mBM4KOCTi KOMyHiKaqiM Ta nomnpeHHn HOBiTHix TexHoaoriM. CaMe TOMy Hahhiabm 
ecjjeKTMBHoio hyqe niqnpMeMHMqbKa qisiubHicTb, rqo 6a3yeTbd Ha (})iaoco(})ii Ta 
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cynacHMx KOHLtenqbix MapKeTMHiy, aid 4aiOTb 3MOiy ecJieKTMBHO 3a40BoabHMTM hk 
BH yTpiuiHix KaieHTiB, to6to cniBpo6iTHMKiB, TaK i 30BHiuiHix KaieHTiB-cnoacuBaqiB, 
mo 3a6e3ne x iMTb KOHKypeHTtri nepeBarM Ha piiHKy. 

AHaab 0 CTaHHix 40 cai 4 >KeHb i ny6aiKamM, b aKMX 3anonaTKOBaHO po3B'a3aHHa 
4aHoi npo6aeMM. Y po3po6m Teopi’i i cynacHMx KOHijenijiM MapKeTMHiy 6e3cyM- 
HiBHHM npiopwTeT HaaeacMTb 3axi4HMM HayKOBitaM IT. /\owak), 4*- /3,eio, K. Kea- 
aepy, O. Koiaepy, AaMdewy, ,4*- EBaHcy Ta iH. Y npaiyix BiTHM3HHHMx 

BqeHMx A. Eaaa6aHOBoi, A. BoMnaKa, C. FapicaBeHKo, C. M. IaaameHKa Ta iHiimx 
Ha4aHo TBopne ocMMcaeHHJi 3apy6iacHoro 40 CBi 4 y MapKeTMHiy Ta MoacaMBocTeii 
moto 3acTocyBaHHa y BiTqM3HHHMx yMOBax. 

IVjexa CTaTTi. Po3KpMTM eKOHOMinHy cyraicTb Ta 3HaqeHHa MapKeTMHry ax 
cynacHoi (JjiaoaxJm ni4npMeMHML(bKoi 4iaabH0CTi, oxapaKTepM3yB3TM cynacHi 
KOHijenLuT MapKeTMHry, aKi 4aiOTb 3Moiy npoB34MTM ecJreKTMBHy rocno4apcbKy 4i- 
aabHiCTb B yMOBax BMCOKOKOHKypeHTHMX pMHKiB. 

BnKaa4 ochobhoto MaTepiaay. 17 k Bi40M0, (])i/ioco(])i;r e oco6aMBoio c()op- 
moio ni3HaHHa CBiTy, mo BMpo6aae CMCTeMy 3HaHb npo (J)yH4aMeHTaabHi npMH- 
imnn 6yTTa ai04MHM. TaKoac ni4 (J)iaoco4)ieio po3yMiiOTb <|>opMy ai04CbKoro mmc- 
aeHHa, (JiopMy CBiToraa4y. KoaM mm TOBopMMO npo (})iaoco(j)iio MapKeTMHry, mm 
BMOK peMaioeMO y Hid, no-nepme, CBiToraa4HMM, opieHTamMHMM acneKT. MapKe- 
tmht, aK 3a3Hanae O. Koraep, — ije 04HonacHo (})iaoco(})ia 6i3Hecy m opieHTOBaHMM 
Ha 4iio npopecc [5]. rio-4pyre, po3raa4amM (JnaocotJnio MapKeTMHry, cai4 Haro- 
aocMTM Ha po3yMiHHi KaionoBoi poai MapKeTMHiy y caMomeHTMtjriKaqii nmnpneM- 
CTBa, mo 6a3yeTbca Ha iH(J)opMaTMBHo-KOMyHiKaTMBHOMy 3HaneHHi MapKeTMHiy b 
cycniabCTBi. A4ace MapKeTMHr y moto cynacHOMy po3yMiHHi nepe46anae bmkopmc- 
TaHHa CMCTeMHoro Ta KaieHToopieHTOBaHoro ni4X04iB 40 ynpaBaiHHa 6y4b-aKMMM 
eKOHOMiHHMMM 06'eKTaMM, BCT3HOBaeHHa nOCTiMHMX i WKMX 3B'a3KiB i3 30BHiui- 
HiMM CMaaMM Ta BMaBaeHHa hmhhmkIb, aKi BnaMBaiOTb Ha pen oG'ekt. Ilo-TpeTe, 
KopMcryiOHMCb (JnaocotJneio MapKeTMHry y nympMeMHMLtbKiM 4iaabH0CTi, mm 
H a4aeMo KOHKpeTHMM 4iaM neBHMx npiopMTeTiB (TaK, nmnpMeMCTBo, 4iaabHicTb 
aKoro 6a3yeTbca Ha (JnaococJm MapKeTMHiy, Moace npoTaroM neBHoro nacy peaai- 
30ByBaTM neBHi rpynn TOBapiB co6i y 36 mtok, Ha4aiOHM npiopMTeT 36epeaceHHio 
40BT0CTp0K0BMx BmHocMH i3 cnoacMBanaMM i 4L10BMMM napTHepaMM). 

nouiiipeHHa b HayKOBiii aiTepaTypi oTpMMaB noHaTiMHMM anapaT, hkmm 3y- 
mobmb pi3HOMaHiTTa cyTHOCTi MapKeTMHiy (Ta6 a. 1). 



Ta6xut\si 1 

OcHOBHi niaxoaii 40 niniiaHenim MapKeTMHry 



KAWHoee po3yMiHHsi 


npedcmaemiKu 


I^TibOBa (j)Lioco<j)ia cJ)ipMM 


4 . P. EBaHC, E. EepMaH 


QiAoco<j)ia 6i3Hecy 


>K. 'K. 7laM6eH, C. C. TapKaBeHKO 


OLioco(J>ia ynpaBaiHHa 


B. A. Ccmobmob, II. C. SaB'jMOB, G. IT. ro^iySKOB, 0. BaH^ep 
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KAWHoee po3yMiHtui 


TIpedcmaenuKu 


YnpaBniHCbKa KOHitenqia, CMcreMa 
crpaTerwHoro ynpaB^imia 


C. /laBpoB, C. 32io6iH 


Cou;ia2ibHMM Ta ynpaB/iiHCbKMM npoitec 


0. KoTHep, )K. )K. AaM^en, G. n. ToHyGKOB, Minviep, 

/l 0 H 40 HCbKMM iHCTMTyT MapKeTMHiy 


Bm 4 21I04CbK0i’ 4UI21bHOCTi 


A. H. PoMaHOB, T. BarieB 


MeT 0402 iori^ pmhkoboi 4in2LbHOcri 


A. Ba^iaSaHOBa 



/HxepeAo: crf/opMoecmo aemopoM m ocnoei [1; 2; 4; 5J. 



Jfoc BM4H0 3 ts 6 a . 1, Ha cynacHOMy eTani MapKeTMHr GLibinicTio BM3HaHMx y 
CBiTi (JraxiBiuB BM3HaeTbd (|)Moco(})ieio 6i3Hecy. Tax, Ha 4yMKy C. C. FapKaBeHKo, 
«MapKeTMHr, jik (})MOCO(})i>i 6i3Hecy, 03Hanae opieHTaqiro Bcie’i 4L5MbH0CTi (JiipMM 
Bi4 npoeKTyBaHHii 40 BMpo6HMqTBa TOBapiB, 'ix 36yry — Ha 3a40B0^ieHH>i nonmy 
cnoxMBaniB, BMpo6^teHHJi TOBapiB, mo 3a40B0^ibH>n0Tb neBHi noTpe6M cnoxMBa- 
qiB» [2, c. 5]. EkpaM BaxaMBo b yMOBax cynacHoi KOHKypeHLqi, 1406 MapKeTMHr, m 
(})moco(})L!i 6i3Hecy ct 3 b npMpo4Hoio (JropMoro noBe4iHKM 44a Bcix cniBpo6iTHMKiB, 
MaB np^MHH hh onocepe4KOBaHMM BnawB Ha ynpaBaiHHa Bi44LiaMM Ta (J)yHKqi- 
9 mh ni4npM6MCTBa. MapKeTMHr noBMHeH ct 3 tm BMxi4Hoio yMOBoio, cicaa40Boio 
npMMHnTra pirneHb, npoHM3yB3TM 4iMbHicTb ko>khoto npaqiBHMKa — Bi4 npoCTO- 
ro po6iTHMKa 40 Ton-MeHe4xepa. Y ijiM po^ii MapKeTMHr imqiroe nepe4yMOBM Ta 
yMOBM e(J)eKTMBHoro ni4npMeMHMt(TBa. A,ie e me m inuii acneKTM TaKoro po3yMiH- 
HH. 

MapKeTMHr ak (JnaocotJibi 6i3Hecy nepe46anae Bi4noBi4HMM cnoci6 ynpaB- 
^tiHHii Ta, 30KpeMa, opraHi3ami 4isLibH0CTi nmnpMeMCTBa. Kxmm e4MHa (]pmoco- 
cjjm opraHi3ami 6i3Hecy HaqLieHa Ha 3a40B07ieHH>i noTpe6 npaqiBHMKiB i noTpe6 
cnoxMBana, Bci bi/wau nmnpMeMCTBa noBMHHi MaTM Mox,iMBicTb o6MiHiOBaTMOi 
iHtJropMamero, Koop4MHyBaTM cboi nnaHM Ta 'ix BMKOHaHHx /\ax ycnixy Ta nepe- 
mot Ha4 KOHKypeHTaMM Heo6xi4Hi KpeaTMBHicTb, rayqKicTb i BmcyTHicTb 6ap'epiB 
y npoqeci peaiii3aim (JjyHKqiM i Mix Bi44LraMM, mo CTae Hacai4KOM noniMpeHHH 
(})MOCO(})ii MapKeTMHiy no Bciw nmnpMeMCTBa. 

Bi4TBOpeHHTI eKOHOMiHHOl CMCTeMM MOX^LMBO TMbKM B TOMy BMna4Ky, 5X11(0 
BMpo6^ieHMM Hero npo4yKT 6y4e KopMCTyBaTMd nonMTOM Ha pMHKy i pea^ii3yeTbai 
3a qiHoro, mo 3a6e3nenye norameHHii BMTpaT Ta oTpMMaHHn npM6yTKy, 40 CTaT- 

HbOTO 47MI MOTMBaLtii ni4npMeMHML(bKOi 4LSLlbHOCTi. ripMHOMy HMM BMme piBeHb 
04epxyBaHoro npM6yTKy, tmm 6iabuiMMM MOxaMBocraMM po3BMTKy Boao4ie cmc- 
TeMa. Y tom xe nac 3aB43HH3M MapKeTMHry ak (})Lioco(})ii ynpaB^tiHHa e nomyK 
HaMGrobin etJreKTMBHMx pirneHb, BMri4HMx 4AH eKOHOMinHoi cmctcmm cnoco6iB Ta 
yMOB 3a40B07teHH>i noTpe6 pMHKy (bmxo4hhm 3 HaaBHoro HayKOBo-BMpoGHnnoro 
noTeHqia^ty), a TaKOx BM3HaneHH>i HanpiiMKiB po3BMTKy ocTaHHboro Bi4noBi4HO 
40 nporH030BaHMx 3 m 1 h pmhkoboi CMTyaqii. Ha ni4CTaBi MapKeTMHroBMx pirneHb 
34iMCHroeTboi BM6ip naiiftiAhui nepcneKTMBHMx ccjiep Ta BM4iB 4i5LibH0CTi, BM3Ha- 
naroTboi Hanp^iMM HayKOBo-TexHiqHoro po3BMTKy. 3aB4_aKM MapKeTMHiy b Kmqe- 
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BOMy ni/tcyMKy BMpimyeThoi rcMOBHe 3aB4aHna ynpaBaiHHJi eKOHOMiqHoio CMCTe- 
moio: oTpMMaHHfl MaKCMMaabHo'i B^a^i Bi4 aBaHCOBamix KourriB. 

Y cynacHMX yMOBax Mo6aai3aqii, iHTerpaqiMHMX npoqeciB Ha ycix piBHUx, 
3pOCT3HH3L MaCUITa6iB BMpo6HMqTBa, 3pOCTaHH>I HanOBHeHOCTi pMHKiB npM3B04>ITb 
40 HeyxMabHoro 3pocTaHH>i KOHKypeHqii mur BMpo6HMKaMM. ripono3Mqi>i TOBapiB 
i nocayr noCTynoBO Ha6an>KaeTbca 40 Me>K 3poCTaHH3i naaTocnpoMO>KHoro no- 
nury. 3arocTpeHH>i KOHKypeHqii BMMarae Bi4 BMpo6HMKiB 6e3nepepBHoro B40CK0- 
HaaeHHa Ta oHOBaeHHa npo4yKTy. B pe3yabTari 5 kmtt6bmm u,iika TOBapy nocTinHo 
CKoponyeTboi. 3pocTaoTb BMMorM 40 HayKOBoro noTeHqiaay BMpofeMqTBa, 40 
o6oiiy KouiTiB, iqo cnpaMOByiOTbOi Ha qiai iHHOBaqiMHoro po3BMTKy. OqHonaCHO 
3pocTaiOTb i pM3MKM peaabaqii hobmx npoeKTiB. 

HaBiTb b yMOBax CboroqeHHa 3HanHa namiHa (JiaxiBqiB BBa>KaiOTb 3anopyKOio 
ycnixy niqnpMeMCTB BnpoBaqcKeHHn iHHOBaqiM. IlpoTe npaKTMKa CBiqnMTb, iqo b 
cepe4HbOMy tLibkm 04Ha 3 ceMM iHHOBaqiM qooirae pnHKOBoro ycnixy. Ilpo6aeMa 
BMTKMBaHHJi niqnpMeMCTB Ta ix ctImkoto po3BMTKy b qnx yMOBax nocTae Bee 6iabin 
rocTpo. Bi4noBi4HO 3pocTae i poab MapiceTMHiy, iqo 3a6e3nenye HaiiKpaiqi yMOBn 
(JryHKqioHyBaHHii i noqaabinoro 3pocTaHH>i b qMHaMiHHOMy i CKaaqHOMy pmhkobo- 
My cepeqoBinqi. rip 11 qbOMy 3MiHioeTboi He tLtbkm poab MapKeTMHiy. BiqnoBiq- 
HO 40 HOBMX yMOB (J)yHKqiOHyBaHH3I eKOHOM iHHMX CMCTeM 3a3Hae CepM03HMX 3MiH 
moto 3MicT (b naam qoMmyiOHoi KOHqenqii, oxonaeHHH craqin BiqTBopiOBaabHoro 
npoqecy, MeToqiB i npMMOMiB BeqeHHH MapKeTMHroBoi po 6 otm). 

CnonaTKy KOHqenqiii MapKeTMHiy a6o iioro niabHa iqen noanraaa y B40CK0- 
HaaeHHi MeraqiB peaai3aqi'i npoqyKqii. MapKeTMHroBa qiaabmcTb qiaKOM KonqeH- 
TpyBaaaoi Ha ccjiepi o6iiy i 3B04Maaoi 40 qocaiqcKeHHJi pMHKy, nornyKy HanGiabin 
etJieKTMBHMx KaHaaiB i yMOB 36yTy, qmoyTBopeHHa, ocBoeHHa hobmx nepcneKTMB- 
hmx pMHKiB. IloTpe6M pMHKy b qeii nepio4 6araTo b noMy BM3HanaaMOi MO)KaMBoc- 
tiimm BMpo6HMqTBa, a BMpo6HMqTBo b paMKax nepeBaxHo qiHOBoi KOHKypeHqii 
Maao wko BMpacKeHe npameHHJi 40 36LibineHHJi MacuiTa6iB i Ha qiia oCHOBi 40 
3HM>K0HH5I BMTpaT. 

y Mipy BMqepnaHHa eKCTeHCMBHMx cjiaKTopiB pocTy o6oiriB peaai3aqi'i npo- 
4yKqii Ta qiHOBMx MeT04iB BeqeHHa KOHKypeHTHoi 6opoTb6M nocTaao nMTaHHn 
npo Heo6xi4HicTb He TiabKM 3a40BoaeHHa noTpe6 pMHKy, a m npo Te, hk qboro 
40C3THyTM HaMKpaiqwM 4ah cno>KMBaqa hmhom. 3MiHa npiopMTeriB Ha KopMCTb 
cnocKMBaniB i hklchmx napaMeTpiB BMpo6iB 3a)Ka4aao neperasmy qoMmyiOHoi Map- 
KeTMHroBoi KOHqenqii, ma CTaaa BM3HanaTMOi m B40CK0HaaeHHa BMpo6HMqTBa 
Ta npo4yKTy b HanpuMKy MaKCMMaabHoi a4anTaqii 40 noTpe6 pMHKy. IlpMqoMy 
npMCKopeHHa TeMniB HayKOBo-TexHinHoro nporpecy i noB'a3aHe 3 hmm CKoponeH- 
Ha CKMTT6BOTO qMKay TOBapy BMMaraao BpaxyBaHHH He anuie HauBHMX, noTOHHMX 
noTpe6, aae i ix oniKyBaHoi 3m1hm b nepcneKTMBi, po3uiMpMBinM i TMMnacoBi paM- 
km BeqeHHn MapKeTMHroBoi 4inabH0CTi. 

y qncai ochobhmx CTpaTeriii, iqo 3a6e3nenyiOTb KOHKypeHTHi nepeBara 6i3He- 
cy, Bee 6iabin icTOTHy poab, nopnq 3 nepeBaroio y BMTpaTax, era am rpaTM CTpaTerii 
4M(})epeHqiaqii (cTBopeHHJi npo4yKTy 3 yHiKaabHMMM BaacTMBocTHMM) i (JioKycy- 
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BaHHii (3ocepe4)KeHHJi 3yciMB Ha neBHifi rpyni noKynqiB a6o neBHOMy cerMemi 
pMHKy). Up 3a3HaneHo, 30KpeMa, y npaqax M. IlopTepa. IIoTpeGa b 6e3nepepBHo- 
My B40CK0Ha^eHHi icHyiOHMx i po3po6qi hobmx TexHCMoriii i npo4yKTiB npMBe^ia 40 
(J)opMyBaHHH i po3BHTKy Mepexi HayKOBo-TexHiqHwx niqposqLiiB niqnpMeMCTB, a 
caM MapKeTMHr nomwpioeTBOi Ha BMpo6HMqy ccjrepy i y Bee 6LiBmiM Mipi Ha6yBae 
iH>KMHipMHrOBMX pMC. 

5[k noKa3aB qac, MOiaoiMBocTi KOHqenqii pmhkoboi aqanTaqii (TOBapHa, 36yTO- 
Ba, MapKeTMHroBa) t3ko>k biiabiiauca He 6e3MeacHi, mo noB'a3aHO 3 oGMexemcno 
3aicaa4eHMx b hmx (JraKTopiB pocry. Tax, aqanTaqm bmpo6hmhoto npoqecy 40 no- 
Tpe6 piiHKy o6MexeHa TeMnaMii 3 m1hm qnx noTpe6. AKTMBbaqBi HayKOBo-qociiq- 
Hoi qisMBHocri, po3bmtok HayKOBo-TexmHHoro noTeHijia^y ni4npMeMCTB He tLibkm 
Bi4Kpil^LM npHHLtHnOBO HOBi MO>KylMBOCTi fiASl p03po6KM pi3HOTO p04y iHHOBailiM, 
a m 3a4a^to HOBi 6mbih bmcokI TeMnw qMHaMiqi cno)KMBqoro nonmy. V tom xe qac 
MacoBe bmpo6hml(tbo, axe BMMarae KoopqMHaqii Bcix eTaniB bmpo6hmhoto npoqe- 
cy, npn qBOMy xapaKTepM3yeTBOi BiqipBamcTio bmpo6hmklb Bi4 tmx, 44a koto upn- 
3HaneHa Txh>i npaqa, t3kmm hmhom e He34aTHMM 40 cnpHnnarra 3MiH OKpeMMx 
pMHKiB. ni4TBep4)KeHH>I qBOMy MU 3H3X04MM0 B TMnOBMX 4451 CyHaCHOTO CTany 
eKOHOMiHHOTO p03BMTKy CTpyKTypHMX KpM3aX. 

CBoro4Hi y 6araTBox ra^y35ix BMHMKae 3aB4aHH3t qoKopiHHoi nepe6y40BM Bcie’i 
CMCTeMM opraHUaqii BMpo6HMqTBa, po3BMTKy y Bi4noBi4HOCTi 3 hobmmm napaMe- 
TpaMM (J)yHKLtioHyBaHH>i pmhkoboi eKOHOMiKM. HoBa iqeo^iorbi npnnycKae Bi4MOBy 
Bi4 Tpa4MqiMHMX opram3aqiMHMX Ta onepaqiMHMX npMHqMniB, 3bmhhmx nipaMi- 
4a^BHMx CTpyKTyp. CynacHe bmpo6hml(tbo i MapKeTMHr MaiOTB 6yTM opieHTOBaHi 
Ha pe3y^BTaT, iqo npe4CTaB^t5ie qiHHicTB 4AH cnoiKMBaHa. BMKopMCTaHHJi npMH- 
qimoBo hoboto ni4X04y 40 ynpaB^tiHCBKoro MMdeHHn 3 opieHTaqiio Ha npoqecM, 
a He Ha BMpinieHHa OKpeMMx 3aB4aHB (peiHTKMHipMHr) BioiiOHae HOTMpM 6a30BMx 
e^teMeHTM: 6i3Hec-npoqecM; Tpy40Bi 3aB4aHH3i Ta opram3aqiMHi CTpyKTypn; cmc- 
TeMy ynpaB^tiHHJi Ta oqiHKM pe3y^iBTaTiB; qiHHocTi Ta nepeKOHaHHn [3]. Rmobhmm 
e^teMeHTOM TaKo'i Moqe^ti e 6i3Hec-npoqecM. Y cboio qepiy cnoco6n 34iMCHeHHn 
po6oTM BM3HaH3IOTB npMp04y TpyqOBMX 33B4aHB i Te, 5IK AK>AU, iqo BMKOHyiOTB qi 
3aB4aHHa, 3rpynoBaHi i opram30BaHi. Ha BiqMmy Biq TpaqMqiMHO (JrparMeHTapHMX 
i By3BKocneqiaai30BaHMx 3aB4aHB iHTerpoBaHi npoqecn nopoqxyiOTB 6araTOBM- 
Mipni TpyqoBi 3aBqaHHa, BMKOHaHHii akiix 3qiMCHioeTBOi KOMaHqaMM, npaa akiix 
Mae BiqnoBiqHMM hmhom HaMMaTMOi, oqimoBaTMOi i on^anyBaTMai. Up 3yMOB;iioe 
Bn6ip CMCTeMM ynpaB^iHHti, qiHHOCTi Ta nepeKOHaHHH npaqiBHMKiB, aKi i niqTpn- 
MyiOTB etJreKTMBHe (JryHKqioHyBaHHJi 6i3Hec-npoqeciB. Bci HOTMpM e^eMeHTM Moqe- 
ai noBMHHi BiqnoBiqaTM 04MH oqHOMy. 

Qtiq Bi43HaqMTM, iqo b ycix KaacMHHMx KOHqenqiax MapKeTMHiy bmkopmc- 
TOBytOTBOi neBHi iHHOBaqii. Tax, HanpHicaaq, KOHqenqbi yqocKOHa^teHHa BMpo 6 - 
HMqTBa MO)Ke npM3BecTM 40 noaBM TexHo^ioriqHMX iHHOBaqiii; KOHqenqiii yqocKO- 
Ha^eHHa TOBapy — Moxe cnpMHMHMTM noKpaiqeHHii ^Kocri TOBapy, 5iKa neBHoio 
Mipoio, nepeqGanae no^By TOBapHoi iHHOBaqii; KOHqenqm iHTeHCMtliiKaqii KOMep- 
qiMHMx 3ycnAb — BqocKOHa^teHHii KOMn^ieKcy saxoqiB 3 npocyBaHHii TOBapy Ha pn- 
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hok, KOMymKaiuMHi iHHOBam'i; KOHijenijm MapKeTMHiy — noma hobmx noTpe6, 
mi MoacyTb 6yra iHHOBamMHMMM; KOHLtenLtiii coijiamHO-eTMqHoro MapKeTMHiy 
nepe46a t iae 3 a 40 B 0 ,ieHHJi me 04Hiei rpynw noTpe6 — noTpe6 BCtoro cycnimcTBa, 
to6to, mox^lmbo, iHHOBaijiMHMx noTpe6 [ 3 ]. IJ^i (JraKTu Giminoio Mipoio e cnpoc- 
TyBaHK 3 M Heo6xi4HOCTi BimLieHHii iHHOBaqiwHoro MapKeTMHry b oKpeMy KOHijen- 
mio, a4*;e nponec CTBopeHHH Ta po3noBCi04>KeHHH iHHOBamM nacTKOBo bxo4mtb 
40 KOCKHoi 3 B)Ke icHyiOHMx KOHLtenqiM [ 3 ]. 

n 0 p ^4 3 Bi4cyTHicTio Heo6xi4Ho'i cnpuirnsnAmBOcri BMpo6HMt(TBa 40 iHHO- 
BaLUM, BMHMIdM i npo6^eMM, nOB' 5 I 3 aHi 3 i 3 HaHHMM BMqepnaHHilM MOCiOlMBOCTeM 
ochobhmx KOHKypeHTHMx CTpaTeriii. y neprny nepiy ire BmHocMTbd 40 CTpaTerii 
(JroKycyBaHHJi, mo Haii6Libiiioio Mipoio Bm6MBae 40MiHyioiy pom cnocKMBaniB Ha 
pMHKy, to6to cmyamio, npw niciM cnocKMBan BM 3 Hanae, mo i Ha hkmx yMOBax BiH 
xone OTpMMaTM i ckLtbkm npw qbOMy totobmm 3 an,iaTMTM [ 4 ]. Y KOHKypeHTHiM 60- 
poTb6i nmnpMeMCTBa opieHTOBam He Ha «icaieHTiB B 3 aram», a nparayrb 40BecTM 
csiM npo4yKT a6o nornyry 40 kojkhoto KOHKpeTHoro cnocKMBana. npw ijbOMy bm- 
coid Ta criiiKi KOHKypeHTHi no 3 ML(ii Mo>i<Ha 3 a 6 e 3 nenMTM mime 3 a paxyHOK Bnpo- 
Ba4)iceHHJi ecJieKTMBHMx CTpaTeriii po 3 BMTKy Ha ochobI KOHLtenqii xom ctmhhoto 
MapKeTMHiy. 

CynacHi KOHijenim MapKeTMHiy Ha Bi4MiHy Bi4 KmcMqHMx MaiOTb Ha MeTi 
npoBa4)KeHH>i 4isLibH0CTi nmnpMeMCTBa (HayKOBo-TexHinHoi, bmpoGhmmoi, 36yro- 
Boi Ta iH.) Ha ochobI 3H3HHi cnoacMBHoro nonMTy i nepcneKTMB iioro 3 m 1 h. 04He 
3 HMbHMx 3aB4aHb MapKeTMHiy nomrae y BMmmHHi He3a40B0^ieHMx 3anMTiB no- 
KymiiB, 11106 opieHTyBaTM bmpoGhmijtbo Ha ix 3a40BomHH.a. MapKeTMHr 03Hanae 
p03po6Ky, BMpo6HML(TBO i 36yT T3KMX TOBapiB i nOCiyT, Ha HKi HaUBHMM CnOCKMB- 
hmm nonMT, CTaBMTb BMpo6HMt(TBo y (JyHKmoHamHy 3a^ie)KHicTb Bi4 3anMTiB i bm- 
Marae BMpo6miTM TOBapM b acopTMMeHTi Ta o6oi3i, noTpi6HMx cnocKMBaHeBi. 

n P M peam3aim KOHLtemm MapKeTMHiy aKijeHT npMMHUTTn rocno 4 apcbKMx 
pirneHb 3MimeHMM Bi 4 bmpo 6 hmhmx ^l3hok nmnpMeMCTBa 40 mHOK, md m3kcm- 
MamHo Ha 6 iiM>KeHi 40 pmhkobmx npoijeciB. CHy>K 6 a MapKeTMHiy CTae iHiJiopMa- 
LtiMHMM LteHTpOM, 4 CKepeAOM iH(})OpMaL(ii Ta npMMHUTTH pirneHb He TMbKM m 040 
KOMepmMHoi/ 36yroBoi, am ifr BMpo 6 HMnoi, HayKOBo-TexHinHoi Ta (jnHaHCOBo’i no- 
aitvlkh nmnpMeMCTBa, mo i 03Hanae iHTerpaqiio MapKeTMHiy b 4 imbHicTb nmnpM- 
eMCTBa Ta no 6 y 40 By cmctcmm ynpaBmHHH, mo Ha HbOMy 6a3yeTboi. Y TaKOMy bm- 
na 4 Ky Ha npMHqimax MapKeTMHiy Ha ochobI peTemHoro aHam3y CTaHy i 4 MHaMiKM 
nonMTy Ta KOH'iOHKTypM pMHKy BMpimyeTbOi rarraHHa npo Heo 6 xi 4 HicTb, npiopM- 
TeTHiCTb p03BMTKy, npM 6 yTKOBiCTb BMpo 6 HML(TBa TOTO a 6 o iHLOOTO np 04 yKTy. Ha 
4 yMKy A. B. Eam 6 aHOBoi, «Ha nepuiMM nmH Mae bmxo 4 mtm KOHijenijm MapKe- 
TMHiy, 3acHOBaHa Ha CMCTeMHOMy i CMTyaqiMHOMy nmxo 4 ax, mo 3a6e3nenyiOTb i 
rapaHTyiOTb eiJieKTMBHMM po3bmtok nmnpMeMCTB b yMOBax pMHKy» [1, c. 7]. 

Qrxe, cynacHa cjjmococjmi MapKeTMHiy nepe46anae qimcHMM, iHTerpoBaHMM 
ni4xi4 40 Bcix nMTaHb MapKeTMHTOBoi 4imbHOCTi nmnpMeMCTBa. CaMe TOMy, Ha 
4yMKy HM 3 KM BiTHM 3 H 3 HMX i 3 apy 6 i)KHMX BHeHMX, CynaCHi MapKeTMHTOBi KOHIjenL(ii 
(JiopMyiOTboi hk KBiHTeceHqin iHTerpoBaHoro, coqia^ibHo-eTMHHoro MapKeTMHiy, 
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MapKeTMHiy B3aeM04ii, BHyTpiuiHboro, T4o6a4bHoro Ta eK04oriqHoro MapKeTMH- 
iy (Ta64. 2). npnqoMy neprni qoTwpM HanpaMKM 5iKpa3 i cjtopMyiOTb KOHijenijiio 
xo4icTMHHoro MapKeTMHiy, e ochobhmmm Ta ymBepca4bHMMM, ocTaHHi 4Ba e 40- 
noBHioio i iMMH i 3acTocoByiOTboi 3a^ie>KHo Bi4 ajtepn, ra4y3i 4isi4bH0CTi (eK04oriH- 
hmm), Ta/a6o MacuiTa6iB 4i5i4bHocri i BK4iOHeHH5i b CBiTOBy eKOHOMiqHy circTeMy 
(T406a4bHMM MapKeTMHr). 



Tafuuipi 2 

CyMacni 40Minyi0'ri Komjemjii MapKeTMHry 



Ocnomi KOHneni(ii 


KoHnennii 3 npiopumerrmicmw 
xoAicmmmzo nidxody 


MapKeTMHr b^hocmh 


1 




IHTerpOBaHMM MapKeTMHr 




> XouiCTMHHMM MapKeTMHr (oCHOBHa) 


BHyTpiuiHiM MapKeTMHr 




CoiuaAbHO-eTMUHMM MapKeTMHr 






EKOAOriUHMM MapKeTMHr 


EKOuoriuHMM MapKeTMHr (4onoBHioioua) 


LioSaAhHMM MapKeTMHr 


ruoSaAbHMM MapKeTMHr ( 40 n 0 BHI 0 I 0 Ua) 



/IxqjeAo: c^opMoeano aemopoM na ocnoei [ 3 ; 4; 61. 



Oco6yiMBy po4b y CTaH0B4eHHi xo4icTMHHoi KOHLtenim 3irpaB coma4bHo-eTMH- 
hmm MapKeTMHr, neprni i4ei metro 3anoHaTKOBaHO y CKaH4MHaBCbKMx Kpamax. U41 
KOHLtenijiii cnpaBM4a 3HaHHMM Bn4MB Ha 3MiHy CTpaTeriii nmnpMeMCTB, mo npar- 
HyAii npo4eMOHCTpyBaTM 405i4bHicTb npMHimnaM KOHCbiOMepM3My Ta iHBawpoH- 
MeHTa4i3My, mo npiOBmio 40 noMiTHHx pe3y4bTariB y 4ooirHeHHi KOHceHcycy Ta 
o6'e4HaHH>i iHTepeciB Bwpo6HMKiB i cnoxMBaniB b Me:*ax 4 obtoctpokobmx imepe- 
ciB cycniyibCTBa i 36epe>KeHH5i HaBK04MiiiHboro cepe40BMiua. KOHLtemybi ajtop- 
MyBa^acn nic45i toto, 5ik 6yB 3po64eHMM bmchobok npo He40CT aTHicTb leaacMHHoi 
KOHL(enL(ii MapKeTMHiy 3 no3Mim oxopoHM 408104451, 6paKy npMpo4HMx pecypciB 
i p>i4y iHuiMx C0Ltia4bH0-eTMHHMx npo64eM. Y KmiyeBOMy paxyHKy, KOHiyenLUii 
MapKeTMHiy He po3T45i4ae npo64eMM mo>k4mbmx K0H(Jt4iKTiB Mi>K noTpe6aMM no- 
Kynim i moto 40BT0TpMBa4MM 64arono4yqH5iM. KoHijenimi coma4bHo-eTMHHoro 
MapKeTMHiy BMMarae 36a4aHC0BaH0CTi Tpbox (JtaKTopiB: npM6yTKiB nmnpMeMCTBa, 
KyniBe4bHMx noTpe6 i iHTepeciB cycnLibCTBa. 

KoHijenmii xo4icTMHHoro (qLricHoro) MapKeTMHiy 6y4a po3po64eHa O. Kot- 
4epoM, K. Ke44epoM i «3acHOBaHa na n4aHyBaHHi, po3po6m Ta BnpoBa4>KeHHi 
MapKeTMHroBMx nporpaM, npoiieciB i 3axo4iB 3 ypaxyBamMM ix uinpoTM i B3aeMO- 
3a4e>KH0CTi» [5, c. 29]. BMX04>iqM 3 npaijb 3a3HaneHMx BqeHMx, xo4icTMHHMM Map- 
KeTMHr MiCTMTb B Co6i HOTMpM KOMnOHeHTM! MapKeTMHT BmHOCMH, iHTerpOBaHMM 
MapKeTMHr, BHyrpiiiiHiM Ta coma4bHo-opieHTOBaHMM MapKeTMHr [9]. 

Xo4iCTMHHMM MapKeTMHT BM3H36, mO B MapKeTMHTOBiM 4MI4bH0CTi Heo6xi4- 
hmm po3iiiMpeHMM, iHTerpOBaHMM ni4xi4. y Mexax xo4icTMHHoro MapKeTMHiy 
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4oaraeThoi piBH03HaHHicTb BMKopMCTaHHn ochobhmx KOHLtemjiM MapKeTMHiy b 
ynpaBitiHHi nmnpMeMCTBOM, npoHMKHeHHn MapKeTMHroBMx iHCTpyMeHTiB y Bci 
ccJrepM 4m^tBH0CTi. n P M qbOMy KOCKHa 3 B3aeM04iiOTMx KOHLtenqiM 3aMMae cboio 
«Himy» i iHTepnpeTye neBHi acneKTM MapKeTMHroBoi 4i}MbH0CTi, sGepiraiOHM 3bto- 
HOMiio i ni44aiOTMCb He3HaHHiM M 04 M(J)iKaLtii. 

Ha 4yMKy O. Koraepa, xoaicraqHMM MapKeTMHT 6iabiii LtiaicHo po3TAsi4ae co- 
ijiaabHMM npocrip, b uKOMy 3Haxo4HThoi cnocKMBani, BaacHMKM Ta cniBpo6iTHMKM 
ni4npM6MCTB. MapKeTHHr noBMHeH oxonaiOBaTM He TiabKM KaHaan 36yiy, aae it 
nocTaBOK, 6yTM He OKpeMOio (JiyHKLtieio, a pymiMHoio CMaoio ni4npMeMCTBa. 

OaKTMHHo O. KoTaep roBopMTb npo Te, mo MapKeTHHr noBMHeH He 4L1MTM 
pMHOK i ni4npMeMCTBo Ha HacTMHM, a cnpMMMaTM 'ix qiaicHo. ,4%6pe<iOM xoaic- 
TMHHMX i4eH Tpa4HLtiMHO BBa>KaeTbOI Cxi4Ha (J)M0C0(J)i-3. 13 3axi4HMX MMCaMTeaiB 
noTpi6Ho Ha3BaTH M. Teie, hkmm po3po6nB BaacHy HayKOBy MeT04MKy qiaioioro 
MMcaeHHa. HacrynHoio noMiTHOio Bixoio b icTopii xoaicTMHHo'i napa4MTMM e po- 
6otm HiMeiibKoro ncuxoaora M. BepTrefiMepa (nonaTOK XX CToaiTTa), hkmm no- 
Ka3aB, mo TBopne MMcaeHHa — pe3yabTaT qiaicHoro norasiqy Ha peni. A TBopne 
MMGieHHii b cboio nepiy — HeBm'eMHa pnca cynacHoro KBaai(J)iKOBaHoro MapKeTo- 
aora. ETanaMM (JiopMyBaHHJi xoaicranHoi KOHL(enL(ii e t3ko>k Ki6epHeTMKa, Teopia 
cicaaqHMx CHCTeM (Complexity science), mo npiiHocHTb hobmm, qiaicmiM noraiiq 
Ha CKaaqm aBiiiqa i npoqecn. 

KoHqenqiio xoaicTMHHoro MapKeTMHiy MoacHa a4anTyBaTH, HanpMKaaq, qasi 
nmnpMeMCTB arponpoMMcaoBoro KOMnaeKcy Y Kparnn. Ha pnc. 1 npeqcTaBaeHa 
TaKa Moqeab xoaicTMHHoro MapKeTMHiy. TaKa Moqeab e 6a30B0K> qasi Syqb-nKoro 
ni4npM6MCTBa AnK, mo nparae 4ooirTM bmcokoto piBHn KOHKypeHTocnpoMOiK- 
HOCTi, BMKOpMCTOByiOHM etjieKTMBHi CTpaTeril p03BMTKy. ^nOBHtOK) 11010 MO*e 
6yTM KOHLtenLtiii eKoaoriqHoro MapKeTMHiy (HanpMKaaq, 4an niqnpMeMCTB, mo 
BMpo6iiiiiOTb opraHiqHy npo4yKLtiio, e aaHKaMM b aaHqioiy nocTaBOK qaii t3kmx 
ni4npM6MCTB, qaii 3eaeHoro TypM3My Tomo). ,4o n o BHIO iOHOio qasi niqnpMeMCTB 
AnK 3 BMX 040 M Ha 3apy6i>KHi pmhkm e KOHqenqia rao6aabHoro MapKeTMHiy, 40 - 
TpMMaHHJi ukoi 3a6e3nenye etJieKTMBHicTb ocBoeHtw hobmx 3apy6i:*HMx pMHKiB. 

XoTLicTMHHMM MapKeTHHr 3a6e3neHye pe3yabTaTM, a He iaio3iio po3yMiHHn Ta 
KOHTpOaiO. TaKMM HMHOM, qe ni4XL4, B UKOMy po6MTbd Cnpo6a BM3H3TM i 36a^iaH- 
cyBaTM pi3Hi KOMneTeHLtii Ta cicaaqHocTi MapKeTMHroBoi qmabHocri. 

Ha KOMyHiKaLtiMHOMy cneKTpi xoaicTMHHMM MapKeTHHr 3aMMae o6aacTb bm- 
mnx piBHiB. XoaiCTMHHMM MapKeTMHT He o6Me*ye 3MiCT KOMyHiKaLtiM Hi OKpeMM- 
mm 4eTaAHMM i xapaKTepMCTMKaMM TOBapy a6o nocayra, Hi HaBiTb BM3HaHeHMMM 
KOMn^ieKcaMM men. 3m1ctom KOMymKaqiM CTae yce cepe40BMme 6i3Hecy, BKaiOHa- 
IOHM OCo6MCTOCTi KepiBHMKiB i CniBpo6iTHMKiB. XoaiCTMHHMM MapKeTMHT n0Bi40- 
MAm cnoiKMBanaM npo Lte cepeqoBMiqe b moto acaaqHocri, 6araTCTBi Ta po3Ma- 
iTTi. 3 inmoro 6oiy, b KOHqenqii xoaicTiMHoro MapKeTMHiy caiq cnpuMOByBaTM 
KOMyHiKaLtii He Ha oKpeMi ^no4Cbid noTpedn i He 40 y3arayibHeHMx qiHHocTeM, a 40 
ocofmcTOcri icaieHTa b Ti cicra4HOCTi, 6araTCTBi Ta iH4MBi4ya^ibH0CTi. npn qbOMy He 
caia myKaTM 3aco6n Ta iHCTpyM chtm KOHTpo^no Ha4 cnocKMBaneM, a CTBopiOBaTM 
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iHTerpOBdHMHl 
MapKeTMHr: V 
yB'fl3yeaHHB 
ToeapHo i, i^iHOBOi 
36yroBoT Ta 
KOMyHiKaniMHOi 
no/iiTMKM npH 
BHpiUJCHMi 
CTpaTeriMHMx 
3aBAdHb 



Couia/ibHo- 
BiAnoBiAd^bHMM: 
AOTpMM3HH« 
CTMMMMX HOpM, 

CKo/i or in Ha mmctotb, 
P03BHTOK Ci/IbCbKHX 
TepMTOpiH 



BHyipiujHiM 
MapKeTMHr: 
4>opMysaHHB 
KopnopaTMBHOi 
Ky/ibTypM, niA6ip, 
MOTMBauifl i 
P03BMT0K 

nepcoHa/iy; 




MapKeTMHr 

B3aeMOBiAHOCMH: 

BCT3HOB/ieHHB 

AOBrOCTpOKOBMX 

napTHepcbKMx 

OiAMOCMH, 

AOCflrHCHHfl 

ZIOB/IbHOCTi 

CnOHCMBdMiB 



Puc. 1. CxAadoei xoAicmmnozo MapKemamy e azpapniu c<$>epi 

AxepeAo: pospodAeno aemopoM m ocnoei: [5; 6], 

yMOBM 4^>i cniBnpaqi, B3aeM04i’i i cniBTBopHocri 3 hum. To6to y npoqeci (JropMy- 
BaHHii KOMymKaqiMHo'i no^iTMKM BMBqeHHii noBe4iHKM cno^KMBana, iforo noTOH- 
hmx ijiHHocTeM i noTpe6 Mae HauiTOBXHyTM MapKeTO^tora Ha npaBiMbHMM Bn6ip 
(JropMM, 3MicTy Ta 4)icepe^a KOMyHiKaqiMHoro 3BepHeHH>i. 

XoiticTMHHHH MapKeTMHr — qe b neprny qepiy ocoG^imbmm, qLiicHMM cnoci6 
MMC^teHHJi, a He Ha6ip neBHMx TexHO^ioriM. I4oro noryjKHMM noTeHqia^iOM 3MO)Ke 
CKopMCTaTMC-3 niqnpMeMCTBo 6y4b-mo’i raity3i, a^te 4 ah qboro ciiq HaBHMTMOi qi- 
wm, He nparayqM KOHTpo^tiOBaTM cno)KMBaqiB Ta inninx yqacHMKiB pmhkobmx Biq- 

HOCMH. 

Bmchobok. CynacHMM MapKeTMHr — qe (})MOCO(})m ynpaB^iHHH Ta niqnpM- 
6MHML(bKOi 4i5LibH0CTi b qLiOMy, b ocHOBy moi noioiaqeHi coqia^bHo-eTMHHi 
npMHqMnM KOMymKaqiM, MiTKHapoqm K04eKCM BeqeHHti KOMepqiMHoi qlsMbHocri, 
iHTepecM cno)KMBaqiB i cycnLibCTBa b qLiOMy. Upn hobmm ni4xi4 CTMKaeTbd 3 Tpa- 
4MqiMHoio KOHqenqieio m apKeTMHry (Ta 6i3Hecy), a caMe npameHHaM 40 MaKCMMi- 
3aqi'i npn6yTKy 3a paxyHOK MacoBoro BMpo6HMqTBa Ta iHTeHCMtJjiKaqi'i 3ycM^ib no 
36yTy BMpo6^teHoi npoqyKqi'i. Y hobIm KOHqenqi'i o6'6ktom 3ycuAb niqnpMeMCTBa 
e qLibOBi cerMeHTM pMHKy, to6to rpynM cno>KMBaHiB 3 ’ix noTpe6aMM, iHTepecaMM 
Ta yno4o6aHH>iMM. KoHqeHTpyiOHM yBaiy Ha qoameHHi i nocriMHiM niqTpMMqi 
bmcokoto piBHa 3aqoBO;ieHHH noTpe6 cno>KMBaHiB, ni4npM6MCTBo rapaHTOBaHo 
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OTpMMye npM6yTOK. MapKeTMHr, opieHTOBaraiM Ha noTpedn HociiB nnaTocnpo- 
Mo>KHoro nonwTy, nponoHye 40 3acTocyBaHHH pmhkobo opieHTOBam BMpodHMui, 
iHHOBaijiMHi, opraHmimiHi, cjimaHCOBi pimeHHn Ta BMcrynae B>Ke hk iHTerpoBaHMM 
MapKeTMHr, mo Bi4o6paxae npMXMnbHicTb ni4npneMCTBa npMHimny npiopwTeT- 
HOCTi cnocKMBaqa. 

KpiM CKa3aHoro, MapKeTMHr — ije KOHijenimi ynpaBnimui rocno4apcbKoio 4i- 
>LlbHiCTIO nmnpMeMCTBa, OpieHTOBaHa Ha BMpo6HML(TBO, MaCOBMM 36yT, pMHOK a6o 
cnoacMBana 3ane>KHo Bi4 CTaHy pMHKy Ta KOMepmMHMx mued, mo CTaBMTb nepe4 
nmnpMeMCTBOM MOTO KepiBHML(TBO. Oco6nMBy pOUb y (J)OpMyBaHHi XOniCTMUHOl 
KOHL(enL(ii 3irpaB comanbHo-eTMqHMM MapKeTMHr, mo BMMarae 36anaHCOBaHocri 
Tpbox (JraKTopiB: npM6yTKiB nmnpMeMCTBa, KyniBenbHMx noTpe6 i iHTepeciB cyc- 
niyibCTBa. Xo^ticTMHHMM MapKeTMHr 6Libm mnicHo po3TA!i4ae comanbHMM npocrip, 
b iiKOMy 3Haxo43iTboi cnoiKMBaui, BnacHMKM Ta cniBpo6iTHMKM nmnpMeMCTB, oxo- 
nmoe He tmbkm KaHanM 36yTy, ane m nocTaBOK, e pyruiMHoio cmuoio po3BMTKy ni4- 
npMGMCTBa. BaiKUMBO nmKpeiMMTM, mo (})axiBttiIM 3 MapKeTMHTy 40qLTbH0 o6m- 
paTM HaMdiubin npMMHJiTHMM 4AH opraHi3aim ni4xi4, rpymyiouMCb Ha cneim<J)mi 
nponoHOBaHoro npo4yKTy, oco6umbocthx rany3i, pMHKy, cnocKMBauiB i T.n. 
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1.2. THE NEED OF MARKETING GOING 
IN ECONOMIC ENTERPRISE MANAGEMENT 



HEOEXIAHICTb MAPKETHHrOBOrO ni 4 X 04 Y 
B EKOHOMIHHOMY ynPAB/HHHI 
ni4nPHCMCTBOM 



Molodozhenia M. S. 

MoAodoxem M. C. 



UDC 005.93 
JEL BOO, B41 

Abstract 

The study considers a wide range of scientific and practical issues that 
characterize state and identify problems of economic management and ways 
their solution. The research uses the Enterprise Performance Management (EPM) 
methodology, which allows assessment of indicators of enterprise activity. The 
goal of the study is substantiation of the need of marketing going in economic 
enterprise management. During the economic analysis was detected the objective 
necessity of formation of theoretical grounds and development of the relevant 
practical mechanism of economic enterprise management as a factor of ensuring 
high effectiveness of activity and ensuring vitality with use of marketing going in 
the long run. 

Key words: management, economic management, marketing, marketing 
activity, efficiency management. 

AHomayh 

Y 40cai4)KeHHi po3rzui4aeTboi iimpoKe kouo HayKOBo-npaKTMUHnx mrraHb, 
mi xapaKTepn3yiOTb CTaH i Bii3HaqaiOTb npodaeMM etcoHOMiuHoro ynpaBaiHHa 
Ta uiaslxh ix BupimeHHii. Y 40cai4)KeHHi BMKopwcTaHa MeT04onorbi Enterprise 
Performance Management (EPM), rqo 403B0zuie oluhhth noica3HMKM 4imbH0CTi 
ni4npM6MCTB. Meioio 40cai4)KeHH>i e o6rpyHTyBaHH>i Heo6xi4Hocri MapKeraHro- 
Boro ni4X04y b etcoHOMUHOMy ynpaBaiHHi n^npneMCTBOM. TIi4 uac etcoHOMiuHoro 
aHaai3y BnmneHo od'eKTMBHy Heo6xi4HicTb cjropMyBaHHii TeoperauHHx 3aca4 Ta 
po3po6KM Bi4noBi4Horo npaKTMUHoro iHCTpyMeHTapiio eKOHOMiuHoro ynpaBniHfM 
ni4npMeMCTBaMM m (JraKTopy 3a6e3neueHH>i bmcokoi ecjreKTMBHOCTi 4isiubH0CTi Ta 
3a6e3neueHH>i >KMTTe34aTHocri 3 BiiKopncraHtuiM MapKeTMHroBoro ni4X04y y nep- 
cneKTMBi. 

KAWHoei CAoea: ynpaBaiHHn, eKOHOMiuHe ynpaBaiHHa, MapKeTHHr, MapiceTnH- 
roBa 4bMbHicTb, ynpaBaiHHJi ecjreKTMBHicTio. 
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3 acTOcyBaHH>i TepMrny «eKOHOMiHHe ynpaBaiHHa niqnpMeMCTBOM» oTpMMye 
Bee 6iabiny nonyajipHicTb y cynacHOMy HayKOBOMy cbM. IIpoGaeMoio 
TpaKTyBaHHii cyrHOCTi «eKOHOMiqHoro ynpaBaiHHa niqnpMeMCTBOM» 
3aMMaroTbc>i 6araTo npoBi4HMx BHeraix m cepe4 iH03eMHHx HayKOBqiB, Taic i cepe4 
BiTqMSHJiHMx, posraaqaiOHM cymicTb eKOHOMWHoro ynpaBaiHHJi niqnpMeMCTBOM 
qepe3 Taici 3MicTOBHi xapaKTepncTHKn m: HayKa ynpaBaiHHa niqnpiieMCTBOM, 
cnp^MOBaHa Ha qoarHeHHii TaKTMHHMx i CTpaTeriqHMx qiaeir n^npweMCTBa; 
BI 14 ynpaBaiHCbKo’i qmabHOCTi, cnpaMOBaHMM Ha BiipimeHHii eKOHOMiqHHX 
3aB4aHb; CMcreMa ynpaBaiHHti, opieHTOBaHa Ha npuMHarra eKOHOMiqHo 
o6rpyHTOBaHHx ynpaBaiHCbKMx pirnenb, aid npwMMaiOTboi Ha ochobI Ha ocHOBi 
nonepe4Hbo npoBe4eHoro eKOHOMiqHoro aHaaby Ta eKOHOMiqHMx po3paxyHBdB; 
3aci6 qocameHHa CTpaTeriqHiix Ta TaKTMHHMx qiaeii Ha ochobI BHKopwcTaHHa 
Bi4noBi4HMX iHCTpy m eHTiB [2, 4, 6]. 

AHaabyiOHM HaBeqem xapaKTepncTHKH caiq Biq3HaHMTM, mo HayKOBqi rpy- 
nyiOTb npe4MeTHi ctJrepM ynpaBaiHHa HacrynHMM hmhom: 

■ opram3aqiMHe ynpaBaiHHn KOHqeHTpye cboio yBaiy Ha MeToqoaori'i ynpaB- 
aiHHii Ta CTBopeHHi nepe4yMOB 44a Ti BMKopMcraHHJi ni4npMeMCTBOM Ha ochobI 
o6rpyHTOBaHoro Bii6opy (JropMM opraHi3aqii ynpaBaiHHa, BM3HaHeHH>i Ta po3noqi- 
ay (JyHKqiri mdk oKpeMMMM ynacHMKaMM ynpaBamcbicoro npoqecy, 3a6e3neHeHH>i 
Heo6xi4Ho’i KOop4MHOBaHOCTi 3ycnab Ta npaKTiiHHoi peaai3aqi'i (JyHKqiii Ta 3a- 
B4aHb ynpaBaiHHJi; 

■ BMpo6Hwqe ynpaBaiHHJi 3ocepeq)icyeTbCJi Ha BMpo6HMHOMy npoqeci, iioro 
nepe4yMOBax, Hacaiqicax Ta npoqecax po3BMTKy; 

■ eKOHOMiqHe ynpaBaiHHJi noB'ji3aHe i3 BnpiiiieHHJiM npo6aeM 3a6e3neneHHJi 
BiicoKoetJjeKTMBHoi qisiabHocri niqnpneMCTBa Ta CTBopeHHa nepe4yMOB qaji moto 
po3BMTKy i nepeq6aHae 3qiHCHeHHJi circTeMHoro aHaaby rocno4apcbKoi qijiabHocri 
ni4npMeMCTBa, o6rpyHTyBaHHJi HanBa>KaMBiiiiMx napaMeTpiB moto crinKoro (JiyHK- 
qioHyBaHHii, pe3epBiB niqBHiqeHHJi ecJreKTMBHocri qijiabHOCTi [4], 

npoTe 6iabinicTb HayKOBqiB y cboix qocaiq^iceHHJix He Ha4aiOTb Haae>KHo’i 
yBarw MapKeTMHTOBOMy ni4X04y 40 opram 3 aqii eKOHOMinHoro ynpaBaiHHJi Ha niq- 
npHEMCTBi. 

BpaxoByiOHM 3a3HaneHe, Bapro CKa3aTM, iqo Ba*aMBoio nepe 4 yMOBoio 40 - 
CHmeHHJi qiaeii etcoHOMinHoro ynpaBaiHHJi niqnpiieMCTBOM e moto y3roq>KeHHJi 3 
MapKeTMHroBMM ynpaBaiHHJiM, iqo BKaronae: 

■ MOHiTopuHT BHyTpiuiHboro i 30BHiiiiHboro cepeqoBinqa niqnpneMCTBa; 

■ aHaai3 iH^opMaqii Ta cqeHapi'i 14040 3MiH Ta MOJKaiiBTix 3arpo3; 

■ 3a6e3neneHHJi y3roq)KeHHJi qiaeii, iqo qumyiOTbCJi pmhkom Ta qiaeii qijiab- 
Hocri niqnpneMCTBa; 

■ Mo6iai3aqiio noTeHqiiiHnx M0)KanB0CTeM niqnpneMCTBa qaji 3a6e3neneHHJi 
CTaaoro p03BMTKy. 

TaKMM hhhom, peaabaqiji MaptceTUHroBiix qocaiqiaceHb qaji noTpe6 etcoHo- 
mhhoto ynpaBaiHHJi 3qaTHa 3a6e3nenMTM wice po3yMiHHJi peaabHoro CTaHy niq- 
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npMeMCTBa, oxonwTM 3HanHe Koao aKyaabHiix roiTaHb. Taxa B3aeMopiH 3paTHa 3a- 
6e3neHMTM BMCOKy eiJieKTMBHicTb (JiyHKpioHyBaHHH nipnpneMCTBa. 

E^eKTMBHicTb B3aeM04ii MapKeraHroBiix iHCTpy m eHTiB Ta iHCTpyMeHTiB eKO- 
HOMiqHoro ynpaBaiHHH Ta 3a6e3neHyeTbCH 3a paxyHOK Bi4noBi4HO opraHi30BaHoi 
CMCTeMM ynpaBaiHHH, mo o6yMOBaioe Heo6xi4HicTb Bi 46 opy Han6iabiH 4ieBMx 
cnoco6iB Ta iHCTpyMeHTiB ynpaBaiHCBKoro BnaiiBy. 



CouiaubHe, 

KopnopaTHBHe 

ynpaBJiiHHa 




OiHaHCOBe 

ynpaBjiiHHH 



BkipOOHlHie 

ynpaB.iirTHM 



EKOHOMiHHe 

ynpaBJiiHHH 

niunpHCMCTBOM 



[iiBecTHuiHiie 

ynpaBJiiHHH 





MapKeTHHroBe 

ynpaBJiiHHH 




JIoricTHHHe 

ynpaBJiiHHH 




Pmc. 1. Micye eKOHOMhmzo ynpaeAmm e cucmeMi ynpaeAmm nidnpueMcmeoM 



Heo6xi4Ho yTOHHMTM, mo rpaiJiinHe BipoKpeMaeHHH Ha pncyHKy BM3HaqeHiix 
Bii4iB cnepiaabHoro ynpaBaiHHH He e ix noBHiiM nepeaiKOM. Yci BM3HaneHi BM411 
cnepiaabHoro ynpaBaiHHH MaiOTb 3 ohh B3aeMHoro nepeTiiHy, xona pncyHOK He 
Bi443epKaaioe pen b336M03b , h30k Ta He Mae Ha Meri BM3HaneHHH ix 3HaqnMocri. 

riaoipa nepeTHHy eKOHOMinHoro ynpaBaiHHH 3 iHiuiiMM BnpaMM cnepiaabHO- 
ro MeHepiKMeHTy, HKi o6yMOBaioiOTbCH cniabHicTio piaen, MeTopiB Ta iHCTpyMeH- 
TiB BnaiiBy, e mpiiBipyaabHoio b Ko>KHOMy KOHKpeTHOMy BunapKy, 3aae>KMTb Bip 
icHyionoro piBHH Ta HanpHMy po3BMTKy nipnpneMCTBa. 

IIInpoKe Koao nnTaHb, HKi BnpimyiOTbCH y npopeci 3pincHeHHH eKOHOMin- 
hoto ynpaBaiHHH nipnpneMCTBOM 3yMOBaioe noTpe6y popaTM y Tpapnpinm koh- 
penpii ynpaBaiHHH eaeMeHTii MapKeTMHroBo ynpaBaiHHH, aKpeHTyionn Ha TOMy, 
mo boho noB'n3aHe i3 BiipiuieHHHM npo6aeM 36npaHHH iHiJiopMapii ipopo 3a6e3- 
neneHHH BncoKoetJieKTHBHoi pinabHocri nipnpneMCTBa Ta CTBopeHHH nepepyMOB 
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4 ah Moro po3BMTKy i nepe46auae 34iiicHeHH>i nocai 40 BHoro aHaaby oTpMMaHoio 
iH(})opMaLtii. 

Curyau,m 14040 CTaHy Ta npoSaeM BnpoBa4)KeHH>i eKOHOMiuHoro ynpaBaiHHn 
Ha ni4npneMCTBax b pi3Hwx Kpamax CBiTy 3 no4aaLuiHM npoBe4eHH3i MapKeraH- 
roBoro aHaai3y Ta BM3HaueHHaM 3araai>HMx TeH4eH4ui nporaroM ocraHHix poidB 
40di4>KyeTI>OI BCeCBiTHBO Bi40M0I0 Mi>ICHap04H0I0 KOHCaaTMHTOBOIO KOMnaHieiO 
PwC Global Website Enquiries, mo noe4Hye Mepexy KOMnamit, rnd 34iucHioiOTB 
npotJieciMHi nocayra b raay3i KOHcaaTMHiy Ta ay4Miy Ta Mae npe4CTaBHM4TBo 
PwC b Pocii, y moMy npauioe 6Lu>m jik 2,3 tmc. c^axiBqiB. 

AHaai 3 cricreM Ta iHCTpyMeHTiB ynpaBamna nytnpireMCTBOM, aid 3a cyTHicTio 
Ta cjiyHimiaMii HaM6iaBin 6aM3Bici 40 3anponoHOBaHoi KOHi(enL(ii eKOHOMiuHoro 
ynpaBaiHHa, npoB04aTBca 4aHoio KOMnaHieiO B*e 4eKiaBKa poidB, pe3yaBTa™ 
moro po3Mimem Ha cairn KOMnami [5]. 

y3araaBHHBniM HayKOBi ni4X04M 40 cymocTi Ta cicaa4y eaeMeHTiB eKOHOMiu- 
hoto ynpaBaiHHn nutnpireMCTBOM [2-4], a t3ko>k 40CBi4 MiacHapo4Hirx 40di4)KeHB 
3 BMKopMCTaHH3iM MapKeTMHroBHx ni4X04iB 4AH oijiHKM CTaHy Ta npodaeM Bnpo- 
Ba4)KeHH>i eKOHOMiuHoro ynpaBaiHHn Ha ni4npneMCTBax YKpa'iHM 6 yao npoBe4e- 
ho 40di4>KeHHH «Ct3h Ta npo6aeMM BnpoBa4>KeHHa eKOHOMiuHoro ynpaBaiHHa 
Ha ni4npMeMCTBax YKpaiHM*, Ha 6a3i Ka<J>e4pT eKOHOMiKH Ta cjriHaHciB Kmibcbko- 
ro HaijioHaaBHoro ToproBeaBHo-eKOHOMiuHoro ymBepciiTeTy y 2013-2014 p. 4351 
3B'fl3yBaHHH Bi4noBi4HOCTi CTaHy eKOHOMiuHoro ynpaBaiHHa b yKpami Bii3Haue- 
hmm PwC Global Website Enquiries CBiTOBiiM TeH4eH4iaM 14040 Bi4noBi4Hiix cicaa- 
40BMX ynpaBaiHCBKoro npo4ecy, iioro cnpaMyBaHHa Ta iHCTpyMeHTapiio. EIpo- 
Be4eHe 40di4)KeHHa BpaxoBye 40CBi4 Ta MeTO4oaoriio aHaaoriuHirx 40di4)KeHB 
KOHcaaTHHTOBoi (|)ipMM PwC Global Website Enquiries «ynpaBaiHHa 6i3HecoM. Ha 
rnaaxy Bi4 BMMipiOBaHHa 40 ynpaBaiHHa» [3]. 

OuiHiOBaHHa iHCTpyMeHTapiio BMMipiOBaHHa, KOHCoamauii Ta MapKeTiiHro- 
boto aHaai3y noKa3HHKiB, 3 MeToio CBoeuacHoro BiraBaeHHa Bi4XMaeHB Ta KopeK- 
4ii 3axo4iB, noKa3aao, 140 Maibice noaoBMHa onwTaHHx Bii3HaiOTB Heo6xi4HicTB 
MapKeTMHroBHx ni4X04iB y 40Oii4)KeHHax Ta aBTOMaTii3a4ii npo4eciB 3&opy Ta 
o6po6KM iH(})opMa4i , i b iHTerpaqiHHux IT-CMCTeMax. Maibice noaoBMHa onuTaHMx 
ni4npM6MCTB 3a OCTaHHi 4Ba pOKM BnpOBa4M3M 3MiHM, 140 403B0AHI0TB ni4BMI4M- 
tm 40CT0BipHicTB i CBoeuacmcTB ynpaBaiHCBKoi iH(])opMa4i , i [3]. 

BiiKopircTaHHH npiiHqirniB eKOHOMiuHOTO ynpaBaiHHa ni4npireMCTBOM ne- 
pe46auae BpaxyBaHHa 3HauHoi KiaBKOCTi (JiaicropiB npn npuMHarri KoacHoro 
ynpaBaiHCBKoro pimeHHa, aice noBMHHo po3po6anTMCB Ta yxBaaroBaTiica 3 ypaxy- 
BaHHiiM boro BnaiiBy Ha 4ocameHHa BM3HaueHMx CTpaTeriuHMx 4iaeir aic kmobho- 
ro KpuTepiio ecjreKTMBHocTi iioro rocno4apcBKoi 4inaBH0CTi, (])iHaHCOBoro 4o6po- 
6yTy BaaCHMKiB Ta 3araaBHo'i cmctcmm ynpaBaiHHa b 4LT0My maaxoM noe4HaHHa 
3yciraB pi3Hirx yuacHiudB Ha (JiaKTopax, 140 odyMOBaioiOTB qiHHicTB ni4npireMCTBa. 

TaKMM umhom, MapKeTMHroBHx ni4xi4 40 ynpaBaiHHJi 403Boaae y3ro4MTM, 
o6'e4HaTir, CKOop4MHyBaTM i BmpeiyaiOBaTir yci eKOHOMium npo4ecir, 140 Bi46y- 
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BaiOTboi Ha ni/tnpMeMCTBi, 3a6e3nennTH Bn6ip a/teKBaTHwx CMTyam'i MeT 04 iB eKo- 
HOMiqHoro ynpaBitiHHii Tomo. 

B cynacmn ^tiiepaTypi npnnHiiTo bm 4 m>itm Ta po3TA!i4aTH Taici BM4M cmctcm 
3a6e3neHeHH>i ynpaByiiHHJi >ik: MeT04MHHe, iraJjopMaLUMHe, opraHi3amMHe, Texm- 
Ko-TexHOAoriqHe 3a6e3neHeHHa. Ta ix 3MicT 3 iio 3 mlum eKOHOMinHoro ynpaB^tiHHa 
ni4npM6MCTBOM 6y4e HenoBHHM, aicmo po3T/uiHyTii KOMnoHeHTH MapiceTMHiy. 

MeT 04 MHHe 3a6e3neHeHH>i eKOHOMinHoro ynpaB^tiHHJi nmnpneMCTBOM 
noB'3i3aHe i3 (JjopMyBaHHHM m6to4hhhmx 3aca4 Ta iHCTpyMeHTapiio ynpaByiiHHa 
yciMa moto cicaa40BMMM. 

MeT04wqHHH iHCTpyMeHTapiii eKOHOMinHoro ynpaBiriHHH noBMHeH (JropMy- 
BaTMd Ha ocHOBi cyxynHocTi 40KyMeHTiB opraHi3amnHoro, opram3amMHO-MeTo- 
4MHHOTO, TexHiqHoro, TexHiKo-eKOHOMiqHoro Ta eKOHOMiqHoro xapaKTepy, a TaKO* 
H0pMaTMBH0-40Bi4K0BMX MaTepia^liB Ta iHIHMX 40KyMeHTiB mo BHKOpiTCTOByiOTBC-3 
Ha ycix CTa4bix nponecy eKOHOMiqHoro ynpaB^iHHH 3a yciMa cio^obmmm, 3aTBep- 
4*eHi y BCTaHOB^teHOMy nopmiKy KOMneTeHTHMMM opraHaMM a6o KepiBHHL(TBOM 
ni4npM6MCTBa 4^51 CBoenaCHoro OTpnMaHHH Ta Ha4<aHH3 iH(J)opMaim npo neBHy 
cioia40By ni4TOTOBKM Ta pea,ii3aim ynpaB^tiHCBKMx pimeHb. 

lH(J)opMaLtiMHe 3a6e3neHeHH>i ynpaB^iHHH nmnpimMCTBOM 3 BMKopiiCTaHHJiM 

MapKeTMHTOBHX ni4X04iB CAlfi, p03M5I4aTM >IK KOMn^ieKCHe nOH>ITT5I, mo OXOMIOe 
cyKynmcTb 4aHirx npo 30BHiuiHe Ta BHyTpiuiHe cepe40Bnme, opram3amio ix Ha4- 
xo4*eHHH, o6po6KM, 36epe3ceHHm HaKonnqeHHJi, nomyKy, a TaKO* nomnpeHHsi y 
Me*ax KOMneTeHL(ii 3amKaB;ieHHx oci6 b 3pynHOMy 4AH hhx biitak/^ [1]. 

CncTeMa m(J)opMamMHoro 3a6e3neneHH>i eicoHOMiqHoro ynpaByiiHH}i nmnpn- 
emctbom — ije CMCTeMHMM Ta imiecnpiiMOBaHHn ni46ip, aKTya^iisaimi, o6po6Ka 
iH^opMami BHyTpiuiHboro Ta 30BHiuiHboro xapaKTepy, mo BiiKopiiCTOByeTboi 
oqiHKM (J)iHaHCOBo-rocno4apcbKoi 4i5MbHOCTi, Heo6xi4Hnx 4AH o6rpyHTyBaHH>i Ta 
pea^i3aiui ynpaB,iiHCbKiix pirnenb npn BnaB^eHHi BmxiMeHb Mi*; nporao3HMMM, 
miaHOBHMM Ta 3BTTHMMH nOKa3HMKaMM, Cnp>IMOBaHMX Ha ni4BHmeHH>I pe3y^LbTa- 
TiB 4miibHOCTi ni4npM6MCTBa. 

3ara^ibH0BM3HaH0, mo caMe m^opMaqinHe 3a6e3neneHH>i o6yMOB^noe etJreK- 
TMBHicTb 6y4b->iKoi ynpaByiiHCbKoi cmctcmm, ockmbkm BM3Haqae noBHOTy, CBoe- 
qacmcTb Ta 40CT0BipHicTb iH^opMaqii, Ha ni4CTaBi iiKoi npnnMaiOTbai Bi4noBi4Hi 
pimeHHH Ta 34iiiCHiOK)TbOi Bi4noBi4Hi BnyiMBM, TOMy (JropMyBaHHfl Bi4noBi4Horo 
iHcjropMattiMHoro 3a6e3neneHH>i eKOHOMinHoro ynpaB^iiHHa cii4 Bi4H0CMTM 40 aK- 
ryaAbmix nepmoneproBMx 3a4an, 6e3 pea^i3ami akiix 34iiicHeHH>i noBHomHHoro 
eKOHOMinHoro ynpaB,iiHH>i He e mocioimbmm. 

40 ochobhhx acneKTiB iH(})opMaLtiHHoro 3a6e3neHeHHH eKOHOMinHoro ynpaB- 
,hhhji no6y40BaHoro Ha 3aca4ax MapKeTimry, <Mi4 Bi4HecTM: 

1) meHTM^iKam^ iHcjropMaiuMHMx noTpe6 b po3pi3i 06'eKTiB eKOHOMinHoro 
ynpaB^tiHH>i; 

2 ) BM3HaneHHTI M0*^LMBHX 4>Kepe^L OTpilMaHHa BHyTpilHHboi Ta 30BHiuiHb01 
iHcjropMaqii: 
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■ 44>I BHyTpiuiHboi iH(})OpMailii — BM3HaHeHH>I MOlKAMBOCTeii 11 OTpMMaHHH 
3 CMCTeMH Gyxra^iTepcbKoro, cjiiHaHCOBoro 3BiTH0CTi Ta cmctcmm ynpaB^iHCBKoro 
o6^iiKy; 

■ 4AH 30BHiuiHboi iH(J)OpMaLtli — BM3HaqeHHa MO>KilMBOCTeM i"i OTpMMaHHH 3 

MaTHicx Ta 6e3oiMaTHwx 4)Kepe^i / pmhkoboto cepeqoBMiiia, npoBeqeHHn nopiB- 
HUyibHoro aHa^ii3y BapTOCTi Ta mocri iraJiopMaiui, 3pyHH0CTi i'i noqa^ibiiioro bm- 
KopMCTaHHn b CMCTeMi eKOHOMiqHoro ynpaB^iiHHn ni4npweMCTBOM; 

4) (JiopMyBaHHn ciiCTeMii HaKonMqeHHn Ta qocyyny 40 mtJiopMaqii scix 
3aiiiKBMeHMx CTopiH; 

5) po3po6ica CMCTeMH mtJiopMaLUMHoro o6ciyroByBaHHH cyd'etcriB eKOHOMin- 
hoto ynpaB^iiHHn, to 6 to BM3HaqeHHn 3MicTy, (JiopMaTy, cnoco6y Ta nepioqMHHocTi 
i’i 36npaHHa Ta HaqaHHU. 

Ilepe4yMOBoio (JiopMyBaHHn iHtjiopMaqiMHoro 3a6e3neHeHH>i eKOHOMiqHoro 
ynpaB^iiHHn e iqeHTMcjiiKaqbi noTpe6 MapKeTMHroBoro ynpaB^iHHH b iHtJiopMaqii 
ctocobho CTaHy Ta nepcneKTMB po 3 BMTKy ni4npMeMCTBa. OckLtbkm KopMCTyBaniB 
LtiKaBMTb mtJiopMaqbi, opieHTOBaHa Ha qodmeHHii qLieM ni4npMeMCTBa, BHy- 
TpiuiHH 3 BiTHicTb Ha niqnpMeMCTBi noBMHHa (JiopMyBaTMOi TaKMM hmhom, iqo6 
MeHe4*;epM oTpMMyBa^iM mtJiopMaqiio b eKOHOMHin Ta BMnpaBqamM (JiopMi, ma 
6 BiqnoBiqa^ia ix noTpe6aM. Bi4noBi4HicTb mcjiopMaqii qLiiiM niqnpMeMCTBa, ii 
06'eKTMBHy Ta cy6'eKTMBHy qoqLibHicTb, HauBHicTb Ta nonMT 4eMOHCTpye mo- 
4e^b, po3po6^ieHa H. C3inepcKi [ 7 ]. U41 Moqe^b HaoHHo Biqodpaxae, Ha CKMbKM 
CKT34HO bmubmtm caMe Ty mcjiopMaiuio, ma CTaHOBMTb iHtJiopMaqiMHe 3 a 6 e 3 ne- 
qeHHH eKOHOMiHHoro ynpaByiiHHn, to 6 to HeoGxiqHa iioro cy6'eKTaM 4^51 npaKTMH- 
Hoi pea^ii 3 aqii BM 3 HaHeHMx cjiyHKqiii Ta 3 aB 4 aHb. 

CncTeMa opraHi3aqiMHoro 3a6e3neHeHHn opraHi3aqiMHoro 3a6e3neHeHHH 
eKOHOMiqHoro ynpaB^iHHn niqnpMeMCTBOM e B3aeMonoB'n3aHoio cyKynmcTio 
BHyTpiuiHix CTpyKTypHMx oiy*;6 i niqposqmiB niqnpMeMCTBa, mi 3a6e3neHyiOTb 
po3po6icy i npMMHUTTn ynpaB^iiHCbKMX pirneHb y BM3HaHeHMX (JiyHKqioHamHMX 
cicaaqoBMx eKOHOMiqHoro ynpaByiiHHii i Hecyrb BiqnoBiqa^ibHicTb 3a pe3y^ibTaTM 
qnx pirneHb. KoopqMHaqiio ocaaqoBMx eKOHOMiqHoro ynpaB^iHHn diq 3a6e3neHM- 
tm He tLtbkm y (JiyHKL(ioHayibHiM nyiomMHi, a m 3a piBHUMM iepapxii niqnpMeMCTBa. 
To6to yci nepe^iHem npoqeqypM noBMHHi 34iiicHiOBaTMd He tLibkm Ha piBHi niq- 
npneMCTBa, a m Ha piBHi Ta 3 ynaCTio iioro CTpyKTypHMx niqposqmiB. 

TexHiKO-TexHO^oriMHe 3a6e3neHeHH>i eicoHOMiqHoro ynpaB^iHHn niqnpweM- 
ctbom noB'n3aHe i3 3acTocyBaHHiiM cynacHHx 3aco6iB oGnMdiOBaiibHoi i Te^ettOMy- 
HiKaqiiiHOi TeXHiKM Ta aBT0M3TM30BaHMX CMCTeM. BMX04HHM 3 qbOTO, He BMICTMKae 

cyMHiBy Heo6xi4HicTb 3acTocyBaHHn IT npn (JiopMyBaHHi CMCTeMH eKOHOMiqHoro 
ynpaB^iHHn, iqo o6yMOB^noe aKTyammcTb Bn6opy ecjieKTMBHoro Ta noBHotJiyHKqi- 
OHa^ibHoro nporpaMHoro npoqyioy, hkmm 6 m 3a40BomHm noTpe6n eicoHOMiqHoro 
ynpaB^iiHHn b CBoeHacHiii Ta noBHiii iHcJiopMaqi'i. 

C^iiq 3a3HaqMTM, iqo nepeBa>i<Ha 6 MbinicTb bIthmsh^ihmx niqnpMeMCTB, iqo 
npMiiMa^iM ynacTb y qoc^iiqiKeHHux, qeMOHCTpyBa^M po 3 yMiHHn Heo 6 xi 4 HOCTi bm- 
3HaHeHH3 cboto no^ioiKeHHn Ha pMHKy i, hk HaoiiqoK, oqiHKy eKOHOMiqHoi etJieK- 
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TMBHocri <|>yHKLtioHyBaHHii. A caMe, BM3H3HO Heo6xi4HMM BMSHa^eHHJi y nepediiy 
iMaHyBaHHTi pe3yzibTaTiB 4i5LibH0CTi ni4npMeMCTBa KyniBeubHo-peaubaiuMHoro 
noTeHijia^y nmnpjieMCTBa, rpaHMUHO 400 dkhoto piBHH noroiTy ijLibOBOi ay4MTO- 
pii Ha npo4yKLtiio nbtnpiieMCTBa y Mipy 3pocraHHa iioro 3ycuub no CTMMyzuoBaH- 
hk) cnocKMBqoro nonnTy 3 ypaxyBaHHUM noTOUHo'i Ta nepcneKTiiBHo'i cmyaijii b 
KOHK ypeHTHOMy OToneHHi n^npneMCTBa. 

TaKMM UMHOM, Bi4 40TpMM3HH3 BI13HaueHIlX OCHOBHMX 3aCa4 eKOHOMiUHOTO 
ynpaBzuHHii 3 BMKopncTaHHaM MapKeTMHroBnx ni4X04iB 6e3nocepe4Hbo 3aue>KiiTb 
nponec npwMHiiTTii Ta peaui3aiui ynpaBuiHCbKiix pirneHb, noBbi3aHMx i3 3a6e3ne- 
etjjeKTMBHoro ynpaByiiHHa pe3yzibTaTaMM eKOHOMiuHo’i 4isLibH0CTi nmnpu- 
eMCTBa, noro eKOHOMiuHiiMM pecypcaMn Ta iHTerpaztbHiiMM xapaKTepiiCTMKaMii, 
mo Bi4o6pa>KaiOTb CTaH nympiieMCTBa i Bii3HauaiOTb nepe4yMOBH iioro po3BMTKy 
Ha HaiiduioKuy nepcneKTMBy. 
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1.3. MANAGEMENT SYSTEMS 
AS A COMPETITIVE ADVANTAGE 
IN MARKETING STRATEGY 

Karkalikova Marta 



Abstract 

Creating a marketing strategy is considered one of the fundamental customer 
oriented processes. The ISO standards present the development of a marketing 
strategy as one of the key responsibilities of management. In order to maintain 
and strengthen their market position, companies are forced to find ways to achieve 
and ensure product diversity, to influence customers and ensure their satisfaction 
towards the product quality. Successful companies and their managers know that 
their success depends on understanding the market and customer needs in the 
selected market segment, the readiness of the company to meet these needs through 
internal business processes as well as the abilities of its employees who carry out 
these processes. In the long term, the most important success factor that brings profit 
to a company is to establish and subsequently maintain management systems or 
integrated management systems, which serve as a tool for differentiating itself from 
competitors. Companies with an established management system can offer higher 
product value compared to competition or offer an innovative product. As part of 
the marketing strategy, the company gains a competitive advantage by offering 
products that meet customer needs. Obtaining a good market position is supported 
by a competitor analysis: identifying the main competitors, their objectives, 
strategies, strengths and weaknesses, as well as anticipation of their reactions. Based 
on the information about the competitors, the company will develop a competitive 
strategy that makes it easier to obtain a stronger position in the market, to achieve 
pre-defined objectives, as well as gain a particular competitive advantage. 

The competitiveness of a company, and thus the economic success of any 
business entity on the domestic, European or global market is defined by three 
strategic principles. These include quality, productivity, i.e. cost ratio and the 
flexibility to react to market demands. Companies that are able to integrate the 
principles of consistent customer orientation and continuous improvement of all 
processes and activities in practice may also succeed in a competitive marketplace. 
The interest of a company is to meet customers' requirements whose needs and 
expectations are constantly changing. Increased competition and technological 
progress forces companies to continually improve their products and processes. 
An established management system or integrated management system helps to 
build credibility of the company as being able to provide products that consistently 
meet customer requirements. For businesses entities operating in a competitive 
environment the implementation of a management system or integrated 
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management system represents an initiative of the management in order to retain 
both existing and potential customers. 

Keywords: quality, management systems, environmental management systems, 
integrated management systems, competition, processes, marketing strategy 



he European Union is aware that the focus on quality is a necessity and one 



of the crucial factors in the competitiveness of European products. Quality 



support policy is mainly focused on promoting European competitiveness in 
order to interconnect all activities that are adopted to ensure the quality of products 
in Europe. The quality policy of the European Union is represented by a compre- 
hensive set of measures that lead to ensuring the free movement of products and 
the removal of technical barriers to trade, as well as promoting European competi- 
tiveness. Improving the quality will ensure the effectiveness and competitiveness 
of a company in its business activities. Quality is not only the guarantee of commer- 
cial success to-date for the company but also a reliable resource and a company's 
perspective in competitive market conditions. Many companies have established 
procedures to closely monitor the effects of improving the quality of its products 
on macro-economic indicators, including the creation of domestic product, foreign 
exchange balance and so on. Quality is a key factor of stable economic growth for 
enterprises. 

Companies with an established management system or integrated management 
system achieve significantly better results than traditional businesses focused on 
quality assurance through quality control of its products. Established management 
systems and integrated management systems reflect themselves by their positive 
effects inside the company as well as in its surroundings. Among the dominant 
external effects of management system implementation is a rising customer 
satisfaction rate and customer loyalty, whether in case of all customers or individual 
clients. These effects are longer-term, they may not occur until many years after the 
development of an efficient management system. However they are the guarantee 
of continuous improvement of profitability, cash flow and other business results. 

From an economic perspective, the most important reason to introduce a 
management system or integrated management system is the reduction of poor 
quality costs, as well as losses arising from violations of environmental legislation 
or safety regulations. Certification of management systems and integrated 
management systems is now a prerequisite for concluding a number of contractual 
relations between supplier and customer companies. If a company wants to be 
successful in business and earn profits it is forced to implement and maintain 
management systems. Companies have a choice of several management systems 
that can be adapted to the specifics of organizations from different industries and 
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sectors. By implementing management systems companies are motivated to analyze 
customer requirements, define the processes that contribute to the development 
of a product acceptable to the customer and keep these processes under control. 
The implementation of management systems or integrated management systems 
provides a framework for continuous improvement of the company's processes with 
the aim to increase satisfaction of customers and all stakeholders of the company. 

Methodology 

An established and certified management system or integrated management 
system serves as evidence of the organization's credibility, improvement of overall 
image and competitiveness. Recently the certification of management systems is 
one of the prerequisites for the closure of many contractual relationships. The aim 
of this paper was the analysis of management systems as competitive advantage in mar- 
keting strategy, it was processed on the basis of available primary data and resources 
and secondary data obtained in accordance with the paper's topic. 

To gain initial theoretical knowledge of management systems and integrated 
management systems we used the available Slovak and foreign literature, freely 
available internet resources and other materials dealing with the topic of manage- 
ment systems as a competitive advantage in marketing strategies and also from the official 
website of International Organization for Standardization. 

To meet the selected objective scientific methods, mainly methods of analysis 
and synthesis were used which are complementary, one follows the other. Analysis 
is based on the breakdown of ideas of the economic facts into individual elements, 
creating a base for exploring the individual sides of the phenomenon. Analysis was 
used when examining the current situation in relation to management systems and 
integrated management systems. By synthesis the links between selected elements 
were created and thus the reproduction of the collected information was allowed. 
Subsequently the interrelationship of the individual management systems and their 
mutual integration was examined. 

Using the induction and deduction, data about the benefits and barriers arising 
from the implementation of management systems and integrated management 
systems were processed. The descriptive and comparative method were used for the 
needs of theoretical, but also practical part for purposes of comparison of practical 
application and the theoretical knowledge of various authors. The scientific method 
of abstraction is used for elimination of the irrelevant and random facts from the 
substantial and rightful. 

Inevitable for comprehensive processing of the paper is the process of research 
which is used in order to obtain necessary documents and knowledge for drawing 
conclusions. For the examination of the selected topic primary research was used 
focusing on analysis of benefits of environmental management in organizations 
with established environmental management system according to ISO 14001 En- 
vironmental management systems. Requirements with guidance for use and on benefits, 
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methods and reasons that may arise during the integration of management systems 
while using the qualitative and quantitative methods. The primary research 
consisted of a standardized questionnaire which was sent to the representatives of 
companies certified according the ISO standards in Slovakia. 

Mathematical and statistical methods are among the quantitative (exact) methods. 
Based on the evaluation of collected data, using the method of induction, we created 
general conclusions about the subject. 

1 The effects of management systems on marketing strategy 

A marketing strategy cannot be excluded by any company regardless of 
its size and focus. Perhaps at first glance a particular strategy is not apparent, 
especially in small companies, but each is engaged in marketing activities. Likewise 
the principles of quality management systems highlight the need to handle these 
activities. In practice marketing and management systems influence each other 
in various fields. In companies that have established management systems or 
integrated management systems the requirements of the standards are used as a 
part of a marketing strategy. In compliance with ISO standards a marketing strategy 
based on meeting the needs of the customers of a company is developed. 

Recently companies tend to implement integrated management systems which 
is the interconnection of two or more management systems into a harmonious 
integration. Integrated are quality management systems according to ISO 9001: 2008 
Quality management systems. Requirements ; environmental management systems 
according to ISO 14001: 2004 Environmental management systems. Requirements with 
guidance for use; management systems of health and safety at work according to 
OHSAS 18001: 2007 Occupational health and safety management systems. Requirements 
and others. The implementation of integrated management systems allows to build 
strong companies what affects the whole industry. A prerequisite for effective and 
successful integration is to meet all the requirements of the standard within a single 
system, transparent processes and creating a uniform process documentation in the 
form of a common quality manual. 

Large companies such as Ford Motor Company, General Motors, Chrysler and 
Volkswagen decided that their whole supply chain must be certified according to 
ISO 9001: 2008 Quality management systems. Requirements and ISO 14001: 2004 En- 
vironmental management systems. Requirements with guidance for use. This decision 
affected thousands of manufacturing and non-manufacturing companies. 
Cooperation of these certified companies enables a proactive approach to managing 
quality and environmental problems. Companies that integrate environmental 
management systems and quality management systems can benefit both internally 
and externally in terms of sustainable supply chain strategy. Managers should be 
aware that currently companies do not compete as autonomous units but as supply 
chains [Curkovic, S. Sroufe,R.2010]. 
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Implementation of an integrated management system enables preserving all 
aspects of health, safety and performance of the company. In a company where an 
integrated management system is established these three elements are considered 
the foundation of the company's activities. Besides, the requirements of ISO 9001: 
2008 support a marketing oriented approach of the company and in accordance 
with it reconcile the requirements of customers as well as the legal requirements. 
Masterspec company from New Zealand and their marketing strategy serves as an 
example, in accordance with ISO 9001: 2008 — «the customer and quality always comes 
first». This company claims that integration of management systems increases the 
sales of their products and strengthens the company's competitiveness [Hubert, R. 
2013], 

By implementing environmental management systems companies confirm 
their environmental focus and want to inform the public and all stakeholders about 
their environmental responsibility. Many companies understand the importance 
of moving towards sustainable and environmental practices. On supersaturated 
markets companies are trying to differentiate from the competition, one of the 
strategies for differentiation is developing an environmental management system 
according to ISO 14001: 2004 Environmental management systems. Requirements with 
guidance for use which subsequently results in a strong competitive advantage. 
After its application the company's products are more competitive compared with 
other products that are not focused on environmental protection. This competitive 
advantage cannot be separated from the company's ability to carry out «green» 
innovations. Ecological marketing is defined as an examination of the positive 
and negative aspects of marketing activities on pollution, energy utilization 
and depletion of energy resources. Incorporated in an effective environmental 
management system are customer needs and the analysis of their environmental 
values [Arifin, Z.,2012]. 

The ISO organization creates so called communities around each individual 
management system, for example Community ISO 14001. We can compare 
such community to a golf club that provides services only to its members who 
pay membership fees. Certification of management systems operates on the 
same principle. The key service provided by the community to its members is 
the possibility to present their established and certified systems, for example 
environmental management systems and environmental practices. Only companies 
that have implemented an environmental management system and were certified 
by a certification body can use the certificate. In the case of standard ISO 14001: 2004 
Environmental management systems. Requirements with guidance for use, the equivalent 
to a membership fee is the creation of a strong and verifiable environmental 
management system. If a company is certified according to ISO 14001: 2004, its 
environmental statements are more credible than its unilateral environmental 
statements. Companies in the community ISO 14001 adapt their environmental 
practices which often exceed legal requirements of the country and also produce 
more environmentally friendly products [Prakash,A., Potoski,M. 2014]. 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, O. O. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



38 



Section 1 . Theoretical and methodological marketing research in the enterprise management system 

1.1. Management systems as a competitive advantage 

The European Commission set out its strategic vision for European standards 
which highlights the important role of standards and standardization in terms of 
promoting innovation, growth and competitiveness in Europe. Information about 
innovations codified in the form of standards is accessible to all, so companies, 
universities and research institutes can use this knowledge for creating innovations 
and generating new ideas. 

Innovative environment that supports innovation activity of enterprises can 
stimulate companies to increase efficiency and find new business opportunities. 
Strategic innovation and continuous process of innovation are the determinants of 
sustainable competitive advantage. The existence of causal relationship between 
the implementation of the principles of knowledge management and the innovation 
potential of enterprises has been proved by many empirical studies. They 
demonstrate the existence of a causal nexus between the change towards a learning 
organization and the sustainable competitive advantage achievement. Knowledge 
management can be then designated as an important determinant of the sustainable 
competitiveness [Zak, S., Hvizdova, E., Miklosik,A.2012]. 

The implementation of management systems in companies promotes 
competitiveness across Europe. The results of studies conducted in selected 
countries show that up to one quarter of productivity growth recorded in recent 
years can be attributed to an increase in the amount of available ISO standards. 
Standards are also very beneficial for individual businesses and industries and 
provide small and medium-sized businesses with a competitive advantage. ISO 
standards are issued by ISO — International Organization for Standardization. 
The standards include a model with the requirements that should be fulfilled by 
the companies to achieve stability, effective management, systematic processes, 
competitiveness, progress and innovation. 

In 2014 ISO — International Organization for Standardization carried out 
a survey on the benefits of using ISO 9000 for enterprises. The survey covered 
enterprises of different sizes operating in different sectors. The results of the 
survey show that by introducing ISO 9000 companies most frequently achieved the 
following advantages: 

■ Streamlining internal processes — by using the standards streamlining of 
internal processes is achieved, the time required for performing different activities 
is shortened, procurement costs are reduced and their productivity increased. 

■ Innovation and expansion of business activities — standards serve as a basis for 
innovation of business processes enabling companies to expand their network of 
suppliers and reduce the risk of bringing new products to market. 

■ Entering new markets — standards were used as a basis for development of 
new products, penetration of new markets and promoting product introduction in 
new markets. 
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ISO — International Organization for Standardization adopted a Strategic Plan 
for the years 2011-2015 — Solutions to Global Challenges with the aim of becoming 
the leading global supplier of high-quality and globally recognized international 
standards. ISO Strategic Plan 2011-2015 includes seven major objectives: 

1. documents meet customer needs — each sector, which ISO documents are 
intended for (business, government, consumers and other stakeholders), relies on 
ISO as the main platform for development and distribution of relevant solutions in 
the world; 

2. the standards promote innovation and provide solutions to global challenges; 

3. supports the performance and participation of developing countries in interna- 
tional standardization — the participation of developing countries in international 
standardization is important for ensuring the global relevance of ISO standards and 
assists developing countries with access to global markets, technological progress 
and sustainable development; 

4. involves stakeholders — active involvement of industry, government, 
consumers and other stakeholders in the process of developing ISO standards is 
important and ensures the significance, quality and use of ISO standards in practice; 

5. effectively manages and promotes partnerships with international organizations in 
order to increase the value and efficient development of international standards; 

6. processes have improved significantly — ISO uses clear, transparent and 
consistent procedures, implements optimal structures, processes and systems that 
support the development of standards; 

7. international standards are clear — for customers, stakeholders and the general 
public [www.iso.org]. 

ISO Strategic Plan which was established for the period 2011 — 2015 will 
expire at the end of 2015. International Organization for Standardization is currently 
working on the final version of the new ISO Strategic Plan 2016-2020, which will 
build on the key accomplishments of the previous period. The new Strategic Plan 
must also respond to the current changes in the world and deal with the future 
management of the organization. ISO 2016-2020 Strategy will build in particular 
on the achievements of the years 2011-2015. In many areas, such as intellectual 
property protection, stakeholder involvement and meeting customer needs, 
significant progress has been recorded and it is necessary that the organization 
continues to pursue this direction. Moreover, the new strategic plan should be 
based on the strengths of the basic principles of the existing system. The essential 
principle that members of this organization have set is that it will continuously 
support the implementation of ISO international standards in each country and 
provide consultation if necessary. Members of the organization still have the 
opportunity to express their insights, ideas and comments with regard to the plan 
in preparation and thus contribute to the creation of the new ISO Strategic Plan for 
the period 2016-2020. 
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1.1.2. The importance and benefits of implementing a quality 
management system 

In a competitive environment companies naturally strive to achieve a high level 
of production quality. The competitive process and market position force companies 
to comply with minimum standards. For a smaller market, which consists largely 
of small and medium-sized enterprises, the implementation of quality management 
systems according to ISO 9001: 2008 Quality management systems. Requirements 
might bring significant adjustments, enhancements and systematic unification of 
management processes. Through certification of management systems the certified 
company has the opportunity to increase product sales, by achieving effects such as 
lower cost, higher quality of products or services. The European Union focuses its 
quality policy on eliminating differences between sole traders, small and medium 
companies. The growing number of these companies enforced the necessity of 
quality management system implementation and certification. 

From a marketing perspective the best known standard is ISO 9001: 2008 Qual- 
ity management systems. Requirements, which is relatively simple and versatile. Until 
31.12.2013 more than 1,129,446 ISO 9001: 2008 certificates were issued worldwide. 
The standard is used mostly by various organizations and companies worldwide 
and is applicable to all business sectors. Currently, the importance of implementing 
quality management systems according to ISO 9001: 2008 Quality management 
systems. Requirements is increasing. Implementing quality management systems 
leads to defining the organizational structure, competences and responsibilities of 
middle and lower management. These steps ultimately lead to greater expansion of 
production, reduction of costs, elimination of the percentage of defective products 
and efficiency in use of resources and time. In smaller companies the implementation 
of the system will help refine the vision and objectives, determine the competences 
of individual departments and responsible personnel. 

Product quality is the result of processes and activities which are interlinked, 
regulated and require coordination. Coordination of these processes is defined by 
the quality management system. Quality management is essential for managing the 
organization, its functioning and is dependent on the approach of the organization's 
management, on effective organizational structure which clearly defines the 
responsibilities and competences and other aspects of management. The basic 
structure of the ISO 9000 set of standards comprises of the following standards: 

ISO 9000:2005 Quality management systems. Fundamentals and vocabulary. The 
standard defines the basic terms used in the quality management system and 
graphically illustrates their hierarchical arrangement, it is used by organizations 
to understand the terminology in the field of quality management. It provides 
guidance on the preparation, review, acceptance, application and revision of quality 
plans. It can be used regardless of whether or not the organization has implemented 
a management system according to ISO 9001: 2008. 
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ISO 9001:2008 Quality management systems. Requirements. The standard 
specifies requirements for a quality management system which the organization 
may use to satisfy the customer. It determines the conditions for the application of 
the principles in order to enhance customer satisfaction through effective use of the 
system. It ensures compliance with customer requirements and relevant legislation. 
It is the only standard for implementing quality management systems and for 
subsequent certification. They may be used by internal and external organizations, 
including certification bodies. This standard is based on quality management 
principles including focus on the customer, motivation of senior management, 
process approach and continuous improvement. By implementing ISO 9001: 2008 
the organization can ensure consistent quality of products to customers what brings 
different benefits to organizations. The standard can be used in any organization 
regardless of its size or field of activity. 

ISO 9004:2009 Managing for the sustained success of an organization.A qual- 
ity management approach. The standard provides guidance on the systematic and 
continuous improvement of all activities and achievement of sustainable success to 
any organization. Thestandard addresses the needs of all stakeholders. It follows 
the standard ISO 9001: 2008 and in contrast to this standard it contains a broader 
overview of the quality management topic. 

ISO 19011:2011 Guidelines for auditing management systems. The standard 
provides guidance on auditing management systems, including the principles of 
auditing, managing an audit programme and conducting management system 
audits, as well as guidance on the evaluation of competence of individuals involved 
in the audit process, including the person managing the audit programme, auditors 
and audit teams. It is applicable to all organizations that need to conduct internal 
or external audits of management systems or manage an audit programme. This 
standard is applicable to other types of audits, provided that special consideration 
is given to the specific competence needed. 

Quality management systems according to ISO 9001 are based on a pro- 
cess approach that is applied in the process of development, implementation and 
improvement of the system with the aim to enhance customer satisfaction by 
meeting his requirements [Karkalikova,M. 2013] .. The process approach in ISO 9001 
is defined as the application of a system of processes in an organization, together 
with the process identification and their interaction as well as process management 
designed to produce the desired outputs. This approach is based on the principle of 
management and interaction of all processes. 

Organizations that decide to implement a certified quality management 
system according to ISO 9001 shall be governed by the process approach, while 
the individual processes and the whole system need to be improved continuously. 
Based on the process approach is also the process model of quality management 
system. [ISO 9001:2008], 

The effectiveness of a quality management system is based on three dimensions, 
the objectives of ISO 9001 which are as follows: prevention of disagreement, 
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continuous improvement and a focus on customer satisfaction. The success of 
a quality management system is based on five critical factors such as intrinsic 
motivation, external pressure of the environment, characteristics of the company, 
attributes of employees and specifics of the quality system. Intrinsic motivation, 
characteristics and attributes of employees have the most significant impact on the 
effectiveness of the quality management system [Psomas,E, Antony, J. 2015]. 

Benefits of management systems 

Benefits of management systems can be divided into the following three 
groups: economic benefits, benefits favourable to the company's management and 
benefits to business and marketing. Among the economic benefits are included: 

■ increase of revenues and market share through rapid and flexible responses 
to market, 

■ lower costs and efficient use of resources. 

Benefits favourable to the organizations's management: 

m increased understanding and motivation of employees with regard to the 
company's targets, 

■ motivated and commited employees of the comapny, 

■ ability of the company to concentrate on core processes, 

■ determining precise responsibilities of employees, 

■ establishing control mechanisms, prevention of disagreements and 
complaints, 

■ increased level of transparency of processes, 

■ promotion of continuous improvement, 

■ compliance with the requirements of current legislation. 

Among the benefits to business and markting are included: 

m obtaining the ISO 9001:2008 certificate, 

■ source of competitive advantage and enhanced position in world markets 
(strengthening competitiveness), 

■ increased customer satisfaction, 

■ efficiency in use of resources, 

■ increased customer loyalty, 

■ opportunity to demonstrate to customers that the products and services of 
the company are monitored and subject to documented procedures. 

During implementation of ISO standards barriers and, subsequently, related 
obstacles may arise [Cagnazzo,L., Taticchi,P., Fuiano,F., 2010]. It is useful to identify 
these barriers and create measures that can help overcome them in order to 
improve the company's performance. Among the obstacles that may arise during 
the implementation of the ISO 9000 standards we include for example insufficient 
commitment of some of the certifying bodies, excessive competition between 
certification bodies and offering a total package of services from consulting through 
certification by certification bodies. 
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Barriers by the company itself during implementation of standards from the ISO 9000 
family: 

■ short-term goal to obtain a certificate, 

■ excessive expectations towards quality management systems, 

■ mandatory requirements (in certain sectors), 

■ following competition, 

■ lack of necessary accompanying steps in the certification process. 



The most common barriers associated with the implementation of ISO 
9000 standards are of an organizational nature — lack of understanding of the 
importance for all departments and reluctance to change the system already in 
use. Subsequently, the second most common barrier is the barrier associated with 
implementation procedures — difficulties in understanding the requirements of 
ISO 9000 standard family. 

Risks of an established quality management system: 

m time-consuming actions necessary to maintain the quality management 
system, 

■ lack of knowledge and awareness of employees about the requirements of 
quality management system, 

■ emphasis on documentation associated with the established management 
system. 



The quality management system implemented according to ISO 9001 :2008 Qual- 
ity management systems. Requirements becomes a tool to achieve organizational goals. 
Standards provide guidance for the implementation of the management system 
and help in the development of the organization. To achieve the development of 
the organization the management should focus on further enhancing its employees' 
qualities, improving and strengthening relations with suppliers, customers and 
stakeholders. A properly motivated employee, satisfied supplier and customer is 
the best precondition for the smooth development of the company. 

The standard ISO 9001: 2008 is compatible with ISO 14001, it does not contain 
requirements that are specific to the environmental management system, system of 
health and safety at work, financial management and risk management. 

The standard ISO 9001 can be linked to the ISO 9004: 2009 Managing for the 
sustained success of an organization. A quality management approach. It offers guidance 
to achieve sustained success to any organization regardless of its size, type and 
area of operation. Whereas the sustained success of an organization is defined as 
its long-term ability to meet the needs and expectations of customers and other 
stakeholders. The standard promotes self-assessment as an important tool for 
examining an organization's level. It has been prepared to ensure compliance with 
ISO 9001 : 2008 and other management system standards. However, it is not intended 
for certification purposes. Its aim is to address the needs of all stakeholders through 
continuous improvement of the organization's performance. 
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1.1.2. Upcoming changes in the quality management system 

In January 2015 IAF — International Accreditation Forum — published an 
informative document that includes recommendations for the transition from ISO 
9001: 2008 to ISO 9001: 2015. These recommendations apply to all stakeholders that 
will be affected by the revision of ISO 9001: 2015. Described in the introduction of 
the informative document are the main changes in the revised standard ISO 9001: 
2015, relevant stakeholders, information on the transitional period and validity of 
certificates. The next sections describe the activities that should be considered by 
the stakeholders in order to successfully prepare and manage the transition from 
ISO 9001: 2008 to ISO 9001: 2015 [IAF, 2015], 

The revision of ISO 9001: 2015 introduces significant new changes. The 
standard ISO 9001: 2015 is based on Annex SL — the supplement of the guideline 
for developing ISO standards for quality management systems. To increase the 
compatibility with other management system standards, this guideline consolidates 
the structure of the individual chapters, their titles, main text, common terms and 
their definitions. 

Among the main changes in the new version of ISO 9001:2015 are [IAF, 2015]: 

■ change in the structure of chapters of the standards in accordance with the 
supplement Annex SL, 

■ explicit requirement for risk management, 

■ improving the adoption and application of the process approach, 

■ less predefined requirements, 

■ less emphasis on documentation, 

■ better applicability for services, 

■ the requirement for defining the limits of management systems, 

■ increased demands on leadership, 

■ greater emphasis on increasing customer satisfaction. 

International Forum for Accreditation and ISO Committee on conformity 
assessment established a transitional period of three years from the date of 
publication of ISO 9001: 2015. The new revised standard will be released in 
September 2015 and the transition period will last until September 2018. Certificates 
issued according to ISO 9001: 2008 during the transitional period shall not be valid 
after the period is over [iso.org, 2014]. 

Revision of ISO 9001: 2015 applies to all organizations that have implemented 
quality management system according to ISO 9001: 2008. For organizations using 
this standard the following steps are recommended to facilitate the implementation 
of the new standard. Firstly, it is necessary to define an action plan for the 
transition to the new standard, if necessary in cooperation with a certification 
body. It is necessary to identify differences that need to be resolved to meet the 
new requirements. Similarly, adequate training and informing all the stakeholders 
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must be ensured. Finally, it is necessary to update the existing quality management 
system in order to meet the new requirements of the revised standard [ IAF, 2015]. 

Revision of the standards can also affect the certification bodies, which the 
following actions are recommended to. It is necessary to train their auditors and 
demonstrate an adequate level of their qualifications. An important step is a regular 
communication with national standardization and accreditation bodies, with other 
certification bodies and with its current customers. It is also necessary to align the 
transitional period and the current certification period and schedule updates of the 
certified documents. For existing customers it is appropriate to develop an audit 
plan for the revised standard. One of the important steps is the timely support of 
the existing users of ISO 9001: 2008 in implementing the transition to ISO 9001: 
2015 and the support provided to new users in implementing ISO 9001: 2015. The 
revised standard also applies to accreditation bodies, who are encouraged to inform 
the certifying authorities about the transition process, also to plan resources for 
training and for their subsequent assessment. An important recommendation is to 
communicate with national standardization bodies, their accredited certification 
bodies and other accreditation bodies on a regular basis in order to coordinate 
information. It is also necessary to train their evaluators and check the criteria 
for evaluating competence of auditors. The last important step is planning and 
preparing the evaluation of the revised standard and planning the decisions for 
updating the accreditation certificate [IAF, 2015]. 

The extent of changes will not be the same for every organization, but will 
depend on the maturity and performance of the existing management system, 
organizational structure and procedures. It is therefore very important that 
all organizations perform a gap analysis which aims to identify real resource 
requirements and timing implications. 

1.1.3 Environmental management system 

In order to acheive sufficient compliance with laws and regulations in the 
field of environmental protection an absolute commitment of the organization to 
environmental concerns is required as well as the introduction of an environmental 
management system in accordance with environmental accounting and auditing. 
The concept of environmental protection is closely linked to the management of 
the organization, indicating that environmental management is part of corporate 
management. Environmental management system brings the concept of sustainable 
development into the area of production and services with regard to used 
technological processes and helps to achieve economic growth. The environmental 
management system ensures continuous monitoring of the organization's 
production processes and their impact on the environment. Environmental 
management systems emphasize the need for continuous improvement in order to 
protect the environment what is not only in our own interest but is also beneficial 
for future generations. 
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The goal of environmental management system is to improve efficiency 
of the organization while managing all activities related to environment. It does 
not establish absolute requirements for an environmental performance and it 
does not lead to strict requirements regarding the impact of business activities on 
environment. Also it does not specify the objectives with respect to the result in 
the field of environmental performance, therefore obtaining the certificate does 
not guarantee the improvement of performance [Psomas, E. L., Fotopoulos, C. V., 
Kafetzopoulos, D. P. 2011]. 

The Environmental management system facilitates the search for negative 
impacts on environment within the organization, helps to estimate their importance 
and offers an example of their reduction and evaluates the obtained result. 
Environmental management systems are defined also as: 

■ progressive tool, through which the organization manages the significant 
environmental aspects and also takes into account the legal requirements. The aim 
of environmental management is to find the way of managing an organization's 
activities, with the aim to limit environmental degradation, 

■ effective tool of an environmental policy, based on results of identification 
of direct or indirect environmental aspects of activities. To build this system the 
responsibility, clearly defined goals, resources, procedures, training, monitoring 
and communication systems are important, 

■ preventive tool, which enables a systematic approach to the creation and 
protection of environment in all business areas. It means continuous improvement 
of the management of environmental aspects, impacts and risk management in the 
organization and is included in common management practices. 

The Environmental management system is a structured and normative 
process, by which organizations seek to obtain continuous improvement, the extent 
of which shall be determined by the organization itself by economic and other 
circumstances. Although the adoption of a system approach automatically assumes 
the improvement of environmental performance, it is a long-term process and it 
cannot be expected to reduce the adverse environmental impact immediately after 
its implementation. It is a process of continuous improvement and progress through 
setting new objectives. The speed of progress is set by the organization itself, 
similarly the acfual adoption and implementation of environmental management is 
a voluntary decision of each organization. 

The system of environmental management allows the search for all resources 
of negative impacts of the organization on environment, estimates their importance, 
adopts realistic measures for their reduction and then evaluates obtained results. 
This kind of behaviour can be characterized as a commitment of the organization 
because it is a process of permanent improvement of relationship between 
organization and environment, reducing environmental impacts and improving its 
environmental profile. The aim of environmental management is to find a solution 
how to manage business activities without any negative impact on the environment. 
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In the long term we can distinguish three different approaches to the environmental 
issues in organizations [Karkalikova, M. 2010]: 

■ no activity — organizations do not pay any attention to the environmental 
issues until it's too late, 

■ subsequent reaction — management waits until an incident happens. It 
does not make any preventive measures. Such companies can be prosperous and 
profitable in short ferm. They do not have an insight into the potential environmental 
risk and therefore can't be prepared for them adequately, 

■ proactive approach — companies monitor the environmental problems of 
daily activities. It enables them to be prepared for the solution of crisis situations 
and if possible to prevent them. 

The implementation of environmental management system according to the 
standard ISO 14001 Environmental management systems. Requirements with guidance 
for use is the characteristic proactive approach of an organization represented by a 
comprehensive system solution for managing environmental problems. 

In relation to this standard the supplement ISO 14001/ AC Environmental man- 
agement systems. Requirements with guidance for use (ISO 14001:2004) was issued 
which takes into account the requirements of standard ISO 9001:2008 Quality man- 
agement systems. Requirements. For the system of environmental management the 
following standards are valid: 

■ Standard setting the requirements for an environmental management system: 

ISO 14001:2004 Environmental management systems. Requirements with guidance 

for use. It specifies the requirements for environmental management systems in 
order to be applicable to companies of all types and sizes. The standard does not 
set the absolute requirements for environmental performance of an organization 
except the obligation to comply with relevant legislation and regulations and to 
apply continuous improvement. This standard contains only the requirements that 
can be objectively monitored. 

■ Standard explaining the requirements for an environmental management system: 

ISO 14004:2004 Environmental management systems. General guidelines on prin- 
ciples, systems and support techniques. It contains the principles, systems and support 
techniques for organizations requiring more general guidelines for planning 
and implementation of an environmental management system. The standard is 
dedicated to the elements of an environmental management system specified in 
ISO 14001:2004, while these are explained in more detail, provide more examples 
and overall the standard is suitable particularly for organizations that are getting 
acquainted with environmental management systems and are implementing them 
gradually. 

Standards of the ISO 14000 family represent the simplest form of the evidence of 
relevant data from the field of building and improving environmental management 
systems. The requirements are developed in the way to be incorporated easily 
into any management system. Environmental management is a set of voluntary 
environmental policy instruments, allows the implementation of a system approach 
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to problem solving, environmental protection and improving the environmentally 
friendly behaviour of organizations. 

The structure and philosophy of environmental management and quality 
management systems is very similar, for this reason there is a connection between 
the certification numbers according to particular standards per country. Countries 
with a high number of certifications according to the quality management system 
tend to introduce an environmental management system and vice versa. [Psomas, 
E, AntonyJ. 2011]. 

The aim of environmental management is promoting the fundamental 
principles of sustainable development in business. It focuses on the responsible 
consumption of natural, economic and human resources while seeking to protect 
and improve the environment. The environmental management system includes 
the protection of the product, consumers and workers involved in the production. 
[Mangra, M,G Cotoc,E. A.,Traistaru,A.2014]. 

Implementation of an environmental management system in the organization 
implies many advantages. Its major benefits for businesses are mainly increasing 
efficiency, reducing the cost of energy and other resources, smaller or no occurrence 
of fines and penalties and higher credibility of the company to investors as a 
result of gaining competitive advantages in the global context. In the first place 
it leads to improving the environmental performance of the organization, since 
the main objective of environmental management is a systematic approach to 
environmental protection management, as a result of reducing the negative 
impacts of the organization's activities on the environment. By implementation 
of an environmental management system business processes will be harmonized 
with the legislation related to the environment, thus avoiding penalties and fines 
resulting from non-compliance. Reducing the amount of released toxic emissions, 
the consumption of energy and other natural resources as well as the generation 
of waste is a contribution to the organization itself and also to society as a whole. 
Another advantage are reduced costs due to elimination of inefficient processes and 
reduced resource consumption. Saving resources is executed by effective disposal 
of hazardous waste, recycling, efficient storage and handling of goods. 

The largest number of certified organizations worldwide according to ISO 
14001: 2004 Environmental management systems. Requirements with guidance for use 
originates from such countries as China (104735 Certified organizations in 2013), 
Italy (24,662 certified organizations in 2013) and J apan (23,723 certified organizations 
in 2013). In Slovakia, the number of certified organizations is growing every year. 
In 2013 the number was 1,445, representing a 1.21% share of all enterprises with an 
environmental management system in Europe [The ISO Survey 2013, 2014]. 

The organizations implement the environmental management system in order 
to protect the environment, reduce the consumption of natural resources, maintain 
and increase competitiveness, reduce discrepancies in relation to environmental 
legislation and so on. 
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We conducted a survey (which consisted of a number of questions for 
respondents, choosing only two) focused on the analysis of the contribution 
of systemic environmental management in organizations with an established 
environmental management system according to standard ISO 14001. The main 
objective was to identify the most important benefit for the companies in relation 
to implementation of environmental management, barriers to its implementation 
in the organization and to get a credible picture of the actual benefits in relation 
to customers, competitors, market share, compliance with legislation, internal 
corporate system, exploitation of significant natural resources and forms of waste 
disposal. 

The source for the survey were 103 Slovak companies with an Environmental 
Management System according to ISO 14001: 2004. Implementation of a system 
for the management of environmental protection is a costly and time consuming 
process; it is therefore most widely used within medium and large enterprises that 
have sufficient financial resources, human resources, necessary information and 
knowledge. Of the total number surveyed 47,6% were medium, 26,2,% large and 
18,4% small businesses. 

Figure 1 shows the motives of organization to utilize the system of 
environmental management. Companies establish an environmental management 
system particularly in relation to their interest in environmental protection (53,4%). 
Firstly, they strive to reduce the environmental impacts, aiming to reduce the 
consumption of scarce natural resources, produce less waste and discharge of 
pollutants into the atmosphere. 



improvement of oisnmzat 1011's image 

increase of maikct share 

use of environmental manasanent system as a 
mat keting tool 

saining a competitive advantage 
interest in environmental protection 
government reqtui anti it 
customci requu email 
top and middle management commitment 
oilier 




Fig. 1. Motives of implementation of environmental management systems 
Source: own processing 
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An important aspect in terms of the implementation of an environmental 
management system is also to improve the image of the organization (43,7%). 
Companies are perceived as more credible with less negative impact on the 
environment, what is acknowledged by many customers. A third key factor is 
the use of environmental management as a marketing tool, which influenced in 
decision a total of 32% of surveyed companies. Enterprises often implement an 
environmental management system in order to reach new customer segments, in 
this case, environmentally conscious consumers. By implementing environmental 
management the organization gains a competitive advantage according to many 
respondents (30,1%), which again affects the customer's decision in favour of the 
company with an established management system. 

Figure 2 shows the obstacles that the organization had to face when 
implementing an environmental management system. Most respondents (37,9%) 
perceive as a barrier the training of personnel regarding questions of environmental 
management. Training is a time-consuming and costly process that involves 
adaptation of workers to new working conditions and company culture. The aim 
is to ensure that the trained staff adapts to new working conditions, the nature and 
content of operational tasks, management system as well as to the organization of 
work. The company seeks to help navigate its staff through the social standards 
and standards on management of work and strives to increase environmental 
awareness. 

Another problem in implementing an environmental management system 
according to surveyed business entities is the lack of knowledge, eventually the 
lack of relevant information on environmental management (36,9%). The absence 
of information can lead to incorrect identification of the requirements for a 
management system. 

The necessary knowledge about an environmental management system 
and the procedures for its establishment may be obtained from the certification 
body. Companies perceive as a barrier the periodic auditing as well (31,1%). An 
environmental audit is carried out for the purpose of objective assessment of the 
environmental management system in the organization and involves a systematic, 
regular, documented, periodic and objective evaluation of the performance of the 
organization, management and procedures for environmental protection. One 
of the prerequisites for implementation of environmental management system 
is performing a certification audit that tests the conformity of the management 
system with requirements of ISO 1400 Environmental management systems. Require- 
ments with guidance for use. Difficulties in performing the audit lie in the professional 
competence of the auditor, necessary time for planning and the review of internal 
systems and financial costs. 
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Fig. 2. Barriers to the introduction of an environmental management system 

Source: own processing 

1.1.3 Management systems of occupational safety and health 

Occupational safety and health is a set of activities, means and measures that 
create and ensure safe and wholesome conditions for workers performing work 
or those activities that are related to the job performance. It places more and more 
emphasis on meeting the requirements for safety and health of workers at work in 
connection with the new legal requirements relating to dangerous accidents and 
citizens located in the risk zone surrounding the company. Occupational safety and 
health is a system of measures, which comes directly from the national legislation. 
Securing the working conditions and compliance with the rules of occupational 
safety and health is an important task in any organization. 

Management of occupational safety and health requires a systematic approach 
and proper organization of work. For this reason standards specifying the 
requirements for management systems of occupational safety and health emerged 
worldwide, such as the American standard ANSI / AIHA Z102005 Specification for Oc- 
cupational Health and Safety Management System, the Canadian standard CSA Z1000: 
2006 Occupational Health and Safety Management (Bernardo et al. 2010) and OHSAS 
18001: 2007 Occupational Health and Safety Management systems. Recjuirements, which 
was released in the UK in June 2007 and replaced the specification OHSAS 18001: 
1999 Occupational Health and Safety Management systems. Specification which was 
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used in more than 80 countries worldwide. The international organization ISO has 
not developed any international standards relating to the safety and health at work 
yet, however the British standard OHSAS 18001 has become the most widely used 
within the European area. Experts from 26 countries of the world were involved in 
its preparation in cooperation with the working group OHSAS. 

The Standard OHSAS 18001: 2007 Occupational health and safety management sys- 
tems. Requirements specifies the requirements for a management system of safety 
and health at work and assists organizations in preparing a concept and long-term 
objectives which take into account the legal requirements and information about 
health and safety risks. The standards can be used by organizations of different 
types and sizes in different geographical, cultural and social conditions. The 
success of the system depends on its importance at all levels and functions of the 
organization, especially from senior management. A system of this kind enables the 
organization to develop a concept of health and safety at work, identify targets in 
order to demonstrate compliance with requirements. 

The aim of OHSAS 18001: 2007 is to present and promote the practice of health 
and safety at work in order to be in balance with socio-economic requirements. Many 
requirements can be determined consistently or they may be revised at any time, 
they are focused on improving performance, achieving and maintaining compliance 
with the legal requirements of health and safety at work. It does not determine the 
specific criteria for behaviour or provide detailed guidance and the way how to 
build the management system. Its application in a particular organization depends 
on such factors as their own policies of health and safety at work, the nature of the 
activities performed and the riskiness and complexity of operations. 

The standard OHSAS 18001: 2007 is applicable for any organization wishing 
to establish a system to eliminate or minimize risks that affect employees and other 
stakeholders as a result of actions and activities of the organization. It is necessary 
to maintain and continuously improve the management system of health and safety 
at work, demonstrate the compliance with this policy, strive for certification of the 
management system of occupational safety and health by an external organization 
and by a company's own decision declare compliance with the standards. An 
organization that chooses to implement occupational health and safety management 
system must identify, document, implement, maintain and continually improve 
this system. 

Measures of management systems of occupational safety and health 
provide safe and healthy conditions in the social and working environment for 
all stakeholders involved in the production process, enable high-quality living 
standards with regard to aspects of environmental protection and social justice 
taking into account the principles of sustainability [Melo,M.,2010]. 

The standard is fully compatible with ISO 9001: 2008, ISO 14001: 2004 and ISO 
22000: 2005. During its development importance was placed upon the possibility 
to integrate all these standards together into a common integrated management 
system. In addition it demonstrates compliance with legislation, raises awareness 
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of the organization. By implementation of management system of occupational 
safety and health the company demonstrates to its employees and customers that 
activities are carried out in compliance with defined working conditions, and that 
the company fulfills its legal obligations, standards and regulations. Implementation 
of health and safety at work affects the quality of work and productivity and at the 
same time it is also an important aspect in the evaluation of the overall level of the 
organization. 

Pardy W. and T. Andrews reported that the effectiveness of health and safety 
at work should be constantly improved through the use of policies and objectives 
for safety and health at work, the results of audits carried out in the organization, 
data analysis and evaluation and investigation of the events, implementation of 
corrective and preventive actions and management review [Pardy, W., Andrews, T., 
2010]. Through an implemented and certified management system of occupational 
safety and health according to OHS AS 18001, an organization can gain a significant 
competitive advantage and at the same time it shows its employees and customers 
that all activities are carried out in compliance with defined working conditions 
and that the organization fulfills legal obligations, standards and regulations. 

2 Integrated management systems 



Integrated management system is a convenient management system, which 
considers not only process quality and product quality but the approach to the 
environment, systems of health and safety at work and to other management 
systems as well. The system approach ensures succesful orientation in the 
legislative requirements and their fulfillment, efficient interconnection between 
them and improvement of the organizational structure. The established system 
leads to transparent and simplified management of documentation, elimination 
of duplication, reduced costs for human resources, what ultimately leads to 
ensure maximum satisfaction of customers and all stakeholders. It is important to 
understand the changes and the need for continuous improvement of the system, 
since in a competitive environment the quality of products and meeting customer 
requirements are crucial and are both provided by an established integrated 
management system. 

Management systems can be integrated by a gradual implementation of 
individual systems — step by step method — and their subsequent integration or 
by building an integrated management system directly as a whole. In organizations 
that already have established for example a quality management system according 
to ISO 9001 Quality Management Systems. Requirements, it is not necessary to 
create a completely new system, but with respect to the common processes of the 
integrated management systems only to extend it by adding new requirements 
and aspects [Nenadal,J.2008] of environmental management systems, systems of 
health and safety at work and other management systems as well. By a successful 
implementation of an integrated management system, an enterprise can obtain 
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a wide range of benefits, whether strategic, economic, operational, executive or 
benefits for employees. 

An integrated management system can be considered as a combination of 
processes, procedures and practices applied in the organization to perform the 
management principles. In today's globalized society many organizations are lead 
to the implemention of an integrated management system with the aim to achieve a 
competitive advantage [Giacomello,L., Stumpf,M., Kern, A. 2014]. 

Integrated management systems bring transparency to an organization, as 
well as better organization of work, definition of responsibilities and competences, 
development of effective tools to deliver strategic plans and they also fulfill the 
requirements of stakeholders. An important contribution is building a corporate 
culture oriented to continuous quality improvement, environmental protection 
and health and safety at work, which may affect employee loyalty, as well as their 
greater engagement. Among the best known and most frequently used general 
management systems that can be integrated together are: 

■ ISO 9001:2008 Quality management systems. Requirements 

m IS014001:2004 Environmental management systems. Requirements with guid- 
ance for use 

m OHSAS 18001:2007 Occupational health and safety management systems. Re- 
quirements 

• ISO 22000: 2005 Food safety management systems. Requirements for any organi- 
zation in the food chain 

• ISO/IEC 27000:2012 Information technology. Security techniques. Information se- 
curity management systems. Overview and vocabulary idt ISO/IEC 27000:2012 

• ISO/ST 16949:2009 Quality management systems.Particular requirements for the 
application of ISO 9001:2008 for automotive production and relevant service part organiza- 
tions 

The authors [Majstorovic,V. D.,. Marinkovic,V 2011]) reported that integration 
of management systems should provide the following benefits to the organization: 

■ cost reduction (internal audit, documentation, trainings), 

■ holistic approach to risk management, 

■ reduction of duplicated processes, 

■ improvement of internal and external communication, 

■ focus on process management, 

■ improvement of employee motivation and employee relationship, 

■ optimization of internal and external audits. 

Currently there isn't any ISO international standard for integrated management 
systems, however, in 2008 the International Organization for Standardization ISO 
issued a publication entitled The Use of Integrated Management System Standards, 
which provides guidance on how organizations can apply the requirements of 
different standards and integrate them into their business processes. Some countries 
have developed guidelines for the integration of management systems at the 
national level. The British Standards Institute (BSI) issued a specification PAS 99: 
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2006 Specification of common management system requirements as a framework 
for integration, which was created as a basic framework for the integration of 
management systems to help organizations gain the benefits from the integration 
of the common requirements of the individual schemes and effectively manage 
these requirements. It is the first specification that contains the requirements for 
an integrated management system. The specification PAS 99: 2006 is primarily 
designed for organizations that are interested in implementing the requirements of 
two or more management systems according to international standards ISO 9001: 
2008, ISO 14001: 2004, ISO / IEC 27001: 2005, ISO 22000: 2005, OHSAS 18001: 2007 
SA 8000 and other standards through their integration into a single system. Mutual 
integration of management systems supports a holistic approach to managing 
business risks and increasing the efficiency of internal and external audits, leads 
to increased efficiency, to elimination of duplicate activities and reduction of 
byreaucracy. Specification PAS 99: 2006 is designed for all organizations regardless 
of their size or type of business. 

In 2012 the British Standards Institute issued a new specification PAS 99:2012 
Specification of common management system requirements as a framework for integra- 
tion that serves as an improved guideline for integrating management systems 
highlighting their common elements and thus outlines a framework to integrate 
them. The requirements include auditing procedures, document control, risk 
management and improving performance. The specification can be used by 
organizations to integrate management systems, run operations effectively and 
meet all regulatory requirements. 

Within the conducted research (published are only selected questions) 
we investigated also the approach of Slovak organizations to the integration of 
management systems. The survey also aims to identify benefits, barriers and risks 
[Karkalikova, 2014 ], that may occur during the integration of management systems. 
The research sample consists of companies from different industries operating 
in the Slovak Republic and consists of 215 business entities. However, not all the 
respondents answered us, or completed the questionnaires correctly. Thus not all 
questionnaires were included in the research sample. Finally, 86 % questionnaires 
were returned. 



Table 1 



Reasons for Management Systems Integration 



Reasons for management systems integration (n=112) 


Absolute 

Frequency 


Relative 

Frequency 


Development of a single, efficient process control system 


85 


75,89% 


Common requirements of individual management systems 


54 


48,21% 


Elimination of duplicates 


93 


83,03% 


Reduction of financial costs 


87 


77,68% 
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Reasons for management systems integration (n=112) 


Absolute 

Frequency 


Relative 

Frequency 


Synergistic effect 


47 


41,96% 


Identifying opposed objectives, 
responsibilities and relationships 


51 


45,53% 


Harmonization of directive regulations and relations 


43 


38,39% 


Pressure on continuous improvement 


72 


64,28% 


Increased competitiveness 


85 


75,89% 


Requirement for competition, public procurement 
or state contract 


43 


38,39% 


Demand from the subscribers 


47 


41,96% 


Demand from the customers 


29 


25,89% 


Other reason 


0 


0,00% 



Source: own processing 



One of the research questions with regard to the integration of management 
systems examined also by foreign authors is the necessity to integrate management 
systems, eventually what are the reasons for the mutual integration of systems. 
Based on theoretical knowledge, we identified twelve reasons for mutual integration, 
referred to in Table 1. Reasons are also listed with absolute and relative frequency 
of responses of organizations that have implemented an integrated management 
system. The respondents could select multiple answers. 

The survey shows that the most important reason for integration is the 
elimination of duplicates. This reason was stated by 83,03 % of subjects. This is 
related to a financial cost reduction, which was stated as a reason for the integration 
of systems by 87 subjects (77,68 %). Other important reasons include building a 
single efficient process control system and increase of competitiveness. These 
reason emphasis on continuous improvement is also a frequently stated reason 
of integration (64,28 %). Only 25,89 % of subjects identified requirements from 
customers as a reason for the integration. It can be assumed that if the organization 
decides to integrate the management systems, it is mainly due to the effective 
implementation of its processes and activities. 



Benefits of Management Systems Integration 



Table 2 



Benefits of Management Systems 
Integration <n=112) 


1 


2 


3 


4 


5 


Resource optimization-finance. 


0 


0 


48 


40 


24 


Human Resources 


0,00 % 


0,00 % 


42,86% 


35,71% 


21,43% 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



57 



Section 1. Theoretical and methodological marketing research in the enterprise management system 



Benefits of Management Systems 
Integration (n=112) 


1 


2 


3 


4 


5 


Better definition and determination of 
responsibilities and competences 


0 

0,00 % 


0 

0,00 % 


16 

14,28% 


38 

33,93% 


58 

51 , 79 % 


Effectiveness and performance 
increase 


0 

0,00 % 


0 

0,00 % 


17 

15,18% 


43 

38,39% 


52 

46,43% 


Duplicate activities elimination 


0 

0,00 % 


0 

0,00 % 


17 

15,18% 


36 

32,14% 


59 

52 , 68 % 


Costs decrease 


0 

0,00 % 


0 

0,00 % 


9 

8,04% 


26 

23,21% 


77 

68 , 75 % 


Administrative demands decrease 


0 

0,00 % 


0 

0,00 % 


13 

11,61% 


26 

23,21% 


73 

65 , 18 % 


Documentation reduction 


0 

0,00 % 


0 

0,00 % 


6 

5,36% 


36 

32,14% 


70 

62 , 50 % 


Consolidation of internal audits 


0 

0,00 % 


16 

14,29% 


21 

18,75% 


39 

34 , 82 % 


36 

32,14% 


Consolidation of external audits 


0 

0,00 % 


0 

0,00 % 


4 

3,57% 


79 

70 , 54 % 


29 

25,89% 


Unification of trainings 


0 

0,00 % 


0 

0,00 % 


4 

3,57% 


50 

44,64% 


58 

51 , 79 % 


Elimination of disputes in various 
organization strategies 


0 

0,00 % 


13 

11,61% 


24 

21,43% 


29 

25,89% 


46 

41 , 07 % 


Employee motivation enhancement 


7 

6,25% 


35 

31,25% 


46 

41,07% 


24 

21 , 43 % 


0 

0,00 % 


Corporate Culture enhancement 


0 

0,00 % 


17 

15,18% 


59 

52,68% 


36 

32 , 14 % 


0 

0,00 % 


Corporate Image enhancement 


23 

20,54% 


40 

35,71% 


42 

37,50% 


7 

6 , 25 % 


0 

0,00 % 



Source: own processing 



The research showed that increasing competitiveness can be ranked among the 
most important reasons for management system integration, which was confirmed 
by 75,89 % of organizations that participated in the survey. It can be stated that 
the implementation of an integrated management system leads to the growth of 
companies' competitiveness, which should be reflected in their financial results. An 
integrated management system facilitates entry into foreign markets and allows 
companies to acquire new customers. 

We asked respondents about the benefits of management system integration 
to organizations. Again, we focused on the theoretical knowledge and from 
its analysis, we identified 14 benefits of management system integration. 
Respondents could evaluate these benefits on a scale from 1 to 5, where 1 means 
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the minimum contribution and 5 means maximum benefit of system integration 
for the organization. Table 2 below shows the evaluation of benefits. This question 
was answered only by those organizations that have implemented an integrated 
management system, which means 112 subjects. 

Cost reduction was rated as the maximum benefit by 77 subjects (68,75%). 
Similarly, among the highest rated benefits we may include administrative burden 
reduction stated by 73 subjects (65,18%) and also reduction of documentation on 
integrated management systems. This benefit was rated as the maximum by 70 
organizations (62,5%). 

Integration of management systems can be implemented in various ways. In 
chart 3 the options are listed together with the number of organizations that have 
already integrated management systems. 

Most business entities — up to 81 (72,32%) — integrated their systems first 
by creating individual systems, which were integrated in later stages. A quarter 
of surveyed business entities (25%) initially created a system (usually a quality 
management system according to international standard ISO 9001 and gradually 



Creating integrated management system 
from the beginning as complex 



Creating one of the systems and 
continuous integration with others 



Creating each of the systens and 
subsequent integration 




72,32% 

81 



Fig. 3. The method of integration of management systems 



Source: own processing 



integrated it with other systems. Only three companies (2,68%) stated that they 
formed a complete integrated management system as a whole from the beginning. 
It can be assumed that such approach is chosen by those organizations wishing to 
implement various management systems in an integrated approach. 

The results obtained by primary research through survey of business entities 
can be used as a topic for the debate on the integration of management systems in 
the conditions of Slovak companies. 
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Conclusion 

Increasing quality results in a number of positive benefits which are primarily 
reflected in the economy of enterprises. In the area of products the growth of 
customer satisfaction, of customer needs and reduction of costs is concerned. Quality 
has a direct impact on the amount of income and is the key factor of stable economic 
growth of the enterprise while significantly affecting macroeconomic indicators 
as well. Implementation of management systems or integrated management 
systems is a tool for differentiation from the competition and maximization of 
revenues through increasing customer satisfaction. Nowadays companies can 
build a competitive advantage through improved product quality, implementation 
of management systems and thus long-term relationships with customers. The 
implementation of management systems and its subsequent certification provides 
copanies with a competitive advantage. 

An established and certified management system serves as an evidence of the 
credibility of the organization and improves its overall image. From an economic 
perspective, the most important reason for implementing integrated management 
systems is reducing the costs of poor quality as well as losses arising from violations 
of environmental legislation or safety regulations. Certification of management 
systems and integrated management systems is now a prerequisite for concluding 
a number of contractual relations between supplier and customer companies. 

For a smaller market which consists largely of small and medium-sized 
enterprises, the implementation of ISO international standards leads to significant 
adjustments, enhancements and systematic unification of management processes. 
From an economic perspective, the most important reason for implementing 
integrated management systems is reducing the costs of poor quality as well as 
losses arising from violations of environmental legislation or safety regulations. 
Currently, organizations are trying to gain commercial success on the market and 
look for new sources of competitive advantage, one of such possibilities is a systemic 
approach towards higher efficiency obtained from the environmental management 
system, quality management system or other management systems. 
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1.4. INFLUENCE EFFECTIVE 
MARKETING MANAGEMENT TO IMPROVE 
THE COMPETITIVENESS OF ENTERPRISE 



Bn^lHB EOEKTHBHOrO MAPKETHHrOBOrO 
MEHE4XMEHTY HA ni4BHIU,EHHfl 
KOHKYPEHTOCnPOMOXHOCTI 
nP 04 YKii,ii ni4nPHCMCTBA 

Nusinov V. Y., 

Hycinoe B. fl. 



Adamovska V. S. 

Admoecbxa B. C. 



UDC 658.8:338.33 
JEL M31, Mil 

Abstract 

The article deals with the essence of marketing management, its main function 
as a basis for forming tasks. Proposed a function of marketing management 
as quality management of enterprise to meet customer needs and increase its 
competitiveness in international markets. The most important factor for successful 
business development is to improve the quality of its products through effective 
marketing management that will improve the competitiveness of the whole 
enterprise. Improved concept of "quality" products. Based on market research 
proposed measure to improve the quality of products. Administrative decision 
taken on implementing measure based on the calculation of indicators to measure 
the effectiveness investment project enrichment of ore. 

Key words: marketing management, demand, market information, 

competitiveness, quality products. 

Anomayisi 

y CTaTTi po3raaHyTo cymicTb MapiceTMHroBoro MeHeA^Memy, boro ochobhI 
(jryHKih'i hk oCHOBy Ana (JiopMyBaHHii boro 3aBAaHb. 3anponoHOBaHO bhammtm 
Taxy (jryHKihio MapKeTHHroBoro MeHeA^MeHTy, hk ynpaBnimni nKicno npoAyKqii 
niAnpueMCTBa 3aAOBoaeHHn noTped noKynqiB i niABMiqeHHii if KOHKypeH- 
TocnpoMO>KHOCTi Ha MDKHapoAHOMy puHKy 3dyry npoAyKiii'i. HabBaiKUMBimiiM 
(JiaKTopoM ycnimnoro po3BMTKy niAnpueMCTBa e noainmeHHH nKOCTi boro npo- 
AyKiiii Ha ocHOBi ecjieKTMBHoro MapKeTHHroBoro MeHeA^KMeHTy, mo cnpunTHMe 
niABMmeHHio piBHn KOHKypeHTocnpoMOiKHOCTi niAnpueMCTBa b qiaoMy. Yaocko- 
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HaaeHo noH>iTT>i «>ndcTb» npo 4 yKim. Ha ochobI MapKeraHroBiix 40 Oii 4 )KeHb 3 a- 
nponoHOBaHO 3 axi 4 no ni 4 BHmeHHio mocri npo 4 yKim n^npneMCTBa. Ha ochobI 
po3paxyHKy noKa3HMKiB oqiHKn ecJreKTMBHocTi iHBecTnqinHoro npoeKTy no 36ara- 
qeHHio py 4 M npHMHHTo ynpaBaiHCbKe pimeHHH 11(040 BnpoBa 4 >KeHH>i 3axo4y. 

KAWHoei CAoea : MapKeTHHTOBnn MeHe4CKMeHT, nonnT, pnHOK 36yTy, iHcjrop- 
Maqia, KOHKypeHTOcnpoMO>KHicTb, micrb npo4yKqii. 

B CTyn. 3 MeToio a4anTaqi'i 40 yMOB 30 BHiniHboro cepe40BMiqa Ta no6y40BH 
ec^eKTMBHoi CMCTeMn ynpaB^mmi, GLibinicTb BiTqn 3 H>mnx ni4npneMCTB 
nocTynoBo HaMaraiOTboi 3 po 6 nTM KpoKM 11(040 3 MiHn crpaTerii y 
Bi4noBi4HOCTi 40 hoboi (})Lioco(})ii CBiTOBoro rocno4apcTBa. B 4aHOMy KonreKCTi 
BacKyiMBe Micqe b cncTeMi ynpaBiiiHBM nmnpneMCTBOM 3 anMae MapKeTMHroBMM 
MeHe4)KMeHT jik OKpeMa (})Lioco(})iii (JjyHKqioHyBaHHa BiTqn3HHHMx n^npneMCTB. 
OopMyBaHHa Ta BiiKopncTaHHa cynacHMx Mexam 3 MiB MapKeTMHiy Ha 3 aca 4 ax 
iHTerpaqii 3 MeHe 4 *:MeHTOM Mae BacuanBe TeopeTMHHe Ta npaKTHHHe 3 HaneHHJi 
4 AH BMpimeHHa HM 3 KM npoGaeM e(J)eKTMBHOTO T 0 Cn 04 api 0 BaHH 3 [. 

B yMOBax po3BMHyToi pnHKOBoi eKOHOMiKn yicpamn 3pocTae Heo6xi4HicTb 
3a6e3neneHH>i KOHRypeHTocnpoMOCKHocri BiTHH3HJiHnx ni4npneMCTB. MiaanBi 
KOHKypeHTHi yMOBH noTpe6yiOTb Bi4 n^npneMCTB BnacHoro Bi4noBi4Horo peary- 
B3HH3 Ha 3MiHM, iqO Bi 46 yBaK>TbOI. IJe MOCKAMBO 3a yMOBH e^eKTMBHOTO MapKe- 
tmhtoboto MeHe 4 >KMeHTy Ha ni 4 npM 6 MCTBi, iqo Ha4ae 3MOiy Ha ochobI 3i6paHoi 
iHcjropMaqii npo nonnT Ha 40 Cii 4 )KyBaH 0 My pnHKy 36yiy npo4yKim npnnMaTM 
etJreKTHBHi ynpaBitiHCbKi pimeHHii ctocobho ni4BMmeHHa KOHKypeHTocnpoMOx- 
HOCTi npo4yKqi'i. 

AKTya^ibHicTb tcmh 40 di 4 >KeHH>i noB' 3 i 3 aHa 3 Heo 6 xi 4 HicTio ynpaBaiHHn mic- 
tk) npo 4 yKqii BiTHH3H3HHX ni 4 npM 6 MCTB 3a4^Hi Bi 4 noBi 4 HOCTi Ti BMMoraM MicKHa- 
P 04 HMX CTaH 4 apTiB. A 4 *;e npo 4 yKqbi, ma Bi 4 noBi 4 ae Mi>KHapo 4 HMM BMMoraM 
iiKOCTi, MO)Ke pea^ti30ByBaTMCb 3aKop40H, mo 403BoanTb He ywine ni 4 BniimTn pi- 
BeHb KOHKypeHTocnpoMo>KHocTi nHnpneMCTBa, a m Ha 4 acTb Mo:*aMBicTb oTpnMy- 
BaTM 404 aTK 0 Bi npM 6 yTKM Ta noKpaiqnTM noro iMi 4 )K. 

nocTaHOBKa npoGaeMM. Cboro 4 Hi He mo™ po3paxoByBaTH Ha Te, mo 3Ha- 
M 4 eTboi pnHOK, He 40 CTynHMM 4 AH CBiTOBMx bmpoGhhklb, TOMy npoGaeMa 3a6e3ne- 
neHHii KOHKypeHTocnpoMoxHocTi B^tacHoi npo 4 yKqii noTpeGyBaTMMe nocTinHnx 
pimyqnx 4 m 4 AH cboto BnpimeHHJi. 

HaMBaX^LMBiuiMM (J)aKTOpOM yCniuiHOTO p03BMTKy Hap 04 H 0 T 0 T 0 Cn 04 apCTBa 
b qLiOMy i ripHMqo4o6yBHoi raay3i 30KpeMa e noainmeHH>i mocri npo4yKqii Ha 
OCHOBi e(J)eKTHBHOTO MapKeTHHTOBOTO MeHe4>KMeHTy, mo CnpMflTMMe ni4BMmeH- 
HIO piBHil KOHKypeHTOCnpOMOCKHOCTi n^npHCMCTBa B LfMOMy. 

AHaai3 omaHHix 40 Cii 4 >KeHb i nyGaiicaLUM. niiTaHHH MapKeTHHroBoro Me- 
He 4 )KMeHTy 40C^Li4*yeTbC3i y poGoTax jik sapyGicKHnx, Tax i BiTHH3H3Hnx HayKOB- 
qiB: F. ApMCTpoHra, n. 4py K epa, KoT/iepa, K. A. Kea^tepa, P. BpeHCOHa, A. B. 
BoMnaica, A. B. EaaaGaHOBa, M. M. EiaoB 04 CbKo'i, M. I. EeaaBqeBa, B. H. BopoGiio- 
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Boi, P. X. iBaHOBoi. A^te, He3Ba)KaK)HM Ha po3MaiTTsi KOHqenqiM MapKeTMHroBoro 
ynpaByiiHHa niqnpMeMCTBaMM, aBTopaMM He qooirHyTO 04H03HanH0CTi y BM3Ha- 
qeHHi moto 3MicTy i 3aB4aHb, tmm 6Libme 4 ah ni4npM6MCTB pi3HMx ra^y3eM, iqo 
MaiOTb Bi4noBi4Hi ocod^MBocri rocno4apiOBaHH>i / Heo6xi4Ho BpaxoByBaTH npn 
BM3HaqeHHi 6i3Hec-CTpaTerii. 

Braoia4 ocHOBHoro MaTepia^iy. MapKeTMHroBMM MeHe4>KMeHT e HeBi4'eMHoio 
HacTMHOio 3ara^tbHoi cmctcmm ynpaBTtiHHJi ni4npM6MCTBOM. ToMy iioro opram3a- 
qiiiHe 3a6e3neneHH>i Mae 6yra iHTerpoBaHe i3 3araiibHoio crpyKTypoio ynpaB^iH- 
hh ni4npMeMCTBOM. TaKe noe4HaHHJi 403 bo^lmtb 3a6e3nenMTM KOop4MHaqiio 4m 
CMCTeMM MapKeTMHroBoro MeHe4XMeHTy 3 iHuiMMM ynpaB^iHCbKMMM CMCTeMaMH 
ni4npMeMCTBa i ni4BMLqriTM ecjreKTMBHicTb KOHTpo^io 3a pea^tHaqieio npuimwmx 
pirneHb 14040 pea^baqii MapKeTMHroBoi KOHqenqii. 

MapKeTMHr ak Teopin i CMCTeMa MeT040^ioriqHMx / TeopeTMHHMx Ta npaKTMH- 
hmx 3HaHb ctJiopMyBaBOi Ha nonaTKy XX CTOiUTra. Ha npaKTMqi MapKeTMHr nona- 
ah 3aCT0C0ByBaTM HanpMKiHqi 50-x — Ha nonaTKy 60-x poxiB XX craarmi. 

Tax, OLiin KoT^tep 3 a 3 HaHae, mo MapKeTMHr — qe BM 4 ^noqcbKoi quMbHOcri, 
cnpiiMOBaHoi Ha 3a40BO^teHHH nonMTy ii noTpe 6 3a qonoMoroio o 6 Mmy [5]. Ha 
4 yMKy npotjiecopa FapBapqcbKoro yHiBepcMTeiy niTepa ,4py K epa, MapKeTMHr — 
qe KOHqenqbi ynpaByiiHHii (})ipMoio, b qeHTpi akoi nepe 6 yBae noKyneqb, icrieHT 
3 moto noTpe 6 aMM Ta 3anMTaMM, i boi (JiipMa, i’i BiqqLieHHii, ^iaHKM m qLniHKM Ha- 
qLrem Ha Te, iqo 6 nKHaMKpaiqe qi noTpeGn 3340BoabHMTM [4]. 

AMepMKaHCbKa acoqiaqin MapKeTMHiy xapaKTepM3ye MapKeTMHr >ik (JryHKqiio 
niqnpMeMCTBa, ma BicnoHae cyKynmcTb npoqeciB CTBopeHHH, npocyBaHHn Ta no- 
CTaHaHHii cno>KMBHMx qiHHocTeM 3a qonoMoroK) ynpaB^tiHHa 3B'>i3KaMM 3i oioikm- 
BanaMM, b pe3yabTari moto niqnpMeMCTBo pM3MKye Ta oTpMMye BMroqy [8]. 

OxapaKTepM3yBaBiiiM cyrb noHUTra «MapKeTMHr», po3ranHeMO BM3HaHeHHa 
TepMiHy «MapKeTMHTOBMM MeHe4>KMeHT». 

MapKeTMHroBMM MeHeqiKMeHT — qe npMHqMnoBMM niqxiq 40 CTpaTerinHoro 
ynpaB^tiHHa cy6'eKTOM pMHKy, hkmm nepeqdanae BMKOHaHHn HacTynHMx ochobhmx 
yMOB [2, c.140]: opieHTaqiio 3araabHo’i qiinibHocTi cy6'eKTa Ha noTpedn i 3anMTM 
noKynqiB; po3po6Ky KopnopaTMBHoi Midi i CTpaTerii cy6'eKTa Ha ochobI pe3yabTa- 
TiB MapKeTMHroBMx qooiiqiKeHb; niqnopnqKyBaHHii qisMbHocri Bcix CTpyKTypHMx 
ni4po34miB i Bcix npaqiBHMKiB iqe’i MapKeTMHiy; BMKOHaHHn dy*6oio MapKeTMHiy 
cy6'eKTa KOopqMHyiOHoi (JiyHKqii no Bi4HomeHHio 40 inninx niqposqLiiB. 

Ceped ocHoemix (pyHKniii Mapicemumoeozo MemdxMeHiny moxhu endixuinu: 

1. CTBopeHHa CMCTeMM MapKeTMHroBoi mcJiopMaqTi Ha ni4npMeMCTBi; 

■ Ha ocHOBi peTeyibHoro MapKeTMHroBoro 40Cii4>KeHHJi BM3HaneHH>i qLibo- 
BMX pMHKiB nmnpMeMCTBa, IX MiCTKOCTi Ta KOH'lOHKTypM; 

■ 40di4*;eHHT[ xapaKTepMCTMK i noBe4iHKM cyG'eKTiB qLibOBMx pMHKiB niq- 
npMeMCTBa; 

■ npomo3yBaHHH 36yTy npo4yKqii ni4npMeMCTBa; 

■ aHari3 KOHKypeHTHMx MOvKCTMBocreM ni4npM6MCTBa 3 ypaxyBaHHJiM moto 
pecypciB; 
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■ BM3HaqeHH>i (po3po6Ka) MapKeTHHroBMx CTpaTeriM (TaKTMK); 

■ po3po6Ka MapKeTHHroBMx nporpaM n^npueMCTBa; 

■ (})opMyBaHHJi TOBapHoi, qiHOBoi, po3no4LibHoi i KOMyrnKaijiMHoi no^iTMK; 

■ ynpaB^iiHHa po3po6Koio TOBapiB (ni4Biiiu;eHH>i KOHKypeHTocnpoMo>KHocTi, 
onTMMi3aiii>i acopTHMemy, no40B)KeHH>i ckhtteboto ijMK/Ly Tomo); 

■ ynpaB^iiHHa mHoyTBopeHHaM (BM3HaqeHH>i 6a30Boi luhm, 4HHaMiKa mH); 

■ yripaB^iHHTi KaHa^taMPi TOBapopyxy nmnpMeMCTBa, opramsaqbi ecjreKTMB- 
Horo 36yiy npo4yKim; 

■ ynpaB^iHHTi nponecoM KOMymKamM ni4npMeMCTBa; 

■ CTBOpeHHil M 33CTOCyBaHH3[ CMCTeMM KOHTpCMIO MapKeTMHTOBOi 4TSLlbHOCTi 
ni4npM6MCTBa; 

■ po3po6tca m 3acTocyBaHHH CMcreMM ynpaB^iiHHa ToproBMM nepcoHa^tOM 
(JripMM Ta iH. 

C>4HaK, BBa>KaeMO, mo 40 BHiu;e3ra4aHoro nepmiiKy (JryHKmM MapKeTMHro- 
Boro m eHe4>KM emy 4oqLibHo 404aTM ynpaB^tiHHJi nponecoM ni4BMmeHHii iiKocri 
npo4yKLtii nmnpMeMCTBa i ni4BMiu;eHHH iioro KOHRypeHTocnpoMoacHocri Ha cbIto- 
bmx pMHKax 36yiy npo4yKim. 

TaKMM hmhom, MapKeTMHroBMM MeHe 4 >KMeHT — ije 04 MH i3 Hanp^MiB CTpa- 
TeriqHoro ynpaB^tiHH>i rocno 4 apcbKoio 4 L!LibHicTio nmnpMeMCTBa, mo o 6 'e 4 Hye 
b co 6 i m npoiiecM CTpaTeriqHoro ynpaByiiHHa nmnpMeMCTBOM, Tax i pea^bamio 
KOMn^ieKcy MapKeTHHroBMx 3aB4aHb, noB'5i3aHMx 3 bmpo6hml(tbom i noKpamen- 
H3M HKOcri npo 4 yKm'i, ma BymoBma^ia 6 BMMoraM MixcHapo4HMx pMHKiB, Ti npo- 
cyBaHHHM i 36yTOM. 

HaMBaciGiMBimMM (JraKTopoM ycniuiHoro po3BMTKy Hapo4Horo rocno4apCTBa 
b iiLioMy i ripHHqo4o6yBHoi ra^ty3i 30KpeMa e noyiinmeHHJi mocri npo4yKim, 
mo cripMiiTMMe ni4BMmeHHio piBHii KOHKypeHTocnpoMO>KHocTi nmnpueMCTBa. 
Heo6xi4HicTb 3a6e3neHeHH>i KOHKypeHTocnpoMo>KHocTi nmnpMeMCTB 3pocrae b 
pe3y^bTaTi iHTerpaqi'i YKpaiHM b Mi)KHapo4Hi opraHi3at(iT i no4a^tbmoro po3BMTKy 
pwHKOBoi eKOHOMiKM. BcTyn YKpaiHM 40 CBiTOBoi OpraHi3am'i TopriB^i Ta ni4nM- 
caHH^i yro4M npo acoqiaqiK) 3 GBponeMCbKMM C01030M BMcyBae Ha nepuiMM miaH 
npo6iteMy mocri npo4yKim, mo BMpo6AaeTboi Ta pea^tbyeTboi Ha BHyrpiiiiHbOMy 
pMHKy KpaiHM Ta 3a Ti MecKaMM. ni4BMmeHH>i mocri BiTHM3H>iHoi npo4yKim 6y4e 
CnpMOTM ni4BMmeHHK) KOHKypeHTOCnpOMO>KHOCTi BiTHM3H>IHOrO TOBapOBMpo6HM- 
Ka m Bcepe4MHi KpaiHM, TaK i Ha CBiTOBOMy pMHKy. 

KoHKypeHLtm e 4 ocmtb tohkmm Ta mymMM hohhttsim. Bmpo6hmkm Hemic- 
Hoi npo4yKLtii Ta HeetJreKTMBm nmnpMeMCTBa 3a3HaiOTb HatidiAbuinx Tpy4HomiB 
b yMOBax CKoponeHHH nonMTy Ha TOBap a6o nociyiy. BpaxoByiOHM Becb MacuiTa6 
KOHKypeHTHOi 6opOTb6M, BMTpae 33B>K4M TOM, XTO aH&ri3y6 i 6opeTbd 3a CBOi 
KOHKypeHTHi no3Mm'i. O4HMMM 3 kmobhmx npMHMH cynacHoi HM3bKoi KOHKypeH- 
TOCnpOMOCKHOCTi yKpaiHCbKMX TOBapiB Ta noc^tyr e HeCnpOMOCKfflCTb BiTHM3H3HMX 
ni4npM6MCTB Bi4CTOiOBaTM Ta p03uiMpi0BaTM qaCTKy pMHKy, npocyBaTM TOBapn 
Ta 3a40Bo^tbH3iTM iHTepecM cnoiKMBaqa y noBHiri Mipi, HeBi4noBi4HicTb npo4yKim 
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yKpaiHCBKMX TOBapOBMpo6HMKiB BMMOraM Mi)KHap04HMX CTaH/tapriB ilKOCTi, a B 4e- 

rkiix Bnna4Kax, HaBiTb 4ep>KaBHMM CTaH4apTaM iiKocri [3]. 

Ha ocHOBi aHaai3y TtiTepaTypHMx 4)Kepea, Heo6xi4HO y3araai>HMTM noHjmn 
«jndcTB» npo4yKLtii 3a npMHimnoM cwcTeMHOCTi i noBHOTM, a caMe: 5ndcn> npo- 
4yKLtii — ije cyKynHicTB (jryHKLfioHaaBHMx, napaMeTpnqHMx, TexHoaoriqHMx i eito- 
homHhmx BaacTHBocTefi, iitd Bi4noBi4aiOTB KOHKpeTHHM noTpe6aM cnroKMBaniB Ta 
xapaKTepjByiOTB piBeHB CTaH4apTM3aiui Ta ymcjHKaiui npo4yKTy, moto Ha4iMHicTB 
i 40BT0BiqmcTB [1], 

XapaKTepHoio oco6aMBicTio cynacHMx cmctcm ynpaBaiHHH iiKicTio, 5iKi mbiotb 
H a Meri 3a40BoaBHHTM noTpe6w piumy, e He Aiime er^eicraBHicTB 3 TexHiqHoi m op- 
raHi3aqiMHoi totok 3opy. Bohm noBiiHHi aerKO ni44aBaTMC5i aaaAhy, 6yra He4BO- 
3HaHHHMM i 3p03yMMMMH, WKO p03po6aeHMMM i npMMHHTHMMM 4351 CnO>KMBaHiB, 
rpoMa4CBKOCTi i Bi4noBi4HMX yp5i40BMX opram3aLUH [ 6 ] . 

KoMnaeKCHa CMCTeMa ynpaBaiHHH indcTio npo4yKLtii — ije y3T04*;eHa po6o- 
na CTpyKTypa, 5iKa 4ie Ha ni4npMeMCTBi i mIctmtb ecJreKTMBHi TexHinm ii ynpaBaiH- 
CBKi MeT04M, 5nd 3a6e3nenyiOTB HandLiBiii npaKTMqm cnocodn B3aeM04i’i ai04eM, 
MauiMH, a TaKOvK iHtJropMaqi'i 3 Meroio 3a40BoaeHH>i bmmot cno^KMBana, mo ct3b- 
ARThoi 40 mocri npo4yKLtii, a t3ko>k eKOHOMi'i BMTpaT [7]. 

Sin roaoBHa CTpaTeriqHa cc})epa cynacHoi 4MOB01 aKTMBHOCTi, ni4BMLueHa 
aKicTB noTpe6ye Koop4MHaqii 3axo4iB. Y ijBOMy BMna4Ky 4ociraiOTBOi eKOHOMin- 
Ha Biiro4a i npMnaMB rpomoBHx KomriB. BwcoKa eKOHOMiqHa etJreKTHBHicTB cmc- 
TeM KOMnaeKCHoro ynpaBniHHH jndcno noacHioeTBOi i'i ni4BMmeHH5iM BHacai40K 

3acTocyBaHHH «piBH5i 3a40B0aeH0CTi cno>KHBaHa», 3MeHineHH5iM eKcnayaTaiuMHMx 
36MTKiB, 36LiBmeHH>iM CTyneHii BMKopMCTaHHJi HaTiBHHx pecypciB [6]. 

Cepe4 ochobhmx 3axo4iB no 40Be4eHHio piBHii iiKocri npo4yKLtii ripHnno- 
py4HMx nmnpneMCTB 40 bmmot MiacHapo4HMx CT3H4apTiB e 36araneHH5i 3aai3HMx 
py4 — TexHoaoriqHMM npoijec ni4BiimeHH>i KOHijeHTpaLtii b py4i KopncHoro eae- 
Mema, 34iMCHioeTBOi iiiahxom BM 4aaeHHa 3 hmx nycToi nopo4M. 

/\ax 36araneHH>i 3aai3HMx py4 3acTocoByiOTB (j)aoTaiuio — cnoci6, 3acHOBaHMM 
Ha pi3HiM 3MonyBaHOCTi py4Horo Mmepaay i nycToi nopo4M. HaMnoimipemiiiMM 
cnoco6oM 36araneHHii MaraiTHMx 3aiii3H5iKiB e MaraiTHa cenapaiibi, 3acHOBaHa Ha 
Bi4MiHHOCTi MaraiTHOi cnpMMHJiTaMBOCTi py4Horo Mmepaay i nycToi nop04 M. 3b1c- 
ho, Ha ni4npM6MCTBax ripHMqo-MeTaaypriMHoro KOMnaeKcy 6axaHMM e meaaBHe 
36araneHH>i kopmchmx iconaaMH, to6to npouec po34LieHH5i MmepaaBHoi cyMirni 
Ha KOMnoHeHTM, npn 5iKOMy noBHicTio Bi4cyTHe 3acMiqeHHH ko>khoto npo4yKTy 
CTopoHHiMM 4451 hboto qacTMHKaMM. E(|)eKTMBHicTB meaaBHoro 36araHeHH>i KOpMC- 
hmx KonaaMH 4opiBHioe 100% 3a 6y4B-5iKMM KpMTepieM. 36araneHa t3kmm cnoco- 
6 om py4a He 6y4e mIctmtm HeperaaMeHTOBaHMx Mi)KHapo4HMMM CTaH4apTaMM 40- 

MilHOK i 6y4e nOBHiCTIO Bi4nOBi4aTM BMMOraM Mi>KHap 04 HMX CT3H4apTiB 5IKOCTi. 

OTace, SLibiii etJjeKTMBHMM 6y4e 3acTOcyB3HH5i 4eidaBKOx MeT04iB 36araHeHH5i 
py4M, a TaKO>K BcraHOBaeHHn Ha ni4npMeMCTBi xopcTKoro KOHTpoaio 14040 npo- 
Be4eHH5i ni4TOTOBHMx 3axo4iB 3 py40io nepe4 Ti 36araneHH5iM 4351 40drHeHH5i bm- 
mo'i 5iKOCTi BMxi4Horo npo4yKTy. 
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O4HMM i3 mOvK^lmbhx 3axo4iB 1H040 noTiiniiieHHii modi 3aai3Hoi py4M MO)Ke 
6yTM BBe4eHHn cnoco6y o6po6KM 3aai3Hoi py4M MaraiTHiiM noaeM. 

/i/in npuMHUTTn pimeHHa 14040 peaai3a4ii 4aHoro 3axo4y npoBe4eMo 04iHKy 
moto et})eKTMBH0CTi Ha ochobI cniBBi4HomeHH>i oTpiiMaHnx pesyabTariB Ta BiiTpaT 
Ha noro BTMeHHu. npii qbOMy npoBe4eHo m apKeniHroBe 40di4*;eHHJi ctocobho 
nonwTy Ha npo4yK4iio ni4npM6MCTBa Ha CBiTOBOMy piiHKy 3 ypaxyBaHHUM BHMor 
cnocRMBaniB. 

npiiiiHiiTTTi ynpaBaiHCbKoro pimeHHH npo BnpoBa4>KeHHH 3anponoHOBaHoro 
3axo4y 34iMCHioeTbai 3a MeT04MKoio BiOHaqeHHJi eKOHOMinHoi ecjreKTMBHocri iH- 
BecTMqiii, ma 6a3yeTbd Ha po3paxyHKy 3araabHonpMHH>iTMx noKa3HHKiB etJreK- 
TMBHocri iHBecTMqiM (hmctoto npiiBe4eHoro 40X04y, iH4eiccy 40xi4H0cri iHBecTM- 
qifi, TepMiHy OKynHocri). 

/\a } i npoBe4eHHJi 3axo4y ni4npM6MCTBy Heo6xi4HO iHBecTyBaTM cyMy b po3Mi- 
pi 1 762 000 tmc. rpH. 4 ah 3aKyniB7ii KOMnneKcy HOBoro o6aa4HaHH>i / 140 403BoanTb 
ni4BMi4MTM TiKicTb 3aai3Hoi py4M, BMayHMTM 3 Ti CKaay HepemaMeHTOBam MicKHa- 

P04HMMM CT3H4apTaMM 40MilUKM. 

rioKa3HMKM 04iHKM e(J)eKTMBHOCTi iHBeCTM4iMH0r0 npoeKTy, mi BM3HaHeHO 
Ha ocHOBi 3araabHonpHMH>iTMx noKa3HHKiB 04iHKM e(J)eKTHBH0CTi iHBecTM4iMHoro 
npoeKTy, HaBe4eHo b Ta6yi. 1. 



TcfijMVfl 1 

Peay/ibiani olphkm e<})eKTMBHOCTi iHBecTMijiMHoro npoeKTy 
3 ni 4 TpnMaHHH Bnpo6Hni(TBa Ha nianpneMCTBi 



Ha3ea noKamuKci 


3wmeHHJi 


Mmctmm npnBe 4 eHMM 40 xi 4 , mah. rpH 


4893,1 


^MCKOHTHa CTaBKa, % 


15 


lH 4 eKC 40 X 04 H 0 cri, ^acrica 04 . 


1,34 


He 4 MCKOHTOBaHMM nepio 4 OKynHocri, poKiB 


5,2 


^MCKOHTOBaHMM nepio 4 OKynHocri, poidB 


7,4 


BHyrpiiHH^ HopMa peHTaSeABHOCTi, % 


26,426 



TaKMM hmhom, 3a pe3yabTaTaMM Ta6a. 1 bm4ho, 140 npoBe4eHHn 3anpono- 
HOBaHoro 3axo4y no o6po64i 3aai3Hoi py4n MaraiTHMM noTieM, 403BoaMTb ni4- 
npneMCTBy OTpnMaTM npw6yTOK y po3Mipi 4,9 Map4. rpH. Ha npoTmi 10 poidB 
BnpoBa4)KeHH>i iHBecTH4inHoro npoeKTy. Fotlobhiim hhhom ni4BMi4eHHa npn6yT- 
Ky ni4npneMCTBa Bi46yBaTMMeTboi 3a paxyHOK npo4a)Ky BiicoKomicHo'i npo4yK4ii 
3aKop40H 3a BM14010 4iHoio, Hi>K Ha BHyrpiuiHbOMy pnHKy. 

Bmchobkm. OT>Ke, ochobhmm pe3yabTaTOM npoBe4eHHn 3anponoHOBaHnx 
3axo4iB e oTpiTMaHHn eKOHOMinHoro etJreKTy, m noKa3aHo b Ta6^i. 1. TaKO)K npo- 
Be4eHH3 3axo4iB cnpwrraMe Bi4noBi4HOCTi modi npo4yK4ii n^npneMCTBa BCTa- 
HOBaeHMM Mi>ICHap04HMM CT3H4apTaM UKOCTi, 140 403B0aMTb He AllUie ni4BMI4MTM 
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qiHy'ii pea^baqii, a m 4acTb Mo:*uMBicTb ni4npMeMCTBy 6e3nepeuiK04H0 bmmtm He 
tmbkm Ha EBponeMCbKiiM, a it iHini Mi>KHapo4Hi pmhkm 36yiy npo4yKihi, ni4BM- 
mimi cbok) npM6yTKOBicTb, noKpamMTM iMpa,:*. 

ni4B044HM ni4cyMKM, Moraa CKa3aTM, mo MapKeTMHroBMM MeHe4>KMeHT Ha 
ni4npMeMCTBi Bi4irpae KzuouoBy poztb b npoiteci noro rocno4apcbKoi 4ULibH0CTi. 
MapKeTHHroBHM ni4xi4 40 yxBaueHHa ynpaBuiHCbKMx pirneHb 403B0zuie bmpo 6 mtm 
qLii, CTpaTeri'i, TaKTMKy noBe4iHKM ni4npMeMCTBa Ha pnHicy Ta iioro TOBapHy, t(i- 
HOBy, 36yTOBy, KOMymKaTMBHy CTpaTeri'i. 

BwKOpMCTaHHil MapKeTMHTOBOTO MeHe4)KMeHTy 403B0UMTB Cy6'eKTaM ni4- 
npiieMHML(bKoi 4iMbH0CTi Kpame a4amyBaTMOi 40 3MiH BHyTpiuiHboro vi 30BHim- 
Hboro cepe40Biima, 3a6e3neuMTM CTpaTeriuHMM po3bmtok nytnpMeMCTBa, ni4BM- 
mMTH MOTO KOHKypeHTOCnpOMOXHiCTb. 
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Abstract 

The purpose of the article is the research of methods of making management 
decisions in system of marketing activity of enterprise. The characteristic and 
peculiarities of enterprises activity in conditions of unpredictable and tough market 
is submitted. The types of reactions of enterprise to market changes, peculiarities 
of choice of corresponding method of management of marketing actions of 
enterprise on market are highlighted and examined, the conceptions of reactive, 
proactive management and management by scenario methods are determined. It 
is substantiated that in the conditions of development of modern economy, which 
has creative character, the most efficient is the usage of proactive management of 
marketing actions, which has outstripping character. 

Key words: modern economy, creativity, management of marketing actions, 
reactive management, proactive management, management by scenario methods, 
management solution. 

AnHomaym 

IJeusio CTaTbu ABUfleTOi MCde/tOBaHue MeT040B npwHJiTHii ynpaBueHuecKMx 
pemeHMH b CMcreMe MapKeraHroBou 4e5iTeubHocra npe4npu>iTM>i. /\ana xapaK- 
TepucTMKa m oco6eHHocTb pahoTbi npe4npwiTM>i b ycaoBM>ix Henpe4CKa3yeMoro 
m >KecTKoro pbiHKa. Bbi4eueHbi u paccMOTpeHbi B114H peaKijiiu npe4npu>iTM>i Ha 
pbiHOHHbie M3MeHeHM>i, oco6eHHocTM Bbi6opa cooTBeTCTByiomero MeT04a ynpaB- 
Aemin MapKeTHHroBbiMM 4eficTBM>iMH npe4npH^TH>i Ha pbiHKe. Onpe4eaeHbi 
KOHijenL(HM peaKTMBHoro, npoaKTMBHoro ynpaBuemM m ynpaBueHua no MeT04y 
citeHapneB. OdocHOBaHo, hto b ycaoBnax pa3BHTMii coBpeMeHHOM bkohommkm, 
MMeromeh KpeaTMBHbiM xapatcrep, Hawdouee pe3yabTaTMBHo Hcnoab30BaHMe npo- 
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aKTMBHoro ynpaB^ieHMii MapKeTiiHroB limit 4 encTBwiMii / KOToptiii hocitt ynpe- 
>K4aiomiiM xapaKTep. 

KjMneeue CAoea: coBpeMeHHan SKOHOMinca, KpeaniBHocTb, ynpaB^eHiie 
MapKeTMHroBBiMM 4eMCTBH>iMM / peaKTMBHoe ynpaB^teHiie, npoaKTMBHoe ynpaB^te- 
Hiie, ynpaB^eHiie no MeT 04 y cqeHapneB, ynpaB^teHnecKoe pemeHiie. 



C OBpeMeHHan SKOHOMinca pa3BiiBaeTOi b 3KCTpeMMbHbix aHTpenpeHepcKMx 
yciOBinix, KOTopbie npaKTirnecKir ne HMeiOT rpaHriq. 3 to He6biBaiioe 
ocicecToneHiie KOHKypeHqini, 6bicrpoe ycTapeBaroie TexHO^oriin, 114 en, 
npoiJieccMH, B^tacTHoe npoHMKHOBeHiie MmepHeTa bo Bee ojiepbi >km3hm. 
rioc^e4Hee BpeMn b HaynHon ^inTepaType Taicyio 3KOHOMiiKy Ha3HBaiOT 
KpeaTiiBHon bkohomiikom. npeqnpwiTiiio b TaKnx yc^oBMux coBpeMeHHon 

3KOHOMI1KI1 II pbIHKa OHeHb (MO>KHO (J)OpMIipOBaTb OTHOUieHIOI CO CBOMMII 

icaneHTaMii n noTpediiTeAHMii, npecbimeHHbiMn m H36a^OBaHHbiMii, c orpoMHbiM 
Bbi6opoM TOBapoB m ycayr n HeorpaHimeHHbiM 4ocTynoM k npeq^tOKeHHriM. 
TaKoe cocTonHiie Tpe6yeT «BcenpoHiiKaiomero MapKeTiiHra», KOTopbiii CTpoiiTd 
Ha KpeaTiiBe 11 mhhob aqiinx . B cooTBeTCTBHH c 3tmm oco6oe BHMMaHMe y4eAaeTC h 
BonpocaM ynpaB^LeHnu npeqnpwiTiieM, KOTopoe o6ecneniiBaeT cra6iMbH0CTb ero 
pa6oTbi, 6biCTpyio aqanTaqmo 11 peaKqino k 6biCTpo ii3MeHaioiqeMOi pbihohhom 
CMTyaqnn. Ochobhbimii KOHqenqnuMii ynpaB^teHim npeqnpwiTiieM jibahiotoi 
KOHqenqira peaKTMBHoro, npoaKTiiBHoro m ynpaB^eHnri no MeT04y cqeHapneB. 
3HannM0CTb npoaKTiiBHoro ynpaB^teHiin b cncTeMe MeHeqcKMeHTa npeqnpituTwi 
11 He pa3pa60TaHH0CTb ero onpeqe^reHHbix BonpocoB b MapKemHre (JiopMiipyiOT 
aKTyaabHOCTb tcmbi iicoreqoBaHiiii. B no4o6Hbix yoroBwix MapKeniHroBan 
4enTeyibH0CTb npeqnpMflTioi onpeqe^nieT qeym, CTpaTerrai 11 iiHCTpyMeHTapnii 
B034eiiCTBii>i Ha pbiHOK, a TaKcice HOBbie Tpe6oBaHiin k ynpaB^teHino, KOTopoe 
40 ^l>kho M 3MeHMTb npiiopiiTeTbi c peampoBaHna Ha nepeMeHbi, Ha nx MHiiqiiaqrno. 

Ha coBpeMeHHOM 3Tane pa3BiiTiin MapKeniHroBon qenTe^bHocra b Yupa- 
ime Ba>KHenmen 3a4anen nBaaeTOi pa3BMTne MeT 040 B ynpaB^teHnecKiix peine- 
hmm b ycAOBusix 4iiHaMiiqecKnx HSMeHeHHM, pncKa 11 Heonpe4e^ieHHocTii. 3to 
CBH3aHo c TeM, hto, b oMiiqiie ot 6ii3Heca b pa3BHTbix CTpaHax, 6H3Hec b Ytcpa- 
iiHe MeHee (J)opMa^in30BaH n ero pa3BiiTiie nponcxo4iiT b ycroBiinx Heno^tHon 
iiH^opMaqini, T.e. ycroBwi pa3BHTii>i 6H3Heca b Hamen CTpaHe 6o^iee >KecTKiie, 
m MeHee npe4CKa3yeMbie. B coBpeMeHHbix yoroBiinx qiiHaMiinecKiix n3MeHeHHH 
bo BHeuiHeM cpe4e npeqnpiiflTwi, Tpe6yeTC>i ncnoiib30BaHiie HecTaH4apTHbix, 
KpeaniBHbix ynpaBiteHnecKiix pemeHMH b TiiniiqHbix 11 HeniniiqHbix CMTyaqinix, 
o6ocHOBbiBaiOT Heo6xo4iiMocTb 6o^ee ray6oKoro n3yneHini cjieHOMeHa TBopnecTBa 
b 6ii3Hece h ynpaByieHiiii. no4 KpeaniBHocTbio noHiiMaeTcn Hayiiiqiie TBopnecKoro 
Hana^ta b ynpaB^teHiiii, b tom niicre npoii3B04CTBeHHo - KOMMepnecKon qeiiTe^b- 
hoctbio npeqnpMflTwi (ot AaT . creatio — TBopeHiie, C034aHiie) [6, c.236]. H 3 btoto 
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Gie/tyeT, mo KpearaBHocTt 03HaqaeT TBopnecKMM 004x04 b pa3pa6oTKe m npmm- 
TMM peineHHH B O TAMMMe OT CT3H4apTHbIX / Uia6iLOHHbIX MAM pyTMHHbIX 4eMCTBMM 

ynpaB^temecKoro nepcoHMa npe4npM5iTM5i. 

Cpe4M nyG^iMKyeMbix HayqHbix pa6oT, aBTopn KOTopbix o6pam;aiOT bhm- 
MaHMe Ha aKTya^tbHocTb KpeaTMBHOCTM b yupaBAemin BcrpenaiOTCH M3BecTHbie 
3apy6e>KHbie, yKpawHCKMe m poccMMCKwe aBTopbi, TaKiie KaK BuTBimKaa O. B., 
MaiM3 3., ICtskctoh F., Xokkmhc 4- [1,3/ 4,5]- C>4HaKO cie4yeT otmcthtb, mo cpe- 
4M MHoroHMC^teHHbix Tpy40B, r4e ocHOBaTe^ibHo H3yHeHbi o6o3HaqeHHbie Bbirne 
npoS^eMbi, He40CTaT0HH0 npe4CTaB,ieHbi pa6oTbi, b KOTopbix pacKpbiBMMCb 6h 
MeT040itomqecKMe acneKTbi MCCie40BaHM5i MecTa KpeaTMBHoro MeHe4>KMeHTa b 
pa3BMTMM npe4npM>iTM>i / o6ecneHMBaiomero ycM^eHwe ero KOHKypeHTHbix no3M- 
ijmm Ha pbiHKe. 

Ecam roBopMTb o MapKeTMHre m MapKeTMHTOBOM 4e-3Te^tbH0CTM / to KpeaTMB- 
hoctb ABAaeTCA HeoTT>eM^teMOM ero nacTbio, 6e3 KOTopoii MapiceTMHr CTaHOBMTd 
He MHTepeCHbIM M BTOpOCTeneHHbIM. B CB5I3M C 3TMM, M05KH0 yTBep^aTb, HTO M 
ynpaBiteHnecKMe pemeHMa, npMHHMaeMbie b ycioBMiix pMCKa, 40,i>KHbi HMeTb He 
To^tbKO KpeaTMBHbiM, ho m ynpe:*4aiomMM xapaKTep. Tax, npotjreccop M^ameHKO 
C. H. c^ie4yiomMM o6pa30M TpaKTyiOT 3tm yciOBMii npMH5tTM5i pemeHMw [1]: 

1. Bbi6op pemeHMii b yciOBMiix pwcxa 03HanaeT, mo Ka>K4oe 4eMCTBMe npn- 
B 04 MT K 04 H 0 My M3 MHO)KeCTBa B03M05KHBIX Bep05ITHbIX pe3y^LbTaTOB. Tlpil 3TOM 
Rabbin pe3y^tbTaT MMeeT M3BecTHyio Bepo>iTHocTb noiiB^eHM.a. C^MTaeTca, hto 
Airny, npMHMMaiomeMy pemeHMe 3 tm BepomHocra M3BecTHbi. 

2. Bbi6op pemeHMe b yciOBMiix Heonpe4e,ieHHocTM npoMCxo4MT b tom ciy^ae, 

KOT4a-TO MAM MHOe 4eMCTBMe MMeiOT CBOMM Cie4CTBMeM MHOiKeCTBO B03M05KHBIX 
pe3y^tbTaTOB. 

O. Koraep, aMepMKaHCKMM icaaccMK MapKeTMHra, onpe 4 eAHeT ero cie 4 yio- 
muM o6pa30M: «MapKeTMHr - bma He^oBenecKOM 4e5iTe,ibH0CTM / HanpaBiteHHOM Ha 
y 40 B^ieTBopeHMe Hy*4 m noTpe6HocTeii nocpe4CTBOM o6MeHa» [7]. 

HeMeijKMe npotjreccopa E. /\mxtab m X. XepmreH eme 15 iteT Ha3a4 paccMa- 
TpMBaAM MapKeTMHT KaK «...Bbipa)KeHMe OpMeHTMpOBaHHOTO Ha pbIHOK ynpaB^ieH- 
qecKoro ctmaa Mbim^teHMa, 4AH KOToporo xapaKTepHbi TBopnecKMe, CMCTeMaTMqec- 
KMe, m Hepe4KO arpeccMBHbie n04X04H» [8]. Mbi 6y4eM paccMaTpMBaTb MapKeTMHT 
KaK KOMIMeKC n04X040B M MeT040B, OpMeHTMpOB3HHbIM Ha pbIHOK, cay>KamMM 
(J)OpMMpOBaHMIO M 40CTM)KeHMI0 L^eM UpeAMpMATMA. 

AiodaA ynpaByieHnecKaa 4eme,ibH0CTb / b tom MMOie b ctjrepe MapKeTMHra Tec- 
ho CBa3aHa c npMHJiTMeM cooTBeTCTByiomMx pemeHMM. no4 pemeHMeM noHMMa- 
eTOi Ha6op B034encTBMM (46mctbmm co CTopoHbi AMu,a, npMHMMaiomero pemeHMM 
(TinP) Ha o6i>eKT (cncTeMy, KOMn^ieKC m T.4.) ynpaB^ieHMii, no3Bo^3nomMM npn- 
BeCTM 43HHBIM o6l>eKT B >Ke,iaeMOe C0CT05IHMe M^LM 40CTMHB nOCTaB^teHHOM nepe4 
HMM U,eAM. OCHOBOM 4451 npMH5ITM5I peUieHMM B MapKeTMHTe 5IB^5ieTC5I aHMM3 
CMTyaijMM: pbiHKa, bo3mo>khoct6m npe4npM5iTM5i, no^to>KeHM5i b CTpaHe m MMpe. 
r^taBHbiM npe4MeTOM aHa^tM3a BbiCTynaeT Henocpe4CTBeHHoe oKpyaceHMe npe4- 
YipMATMA, CMCTeMa, B KOTOpOM OHO 4eMCTByeT. FIpMHJITMe peUieHMM B03M05KH0 Ha 
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ocHOBaraiM 3 H 3 HMM 06 o6iieKTe ynpaB^eHMn, o npoqeccax o6i>eKTMBHoe b hcm npo- 
TeKaiomMx m Moiymwx npoM 30 MTM c Te^eHMeM BpeMeHM (MHane roBopn Tpe6yeTd 
HctAwme a4eKBaTHOM Moqe^iM o6ieKTa), m npw mcuimmmm MHocKecTBa noKa3aTe- 
Aeii (KpuTepweB), xapaKTepM 3 yioiqMx 3 (jKj)eKTMBH 0 CTb (KanecrBo, onTMMa^tbHocrb 
m T.4.) npMHiiToro pemeHMii (MHane roBopn Tpe6yeTd Taicse HaAimie M04e^M 
npiiH3tTM3[ m oijeHKM npMHiiToro peuieHHa). B cneiTwa^iBHOM yiMTepaType qocra- 
tohho qacTo ynoTpe6A!iiOTOi cieqyioiqMe ocHOBHbie TepMMHbi: «MapKeTMHroBbie 
pemeHH>i», «pemeHM>i b ctjrepe MapKeTHHra», «npe4npMHMMaTeiibCKMe perne- 
HrL 3 ». 3 aqacTyio no4 btmmm TepMMHaMM noHMMaeTOi 04HO m Toxe, naiqe Bcero 
mx co4ep>KaHMe m cymHocTb He pactcpbiBaeTOi Boo6me. BMecTe c TeM, no Haine- 
My MHeHMio, nMeeTd Heo6xo4MMocTb BHecTM pa 3 rpaHMqeHMe b 3 tm TepMMHbi. 
TepMMH «MapKeTMHroBbie pemeHM>i» HBASieTOi 6o^ee uimpokmm. Ero nonB^ieHMe 
CBH 3 aHO c pacuiMpeHMeM noHMMaHMn MapKeTMHra KaK KOHqenqMM ynpaB^ieHMii, 
OpMeHTMpOBaHHOM Ha pbIHOK. B 3 TOM CiyHae MapKeTMHTOBbie pemeHM 3 I MO>ICHO 
paccMaTpMBaTb KaK Heon>eM,ieMbiM s^ieMem ynpaB^eiwecKMx pemeHMM, t.k. ohm 
oxBaTHBaiOT Bee ajiepbi qenTe^ibHocTM npeqnpMUTMu. 

Heo6x04MMOCTb nOUB^ieHMil CMCTeMHbIX B3aMMOOTHOHieHMM Me)K4y np04aB- 
qoM, noKynaTe^ieM m 4pyrMMM ynacTHMKaMM pbiHKa, KaK npMHqnnMaiibHo hobo- 
ro no4xo4a k Be4eHMio 6M3Heca oGyciOB^ieHa, npe>K4e Bcero, bbicokom CTeneHbio 
KOHKypeHLjMM aHa^LOTMHHbix TOBapoB m ycqyr, o6pyniMBineMOi Ha coBpeMeHHoro 
noTpe6MTe^ni. Mmchho 3 tmm m onpeqeAaeTOi peuiaiomaa po^ib Mcno7Lb30BaHM>i 
a^ibTepHaTMBHbix BM40B m MCT040B ynpaB^eHMn b MapKeTMHTOBOM 4enTe^ibHoc- 
tm npeqnpnuTMii, (JiyHKqMOHMpyioiqero Ha coBpeMeHHOM pbiHKe. Cpe4M t3kmx 
a^ibTepHaTMBHbix BM40B ynpaB,ieHM>i m apKeTMHTOBOM qenTe^ibHocTbio npeq^iara- 
eTOi Mcno7ib30BaHMe peaKTMBHoro, npoaKTMBHoro m napaMeTpHneocoro MeT040B. 

B HaynHOM ^LMTepaType no MeHe4)KMeHTy m m apKeTMHry mockho BCTpeTMTb 
TaKMe noHiiTMe KaK peaKTMBHbie m npoaKTMBHbie npeqnpMUTMu. PeaKTMBHbie 
npeqnpMUTMn nponBAaiOT cboio aKTMBHOCTb KaK peaKqMio Ha Te mam MHbie nB,ie- 
hmh BHeuiHero m BHyTpeHHero xapaKTepa (B034eMCTBMn), ho He nporao3Mpyioiqaii 
M3MeHeHM3I M He B^LMHIOmail Ha HMX. B OTAMMMe OT peaKTMBHOTO, UpeAMpMATMA C 
npoaKTMBHbiM noBe4eHMeM nporao3MpyiOT (b pe3y^ibTaTe HaG^noqeHMM, M3Mepe- 
hmm, aHaaM3a) B03M0)KHbie B034eMCTBM>i m bamaqt Ha hmx m Ha ce6n, ynpecKqan MX. 
EbiTb npoaKTMBHbiM — 3HaHMT ynpaByinTb CMTyaqMeM, 4eMCTBOBaTb, He 40>KM4a- 
ACbf KOT43 HTO-TO np0M30M4eT. TaK KaK «Onepe)KaiOiqa>I» aKTMBHOCTb n03B0A!ieT 
npe4ynpe4MTb Hexe^aTe^ibHbiM X04 co 6 htmm, to HeyqMBMTe^ibHo, hto Bee 6oyibme 
npe4npMHTMM CTapaiOTCH 6bITb npoaKTMBHbiM M, ripOaKTMBHOCTb COCTOMT B TOM, 
HTo6bi nocTonHHo M3ynaTb MeHnioiqMeoi npeqe^ibi B03MoacHoro m b 3tmx paMKax 
40CTMraTb cbomx qe^efi, b tom HMCie qe^eii pocTa m pa3BMTM>i. 3qecb 3aTparaBaiOT- 
01 qocTaTOHHo Ba>KHbie noHUTMn — 3aMHTepecoBaHHbie CTopoHbi m 6ayiaHC MHTepe- 
cob. Eoim npeqnpMUTMe noHMMaeT, tto pa6oTaeT Ha ocHOBe KpeaTMBHocTM cbomx 
coTpyqHMKOB, TaKoe npeqnpM^TMe He MoxeT 6 bitb He npoaKTMBHbiM. 

YnpaB^ieHMe no MeToqy cqeHapneB npeqno^araeT yneT nporao3MpoBaHHbix, 
comacoBaHHbix m ^oranecKM B3aMMoyBH3aHHbix pbiHOHHbix co 6 htmm c nooieqy- 
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K>meM pa3pa6oTKOM nocae/TOBaTeAbHHbix marc® npe4npMHTMii. BMecie c TeM, 
ynpaBaeHMe c Mcnoab30BaHneM Mercia cneHapiieB mo>kct npoaBa^Tbca KaK b pe- 
aKTMBHOM TaK M B npOaKTMBHOM nOBe4eHMM npe4npM>ITM>I. TaKMM o6pa30M, 4451 
(J)opMMpoBaHii5i 4oarocpo i iHoro B3anM04eMCTBM5i c 6n3Hec-napTHepaMM, y4ep- 
JKaHMil 3aH5ITbIX n03ML(MM Ha pbIHKe, C4ep)KMBaHMiI HeraTMBHOrO B034eMCTBM5I CO 
CTopoHbi KOHKypeHTOB m HexeiiaTeabHbix KOHTaKTHbix ay4MTopHM, npe4npM5iTHe 
wcnoab3yeT peaKTMBHbiM, npoaKTMBHbiM n cueHapHbie moasah upimwmsi ynpaB- 
aetwecKMx pemeHMM, CB>i3aHHbix c MapKeTMHroM. 

PeaKTMBHoe ynpaBaeHMe MapKeTMHroBbiMM 46mctbm5imm moikho onpe4eaMTb 
KaK 4eMCTBM>i npe4npM>iTM5i b BM4e HeMe4aeHHbix peaKijMM Ha M3MeHeHM5[, npo- 
MCX044mMe Ha pbiHKe. 3tm 4ewcTBM5i xapaKTepM3yiOTC5i cae4yiomMM: 

■ UMewm onepamuenuu xapaxmep u mnpaeMHU m xoppexmupoexy 
Mapxemunzoeou cmpamemu u maxmuxu; 

• docmamoHHO ducmpue, ho Mozym nocunib mxonumexbHuu xapaxmep, mno, e 
umoze, Moxem u3Memrm> odiyee noeedemie npednpmmm m punxe; 

m HmedAennue e pexuMe peaxmozo epmem. 

npoaKTMBHOCTb — 3to HeyMeHHe, 3to xe^aHMe 4eaaTb hto-to nepBHM, 
3to CTapaHwe 6htb Ha mar Bnepe4M 4pyrax. IlpoaKTMBHoe ynpaB^ieHMe 
MapKeTMHroBbiMM 4ewcTBM5iMH — 3to noijecc, ocHOBaHHbiii Ha ynpe*4aiomHx 
ynpaBaeHqecKMx 4ertcTBM5ix / ynMTbiBaiomMx, hto TaKoro eme He 4eaaa hmkto. PIc- 
noab3y5i npoaKTMBHoe ynpaBaeHMe MapKeTMHroBbiMM 4eMCTBM5iMM / npe4npMiiTMe 
Bbipa6aTbIBaeT CBOM Co6CTBeHHbIM Kypc pblHOHHOTO 4BM>KeHM5I H He 33BMCMMO OT 
o6cT05iTeabCTB 4eiiCTByeT b Bbi6paHHOM HanpaBaemiM. Bbipa6oTKa TaKoro Kypca 
ocHOBbiBaeTd Ha cae4yiomeM: 

■ npednpmmue ocyiyecmeAnem xax nodzomoexy hob wx Mapxemumoeux 
Meponpmmuu, cesuamux c moeapnuMU umoeaymMU, npodaxaMU uau pexxoMHUMU 
xaMnciHMMU, maxupezAOMeHmayuKdeucmeuucyxecyiyecmeywiyuMMapxemuHzoeuM 
xoMiuexcoM; 

■ MapxemuHzoeue tiAtmu u npozpaMMU npednpmmm xoppexmupymmcn c 
ynemoM MunuMusayuu yzpos ux ocyiyecmeAenm; 

m Mapxemumoeux deucmeuu ocyiyecmeAummcn c onepexenueM xonxypenmoe e 
xopomxoM unmepeaxe epmem. 

YnpaBaeHMe MapKeTMHroBbiMM 46 mctbmhmm no MeT 04 y cueHapMeB — 3to 
4eiiTeabH0CTb npe4npii5iTM5i / Mcnoab3yiomero coraacoBaHHbie, aoranecKM B33MMO- 
yB>i3aHHbie co6htm5i m nocae 40 BaTeabHbie rnarM, c onpe4e^eHHOM BeponTHocTbio 
Be4ymMe k nporao3MpyeMOMy KOHenHOMy coctoiihmio. KaK npaBMao, b cueHapMux 
npeo6aa4aeT KanecTBeHHoe onMcaHMe, opMeHTMpymeeoi Ha napaMeipbi pbiHKa m 
xapaKTepMCTMKM 0T4eabHbix s^ieMeHTOB KOMnaeKca MapKeTMHra. 

]lpo5iBaeHM5[MM Mcno^ib30BaHM5i MeT04a cijeHapMeB b ynpaBacHMii MapKe- 
TMHroBbiMM 4eMCTBM5IMM MOIJT 6bITb: 
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■ MapKeTMHroBbie 4eMCTBMa npe/tnpMiiTMii (JiopMMpyiOTai c yneTOM xapaK- 
TepwcTMK m napaMeTpoB hx HocMTeaeii, a mmchho noTpeGmeaeii, KOHKypeHTOB, 
napraepoB; 

■ b ocHOBe pa3pa6aTBiBaeMbix MapKeTMHroBbix 4 Cmctbmm ae>KaT nporao3H, 
pa3pa6oTaHHbie Ha ocHOBe CMTyat(MOHHo-aHaaMTMqecKMx, HopMaTMBHbix m 
3KOHOMMKO-CTaTMCTMqeCKMX MeT 04 aX, yHMTblBaromMe pa3BMTMe CMTyaiJMM Ha 
pbiHKe; 

■ MapKeTMHroBbie naami m nporpaMMbi a4anTMpyiOTOi k xapaKTepncTMKaM 
CKaa4HBaiomeMOi CMTyaqMM. 

B Ta6aML(e 1 4aHa cpaBHMTeabHaa xapaKTepMCTMKa MeT040B ynpaBaeHMa 
MapKeTMHTOBblMM 4eMCTBM5IMM npe4npMHTM>i. 



Ta 6 Auv,a 1 

CpaBHMTeabHaH xapaKiepncniKa Meroaois ynpaBaemra 
MapKeTMHroBbiMM /leiTc rnmiMn npe/inpiia rmi 



XapaKmepucmuKu 


Peatcmuenoe ynpaeAenue 


UpoaKmuenoe ynpaeAenue 


ynpaeAenue 
no Memody cyenapuee 


TaMMMHr 


KpaTKOCpOHHbIM 


Cpe4Hecp0HHbm 


/JCMrOCpOHHblM 


CrpaieniM 


A^anTaitMa 


B034eMCTBMe 


B3aMM04eMCTBMe 


TaKTMKM 


MHCTpyMeHTbl 


TexHOHomu 


Mo4enM 


ripoijeccbi 


YnpaB^eHne onepaitMaMM 


YnpaB^ieHMe 

MHHOBaiJMflMM 


YnpaBTieHMe CMcreMaMM 
napaMeTpoB 


Bo3MO>KHOCTM 


AHaan3 


3KcnepMMeHT 


IIporao3MpoBaHMe 


M3MeHeHM^ 


PeaKitMM Ha M3MeHeHM.H 


PLiaHMpoBaHMe M3MeHeHMM 


C034aHMe M3MeHeHMM 


U,enM 


Y4ep>KaTb noTpe6MTe^ieM 


yBMMHMTb KOHMHeCTBO IIO- 
TpeSMTeTieM 


IIpMBTLeHb HOBbIX nOTpe- 
6nTeneM 


Pe3ynt>TaT 


CoxpaHeHMe 
o6i>eMOB npo4a>K 


YBeHHHeHHe 
oS'beMOB npo^ajK 


Qra6nAii3au,iiA m pocT 
oS’beMOB npo^ajK 



Ecan oTBaenboi ot TeopeTMqecKMx nocrpoeHMM m BepHyTboi k paHHeMy 
3Tany pa3BMTM3i npe 4 npMHTM>i, moikho oneHMTb HeKOTopbie npeMMymecTBa, 
KOTopbie 4 aeT MapKeTMHroBbiM 004 x 04 . YnpaBaeiwecKMe npo 6 aeMbi eme He bo 3- 
HMKaM b opraHM3aLtMM, ho npe 4 CTaBaeHMe o 4 eaTeabH 0 CTM Ha pbiHKe y>Ke no 4 Bep- 
raeTOi cepbe3HOMy 4 aBaeHMio o 6 cToaTeabCTB, nocKoabKy pbiHOK Be 4 eT ce 6 a He bo 
B ceM coraacHo oxM 4 aHM>iM. ITo Mepe pocTa u pa3BMTMa opraHM3aL(MM MapKeTMHr 
He TepaeT CBoero npMopMTeTHoro 3HaHeHM>i, no-npe)KHeMy, npe 4 Bapaa ynpaBaeH- 
qecKMe npoijeccbi, ycTaHaBaMBaa HanpaBaeHMa BHyrpeHHero nocTpoeHMa <|>MpMbi 
coraacHo apxMTeKType pbiHOHHbix B3aMM04eMCTBMM. He ynpaBaeHqecKaa cxeMa 
4 MKTyeT npe 4 npMaTMio, KaK BecTM ce 6 a Ha pbiHKe, a MapKeTMHroBaa — KaK crpo- 
MTb ynpaBaeHqecKyio cxeMy. 
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Ha 3 Tane «TAo6aAU3au,im» 4eaTe^BH0CTM, Kor/ta npe/tnpMiiTMe cnoco6Ho 
He TCMbKO a4anTHpoBaTboi k M3MeH3norueMC5i phhohhom CMTyaqMM, ho MoxeT h 
40 ^ckho npMcnoca6^tMBaTb 3 Ty CMTyaqMio 4 ah ceGii, MapKeTMHr onpe 4 e 7 i 5 ieT u,eAii, 
CTpaTernii m MHCTpyMeHTapMM B 034 eMCTBM 3 i Ha pbiHOK, a TatoKe HOBbie Tpe6oBa- 
miA k ynpaB^teHMio, KOTopoe 40 ^dkho M 3 MeHMTb npnopiiTeTbi c pearapoBaHMii Ha 
nepeMeHbi, Ha mx MHMipiaqMio. OcHOBHaa M4e>i KOHqenqMM npoaKTMBHoro ynpaB- 
Aemisi MapKeTMHroBbiMM a^ctbiiamvi KaK cwcTeMHoro n04X04a k iMaHHpoBaHiiio 
M BHe4peHMIO M 3 MeHeHHM COCTOHT B npHOpMTeTe pbIHOHHbIX B 3 aMM 04 eMCTBMM Ha4 
BHyTppI(J)MpMeHHbIMM. / IpyrMMM C^LOBaMM, Ka*40e BB04MM0e M 3 MeHeHMe 40^)KH0 
MMeTb Lteyibio npM6^M>KeHMe k 3anyiaHMpoBaHHOMy KanecTBy paGora npe4npn- 
atvia c pbiHKOM. 3to Heo 6 >i 3 aTe^bHo 03 HanaeT HeMe44eHHyio «4eHe)KHyio» OT4any, 
HaoGopoT, CMtOMMHyTHaa Bbiro4a nacTo npoTMBopenMT 40iirocpoHHbiM MHTepe- 
caM (|)MpMbi. HanpMMep, aioGom ToproBbm areHT Mor 6 bi npo4aTb TOBap 4opo:*e / 
npeyBe^MHMB ero no^ib 3 y 4331 noTpeGMTeAa, ho — TO^ibKo 04HH pa 3 (xora 11 Tatcaii 
npaKTMKa comacyeTCii c MapKeTMHroBbiM ynpaB^teHMeM, ecAii mmchho 3to «Kane- 
ctbo» 3 anyiaHMpoBaHo npe4npH3iTHeM). B Go^tbuiMHCTBe *e c^ynaeB MapKeTiiHro- 
Baii CTpaTernii 3 acTaB^ 5 ieT BbiCTpawBaTb GaaaHC Me*4y Bbiro40M 4o^rocpoHHOM 11 
HeMe4^teHHOH / 3 tot Ga^taHC onpe4e^3ieT Heo6xo4MMoe KanecTBo phhohhbix B3a- 
MM04eMCTBMM, a M3MeHeHM3i HanpaBTieHbi k ero nocie40BaTeiLbHOMy 40CTM>KeHMK). 

nepBoe c^e 4 CTBMe, KOTopoe BbiTeKaeT 113 ochobhom M 4 en KOHqenqMM — 
3TO Heo 6 x 04 MMOCTb 4 MHaMMHeCKOM npMB3I3KM npeqnpMflTMfl K peailbHOCTM Ha 
Bcex ypoBtwx. no oGieMy m gio^khoctm 3Ta 3a4ana caMa MOxeT BbiCTynaTb cuc- 
TeMoo6pa3yiomeM, 4 a>Ke qocTaTOHHoii CBepx qe^tbio H3MeHeHMM. B caMOM qe^te, 
ocHOBHBaacb b Be 4 eHMM 6n3Heca Ha pea^tbHbix cjraKTax, a He npoTMBopenMBbix 
Heno^iHbix npe 4 CTaB^teHM>ix oTqe^tbHbix pyKOBoqMTeyieM, npeqnpMflTMe momo Gbi 
nOBbICMTb CBOIO 3(JxJ)eKTMBHOCTb MHOr 4 a B HeCKO^LbKO pa3. 4^ 3TOrO Heo 6 x 04 MMbI 
KaK cGop cymecTBeHHOM qocTOBepHOM HHtjTopMaqriH/ TaK m ee pacnpeqe^eHne Ha 
npeqnpMHTMM b «tohkm npimATiiA pemeHMM» — pyKOBoqMTeAtiM cooTBeTCTBy- 
romwx ypoBHefi. B KOHTeKcre ynpaB^ieHMn MapKeTMHroBbiMM qeMCTBMriMM mo>k- 
HO npMHHTb, HTO Ka)K 40 e M3MeHeHMe BO BHeiHHeM cpe 4 e npeqnpMflTMil 40 ^ 1 )KH 0 
MMeTb MH(J)opMaqMOHHyK3 oGecneHeHHocTb. Bee nepenMC^eHHbie ynpaB^teHnec- 
KMe 4 eMCTBMn MMeiOT 6 o^ibiiie rnaHCOB KOHqeHTpMpoBaTb MHcJropMaqMio TaM, r 4 e 
OHa MO>KeT GbiTb Mcnoitb30BaHa 4301 3(})(})eKTMBHoro pemeHMn. /\aa Go^tbimiHCTBa 
npe 4 nprmTMM cyiqecTBeHHbiM rnaroM Bnepe 4 Moma 6 h CTaTb y*e npocTaa cuc- 
TeMaTM3aqM3t CBeqeHMM o pbiHKe, m TaK MMeiomMxoi y npoqaBqoB, «ceKpeTapeii 
Ha Te^ecJroHew, ToproBbix m 3aKynoHHbix areHTOB, TpaHcnopTHbix MeHeqatepoB, b 
K a4poBoii city)K6e. npMB5i3Ka k pea^ibHocTM 4eMCTBMTeyibHO c^ioacHa, m He MOxeT 
GbiTb BBe 4 eHa 4 MpeKTMBHO. 

Bropoe C7te4CTBMe, BbiTeKaiomee b t. h. m3 nepBoro — 3to Heo6xo4MMocTb 
KOHTpOAJI pe3y^LbTaTa BB04MMbIX M3MeHeHMM. KoHeHHO, Tpy4HO H3MTM 4eAO, B KO- 
TopoM KOHTpo^tb pe3y^bTaTa Gbm Gbi ii3Aiiumeii npoqe4ypoM, ho b 43hhom c^ty- 
nae oh oco6eHHO Ba^KeH, t.k. npe4npM>iTMio / BHe4pinomeMy MSMeHeHMii, oneHb 
npocTo npMHiiTb ace^taeMoe 3a 4eMCTBMTe^bHoe m noc^te4yiomMM rLaaHMpoBaHM- 
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eM OKOHqaTe^ibHo OT 4 auMTbCii ot qeztM. Ecum roBopiiTb 06 o 6 iqeM npMMeHMMoc- 
TM MeT 040 B ynpaB^teHHTI MapKeTMHrOBbIMH 4eMCTBM5IMM npe 4 npMaTH^[, TO XOT5I 
ohm m npMro 4 Hbi 44 a Bcex TMiioB CTpaTerMM m ciuAeii pyK 0 B 04 CTBa / ho HaMdouee 
3(J)(J)eKTMBHbI 4T5I npe4npM5ITMM, MMeiOmMX CTpaTerMM 40 UT 0 Cp 0 UH 0 T 0 npMCyT- 
CTBM5I Ha pbIHKe M 4U5I pyK 0 B 04 MTeueM, npMMeHJMOmMX 4 eMOKpaTMHeCKMM MAM 
« 6 itarocKaoHHo-aBTOKpaTMqecKMM» ctmub. 
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1.6. ESSENCE AND EVOLUTION 
OF CONCEPT «BENCHRKING» 

CYTHICTb TA EBO/LK)LI,m 
nOHflTTfl «EEHHMAPKIHr» 

Voxjchenko T. O. 

Bomemo T. O. 

Kuchemk G. Y. 

Kynepyx F. 10. 

Kovalenko O. V. 

KoeaAmxo O. B. 



UDC 339.138 
JEL M30, M31 

Abstract 

Article it is devoted consideration of concept and essence of benchmarkingu 
in evolutional development as an effective instrument of competitive activity 
and metoda business management. Underline, that without regard to plenty of 
determinations of benchmarkingu, in essence he is a process, which includes the 
study of information, borrowing of experience, adaptation of the best practice for 
the improvement of own activity. Investigational going near effective organization 
of benchmarkingu and foreign practical experience is studied in this area which 
will facilitate his introduction in activity of domestic enterprises. 

Keywords: benchmarking, competitiveness, market research, competition 
analysis, marketings instruments. 

Anoxauiu 

Charra npucBaueHo po3ra>i4y notunra Ta cyTHocri heHUMapKitny m ec^eic- 
TMBHoro iHCTpyMeHTa KOHKypeHTHoi 6opoTb6u i MeT04a ynpaBaimui 6i3HecoM b 
eBOzuoitiuHOMy po3BMTKy. ni4KpecaeHo, mo He3BaxaiouH Ha Beamcy KiabKicrb bm- 
3HaueHb 6eHUMapidHry, no cyri bIh e npoitecoM, mo BKaiouae BMBueHHii iH(J)opMa- 
mi, 3ano3uueHH>i 40CBi4y i a4anTaitiio HafiKpamoi npaKTMKu 4aji y40CK0HaaeHHa 
BaacHoi 4uiabH0CTi. 4ocai45KeHO ni4X04n 40 ecJreKTMBHoi opraHi3aqii heHUMapiuH- 
iy i BHBueHO 3apy6i*;HMM npaKTuuHMM 40CBi4 b mu oGaacri, mo noaermuTb noro 
BnpoBa4)KeHHa b 4UiabHicTb BiTUM3HJiHnx nmnpneMCTB. 

KAWHoei CAoea: heHUMapidHr, KOHKypeHTocnpoMoacmcTb, 40 cai 4 *;eHHa piiHKy, 
KOHKypeHTHMH aHaai3, MapKeTMHroBi iHCTpyMeHTH. 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



80 



Section 1 . Theoretical and methodological marketing research in the enterprise management system 



H a cyqacHOMy eTani po3BMTKy BiTHM3H5iHoi eKOHOMiKM, 5nca HeiqoqaBHo 
nepeiimaa 40 pMHKOBoro rany Ta nepeacuBae cjnHaHCOBy Kpn3y, 3 MeToio 
36 epe)KeHHJi ombhmx no3nqih Ha pwHKy, bmcokoi K0HKypeHT034aTH0CTi 
Ta e(J)eKTMBHOCTi qiiiabHOCTi yKpa'lHCBKMM KOMnaHmM Heo6xi4HO BHMTMCb 
3aCT0C0ByB3TH HOBi MCT04M oqiHKM i noKparqeHHii ix (JryHKqioHyBaHHii. O4HMM 
i3 T3KMX npMHOMiB 6 6eHHMapKiHT. EeHHMapKiHT BHKOpMCTOByeTbCa 5IK Ba^CMb, 
343THHH 3aaMaTM 3aKOCTeHiay CTpyKTypy opraHi3aqii, cmAb BeqeHHa 6i3Hecy, 
opieHTyiOHHCb, 30KpeMa, Ha Kpami pe3yabTaTM inmux niqnpMeMCTB. TepMiH 
«6eHHMapKiHr» Mae aHraoMOBHe noxoqiaceHHii, aae 04H03HaHH0 He nepeicaaqaeTbai 
Ha yKpamcbKy MOBy. «Benchmark» 03Hanae Bi4MiTKy Ha (JriKCOBaHOMy 06'eKTi. Y 
urapuioMy po3yMiHHi benchmark - qe mocb, mo Boaoqie BM3HaqeHoio KiabKicTio, 
aKicTio i 34aTHicTio 6y™ BMKopwcTaHMM 5 ik CTaH4apT hm eTaaoH npn nOpiBHrtHHi 3 
inuiMMH npe4MeTaMM. 

nepmi 3ra4KM npo GeHHMapKiHr 3 'iiBMaMCb y Unomi me Ha nonancy 50-x 
poidB, Bi4pa3y nicaii nepiiinx Bi3MTiB 3axi4HMX KOMnamh nnoHCbKMMM cneqiaaic- 
TaMH. 3ocepe4>KyiOHM yBaiy Ha ocohaMBoonx bmpo 6 hmhmx npoqeciB, 5 nd bmko- 
pMCTOByBaancb y KOMnamax CIIIA Ta 3axi4Hoi GBponn, iinoHqi Bnqianan y hmx 
HahKpame, 5iKe etJreKTMBHo 3acrocyBaaM y Baaorax KOMnaHbix [4, c.19]. 

Yneprne TepMiH «6eHHMapKiHT» y GyKBaabHOMy 3HaqeHHi 3 ' 5 ibmbc 5 i b 1972 
poqi b iHCTMTyri crpaTerinHoro naaHyBaHHii KeM6pM4)Ky (CIIIA), akuvi noKa3aB, 
mo 4351 toto, mo6 3HaHTH e(J)eKTMBHe pimeHHa b ohaacri KOHKypeHqii, HeohxiqHo 
BMBHaTM, 3H3TM i BMKOpMCTOByBaTM 40CBi4 KpaiqMX ni4npMeMCTB, mo 40Mara3M- 
C5i Bace ycnixiB y pi3Hwx BM4ax qhiabHocTi. CaMe b tom nac 6yao ctJropMyabOBaHo 
roaoBHMM npnHqnn 6eHHMapidHiy: 4351 toto, iqo6 3nainii ecJreKTMBHe pimeHHJi b 
ohaacri KOHKypeHqii, Heo6xi4Ho BMBnaTM Ta BMKOpMCTOByBaTM 40CBi4 Kpaiqwx niq- 
npneMCTB, 5iKi qooiran ycnixy b pi3HMx c^epax 4i5iabH0CTi, He3Ba:*aiOHn Ha Macrn- 
Ta6n Ta reorpac})iqHe craHOBMiqe [12]. 

y 1979 p. 43 hmm 4ocai4HMqbKMM ni4xi4 6yao BMKopMCTaHo aMepMKaHCbKOio 
Kopnopaqieio Xerox y nepehiiy peaabaqii npoeicry «EeHHMapKiHT KOHKypeH- 
TocnpoMO)KHocTi». 3 tmx nip, 6eHHMapKiHr nomnpMBd cepe4 (JraxiBqiB CIIIA. 
IIoHMHaiOHM i3 cepe4MHM 80-x poidB XX croarroi onyhaiKOBaHo nepmi CTaTTi b 
«X apBap4 Bi3Hec PeBbio», npoBe4eHo (})opyM - Pa4a no heHHMapidHiy, Ha 5iKOMy 
KoaeKTMBHo po3po6aeHo MeT04oaoriio heHHMapidHiy m ochobm moto 3acrocyBaH- 
H5i Ha nmnpneMCTBax; T04i )k 3hiBMaacb nepma KHnra, HanncaHa 04HMM i3 KepiB- 
HMKiB Xerox - PohepTOM KeMnoM. OaxiBqi nonaan 40cai4>KyBa™ GemMapKiHr, 
nncaTM npo moto rann, po3po6a5iTH pi3Hi M04eai. ®iaoco(])i5i 6eHHMapKiHiy 3Ha- 
Hinaa 3acTocyBaHH5t BcecBiTHbo b140mmmm KOMnaHhtMM — «3M», «HP», «Dupont», 
«Motorola». 

EKOHOMinHMM caoBHMK qae HacTynHe BM3HaqeHH5i. BeHHMapKiHT — qe npo- 
qec nomyxy CTaHqapTHoro nn eTaaoHHoro eKOHOMinHo 6iabm ec^eKTMBHoro niq- 
npneMCTBa-KOHKypeHTa 3 mctoio nopiBHrtHHa 3 BaacHMM Ta neperiMaHHa moto 
HaMKpaixmx MeToqiB po6oTM. 
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EemMapKiHr — 4ieBMfi iHCTpyMeHT 4451 BM3HaqeHH>i craHOBwma Bamoi kom- 
nami nopiBH^Ho 3 iHuiHMM, no4i6HMMH 3a po3MipaMM Ta/a6o C(J)epoio 4i5MbH0CTi, 
opram3aLiiiiMM. 

y 3apy6i>KHiM Ta BiTqn3H3iHiM yiiiepaTypi HaBe4eHo qraviaiio BM3HaqeHb 6em- 
MapidHiy. 04HaK, cepe4 yqeHirx icHyiOTb neBHi npMHLtwnoBi po36i)KHOCTi 14040 
BM3HaqeHH>i ijboro noKHTTR. 4exTO 3 hmx BBa>Kae 6eHqMapidHr npo4ecoM, mini — 
iHCTpyMeHTOM, cnoco6oM, 4nLabHicno, npo4yKTOM, MeT040M qM 40di4)iceHH>iM. 
4e>iKi 3 ni4X04iB 40 BH3HaqeHH3i noHHTTJi «6eHqMapjdHr» HaBe4eHo y Ta6^i. 1. 

Ta6Auyx 1 

Bcnira'ieinis! iioiisittsi «6eiriMapKiiir» pi3HMMM aBTopaMM 



Aemop 


Tpaxmijeanm nonxmmx «6eHHMapxiHZ» 


Mauxx CnendoAim 


«EemMapxim — ye 6e3nepepemu cucmeMctmmmu npoyec oyinxu 
npodyxyii, nocxyz i eupoOmmux npoyecie opzaHbayiu, xxi emnam maxuMU, 
tyo npedcmaeAxwnn «Hauxpaiyy npaxmuxy, 3 Memow ydocxoHOAemx exacwi 
opzanbayih [10, c.17]. 


W. Krokowski 


«EemMapxim cxyzye Sax 3a6e3tieueHHX KOHKypeHino3damHocmi i cmeopemx 
yMoe nepeeipxu npodyKmwwcmi $ipMU e yMoeax mmepmyioHOAbayii npoyecy 
3dKyni6Ai cupoeum ma MamepiaAie». 


Apenxoe Id. A. 


«EemMapKim e MucmeymeoM euxsAemx mozo, lyo inuii podxxmb xpaiye me, 
a maxox eueuemx, ydocxoHOAeHHX ma 3acmocyeaHHX Memodie lx po6omu» [1, 
c.20]. 


Tpeiopi P. Pautnep 


«EemMapxmz - dixAbnicmb, 3a donoMozow xxoit/HpMa euenae «muxpauyy» 
npodyxyiw i MapxemuHzoeuu npoyec, lyo euxopucmoeyembcx npxMUMU 
xonxypenmaMU, xk i npaywwim e wwux nodWmix zoa\j3xx, Sax euxeAenm 
tftipMow MOXAueux cnoco6ie ydocxomAen hx iieAacmx Memodie» [3], 


R. Venetucci 


«EemMapxmz eapmo po3ZAxdamu xk cnoci6 oyinxii empameziu i yueti po6omu y 
nopiemnni 3 muxpaiyuMU nidnpueMcmeaMU, «(o(5 zapanmyeamu doezocmpoxoee 
noAoxenux m puHxy» [11, c.13]. 


MuxaiiAoea 0. A. 


«EemMapKmz — npodyxm eeoAwyifmozo poeeumxy xonyenyii 
KOHKypewnoenpoMOXHoemi, neped6auae po3podxy npozpm noxpaiyemx 
XKoemi npodyxyii» [4, c.4]. 


PedneitKo K. I. 


«EemMapxmz — ye aAbmepmmuemu Memod empamezhnozo nAauyeamx i 
auoAby He eid docxznymozo, a eidnoeidno do docxzuem xonxypenmie, modmo 
opimmupoM y pospoOyi empamezmux tiMHie e ne exacHi docxznemx, a 
muxpauya npaxmuxa xonxypeumm [7, c.67[. 


Apezp'eea 0. B. 


«EemMapxiHZ — ye docAidxceHHX mexHOAOziu, mexHOAOzkmx npoyecie i 
Memodie opzanbayii eupodmymea i e6ymy npodyxyii m xpaiyux nidnpueMcmeax 
napmnepie i xonxypemnie 3 Memow nideuiyemx ecftexmueHocmi exacnoi </)ipMU» 
[2, c.51. 



OKpeMi (JripMM iHTepnpeTyiOTb 4aHe BM3HaqeHHJi 3a^e5KHO Bi4 CBoei CTpaierii, 
MeTH Ta 4 LieM 4i5LibH0CTi ( 4 HB. TadA. 2). 
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Tatuttipt 2 

Po3yrviiHHH noHHTTH «6eHHMapKmr» pi3HMMM opianisaniiiMii [3] 



GBponeMCbKMM Ko 4 eKC npo- 
Be4eHroi SeHHMapKimy 


«EemMapxim — ye 3diucHeHm nopiemnux 3 inuiuMU opzmmyixMU i 
eueuenm ypoxie, xxi mdaAO ye nopiemHM» 


U,eHTp np 04 yKTMBH 0 CTi i 
jncocri BecTiHrxay3 


«EemMtipxim — ye nocmiumu noutyx i enpoeadxce hm «miiKpaui,ux 
npaxmux», xxi 6U3Mwwmb mu6iM>w eucoxy xapaxmepucmuxy 
xoHxypeHmocnpoMOXHoani» 


Mi>KHapo4HMii rjemp o6Mmy 
iH(j)opMaijieio 3 6eH*iMapKiHiy 


«EewiMapxim — ye 6e3nepepemu cucmeMammmu npoyec 
nopiemum dunec-npoyecie xoMnauiu Shnec-npoyecaMU ceimoeux 
xidepie 3 Memow ompuMmm intfopMayii, x xa donoMoxe opzcmmyii 
excumu 3axodie, cnpxMoeamx m ydocxonaxenm udixAbHocmi» 


KepiBHMUTBO Kopnopaijii 
Xerox 


«EemMapxim - ye 6e3nepepemu npoyec nopiemmx npodyxyii, nocxyz 
i npaxmuxu u wucuAmiuiuMU xoHxypewmMU a6o KOMnmixMU, xxi 
6U3mni AidepaMU y ztuy3i» 



Oto)k, He 4 MByiOTMCb Ha 3HaHHy KLabKicTb TpaKTyBaHL TepMiHy «6eHHMap- 
KiHr», b fioro ocHOBi Tte^KMTb, jik npaBiMo, CMCTeMaTMHHe nopiBHJiHHJi c})yHKLtin Ta 
npoireciB 3 «HaMKpamMMM npnic/ia4aMn», BH3HaqeHH>i ochobhmx npo6iieM Ta npn- 
hmh noraHMx pe3y^bTaTiB B^tacHOi 4LSMbH0CTi, nomyK hobmx cnoco6iB ni4BMmeHH>i 
etJreKTMBHOCTi 4i5MbHOCTi, HaM5I4 i KOHTpOab 3a 34iilCHeHHHM Heo6xi4HHX 3MiH Ta 
npoijecoM y 40 CK 0 Ha^teHH>i. 

BeHHMapKiHT — ije He oKpeMMM 04Hopa30BMM npoeKT, a CTpaTerbi nocii40B- 
hoto noKpameHHH i 6e3nepepBHiiM npouec ynpaBitiHHJi 3MiHaMM. 3anonaTKyBaB- 
ihm 6eHHMapKiHTOBy 4iMbHicTb, KOMnaHiii noBMHHa npo40B:*yBaTM nopiBHiOBaTii 
ce6e 3 «HaMKpamoio npaKTHKoiow, hkluo BOHa nparae 40 nocriiiHoro y40CK0Ha- 
AeHHa i po3BMTKy [5, c.32]. 

4ah oiabiuocTi KOMnaHiii 6eHHMapKiHT He e hobmm, TOMy mo BiH 34iiicHioeTb- 
oi b paMKax KOHKypeHTHoro aH&ai3y, xona ije 6Libm 4eTMi30BaHa, (J)opMa^ii30BaHa 
vi ynopn4KOBaHa (jiyHKLtiii, hdr MeT04 KOHKypeHTHoro aHa^iby. /\a% Kpainoro po- 
3yMiHHn Bi4MiHHOCTi ni 4 X 04 iB 6eHHMapKiHiy Bi4 KOHKypeHTHoro aHa^ii3y Ta 40 cai- 
4>KeHHn pwHKy no4aHi b Ta6^i. 3. 



Tadxuyi 1 3 

nopiBHHHHH 104x040) oeieiMapKinry, KOHKypeHTHoro 
ana/iiay i 40C/ii4>i<eiiim pumcy [1, c.65] 



XapaKmepucmuKu 

npoyecy 


AocAidxcem or pnnxy 


Auoau Konxypenmie, 


EenHMapxim 


Mexa 


AHaAi3 pMHKiB 
pMHKOBMX CerMeHTiB 


AHaAi3 CTpaTeriw 
KOHKypeHTiB 


AHaAi3 Toro, y HOMy 
KOHKypeHTM a6o 
KOMnaHii-Ai4epn 4001011 
ycnixy 
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XapaKtnepuctnuKu 

npoyecy 


4ocAidxeHHJi puHxy 


Ah oxii KOHKypenmie 


EeHHMapxim 


IIpeAMeT BMB^eHHfl 


IIoTpeSii 

cno^cMBa^iB 


CTpaTerii’ 

KOHKypeHTiB 


MeT 04 H Be4eHHH 6i3Hecy, 
mo 3a40B0AbH^I0Tb 
noTpeSn cno>KMBaHiB 


06'eKT BMBHeHHfl 


ToBapM Ta nocAyra 


Pmhkm i npo4yKTM 


MeT 04 HKa Ta npoijeai 
34iiicHeHHa 6i3Hecy 


OSMe^cyiOHi (j)aKTopn 


CTyniHb 

3a40B0AeHH^ 

cnOyKHBaniB 


4HIAbHiCTb Ha pwHKy 


Heo6Me)KeHMM 


3Ha*ieHHii 4AA 
npMMH^TTH pirneHb 


HeBeAMKe 


3HaHHe 


4ocmtb BeAMKe 


OcHOBHi 4^cepeAa 
iH^opMaijii 


Cno^KMBa^i 


TaAy3eBi eKcnepTM Ta 
aHaAiTMKM 


rii4npMeMCTBa — Ai4epM 
4aHoi raAy3i, 3a Me>KaMM 
raAy3i, KOHKypeHTM, 
BHyTpiniHi ni4po34iAM 



EemMapKiHr TaKocK BBacicaeTBai o/tmeio 3 HaMBaciciMBiiiiMx (JjyHKLtiii MapKe- 
TMHroBo’i 4iMbH0CTi, ma Bicaio^ae Tpii cicaa40Bi (411B. pMC. 1 ). 

B no 4 a^LBinoMy 6 eHHMapKiHr m Tnn 4 oou 4 hmlibkoi 4 LSMBH 0 CTi oTpMMye mii- 
poKe BM3HaHHa cepe 4 HayKOBijiB, MeHe 4 *;epiB, MaptceTOAoriB, mi po3po6AAiOTB 
pi3Hi fioro M 04 e^ii, nMiiiyTB npo HBoro HayKOBy AiTepaTypy. BaraTO KOMnamii, 
mi pamuie 3aMMaAMCB aHaAi30M KOHKypeHTocnpoMocKHocri, 111 BM 4 K 0 npMcroco- 
ByiOTBOi 40 HOBoro MeT 04 y - 6 eHHMapKiHiy. ripn ijBOMy, BiH imipoKO BiiKopnc- 
T0By6TBC-3 b AoricTMiji, MapKeTMHry, ynpaBAiHHi nepcoHaAOM, (JnHaHCOBOMy Me- 
He4>KMeHTi, to6to oxonAioe Bci C(j)epM i HanpAMKM 4biABH0CTi (JripMH, noKa3ye 
MapKeTMHr-4MpeKTopy, 4e Ha c|)ipMi hm Ha pnHKy bmhmkam npo6AeMM 3 BiiTpaTa- 
mm i micrio, me Micne 3aiiMae (Jnpivia cepe 4 KOHKypeHTiB. 



BeHHMapKiHr 



HayKOBMH MeTOfl 
aHaai3y xa ouiHKir 
KOHKypeHTHHx nepeBar 



OcoSiiHBe 



Ee3nepepBHMH 



Pmc. 1. EemMapxim six <pyHxi\iM Maipxemumoeoi disiAmocmi 
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3ri4HO 3i mopwHMM oriMTyBaHHiiM 4MpeKTopiB KOMnamn CI 1 IA 14040 Han- 
6Libiii y>KMBaHMX iHCTpyMeHTiB i TexHiKM, me npoB04MTbC>i «Bain & Company» 
nonnHaionn 3 1993 poxy, 6eHqMapidHr nporaroM ocTaHHix 17 poKiB e TperiM y 
cnMCKy cepe4 HaiiGLiBiii nonyAapHMx i et})eKTMBHMx iHCTpytvieHTiB [8]. 3araiiOM, 



FIpOAyKTOBHH 

6eHHMapKmr 


EeHHMapKiHr 

KOHKypeHTO- 

CnpOMCttKHOCTi 

V J 


EeHHMapKmr 

3arajibHHH 


EeHHMapKiHr 

CTpaTerinHHH 


EeHHMapKiHr 

rjioSajibHHH 







Pmc. 2. EeoMoifix SemMupKinzy 



/ JxepeAO : [Eazuee r. A. Mapxemum: yneSnux dxti ey3oe / T. A. Eazuee, B. M. 
Tapaceeun, X. Ahh; nod o6iy. ped. E.A. Eazueea. — M.: OAO «Vl3dameAbcmeo 
«3kohomukci», 1999. — C. 126]. 



npo4ec eno/iioqi'i 6eHqMapidHiy xapaKTepM 3 yeTBd nocrynoBMM yacaa4HeHHaM Ta 
noMM6^teHHJiM 3 a 4 an, po 3 B'a 3 aHHJi it kmx 3 a 6 e 3 neMyeTBOi npoBe4eHHaM 6eHMMap- 
KiHrOBMX 40Cli4)KeHB. 

Bi4TaK 6eHMMapKiHr npoxo4MB Taxi ochobhI eTanM po 3 BMTKy (4MB. pnc. 2 ). 

1 eTan ( 1972-1976 pp.) - npo4yKTOBnn 6eiwMapKiHr - 4e peTpocneKTMBHe 40- 
c^ti4*;eHHH npo4yKTy a6o peiH>KMHipMHr; 

2 eTan (1976 -1986 pp.) - 6eHMMapKiHr KOHKypeHTocnpoMo^KHocri, Bneprne 
Bnnpo6yBaHMM KOMnaHieio Xerox; 

3 eTan (1982 - KiHe4B 80 -x poKiB 20 CTopinna) - 3 aramHnn 6eBWMapKiHr, ocho- 
BHa cyTB moro noAsirae y TOMy, 140 ni4npMeMCTBa-^i4epM mocri BnaTBOi Ha npn- 
icia4ax ni4npneMCTB no3a ’ix ra^iy33io; 

4 eTan ( 90 -ri poKM 20 CTopinna) - CTpaTerinHMM 6eHqMapKiHT, to6to cncTeMa- 
tmhhmm npo4ec 04iHKM MBTepHaTHB, BnpoBa4)KeHH>i CTpaTerifi Ta nytBMLqeHHa 
npo4yKTMBHOCTi maaxoM BMBqeHHii ycniuiHMX CTpaTerifi 30 BHiuiHix ni4npMeMCTB- 
napTHepiB; 

5 eTan (XXI cmrrmi) - pea^tbauia KOH4en4ii rao6aaBHoro 6eHHMapKiHiy m 
iHCTpyMeHTy (JiipiviM y C(})epi MDKHapo4HHX o6MiHiB 3 ypaxyBaHHaM Ky 7 LBTypM Ta 
Ha4ioHa^tBHMx npo4eciB opraHi 3 a 4 ii BMpo6HM4TBa. 

51 k 6anMMO, npo4ec eno/i 10141 6eHHMapKiHiy noBHicTio e npracaa40M loiacnq- 
Ho’i cxeMM «Bi4 MMCTe4TBa — 40 HayKM». 

B 43 hmm nac nporpaMM 6eHqMapKiray 3 naiiuiAM urnpoKe 3 acrocyBaHHn y 
CI 1 IA Ta _ 3 noHii, 4e bohm m3iotb Bi4KpMTMM xapaKTep i po3BMBaiOTBOi 3a yMOB 
4ep)KaBHo'i ni4TpMMKM, a4ace no6yTye 4yMKa, 140 caMe 33B4^ikm no4i6HOMy 06- 
MiHy Bnrpae eKOHOMka Kpamn b 4M0My. Y GBponi nonyaapHicrB 6eHHMapKiHiy 
3 HanHo HHMa, npoTe i TaM icHye iiua Mepeaca opraHmuiM, aid npoB04aTB cne- 
4iaaBHi 40Citi4aceHHa, Bi4di4KOByiOTB Ta KOiieK4ioHyiOTB «HaMKpani,i npaKTMKM», 
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icHyiOTb «KAy6u» 4 AH nornyKy napraepiB 3 6 eHHMapidHiy, qepcKaBHi nporpaMM 
po3BMTKy GeH^MapKiHiy, ImepHeT-nopTayiM, 3a 4 onoMoroio akiix Mo>KHa nopiB- 
HiOBaTM ce 6 e 3 iHiiiMMM KOMnamiiMM, Tomo [9, c. 37]. 

fflpqo YKpa'iHM, to TepMiH «6eHqMapKiHr» 3 'jibmboi y Hac He Tax 43 bho — 
^LMine Ha nonaTKy XXI cto^uttsi. AKTya^bHicTb 6eHHMapKiHiy b YKpaiHi 3yMOB^eHa 

T3KHMM OCHOBHMMM (})aKTOpaMH: 

1. r^Lo6a^i3aiiiii cbItoboi eKOHOMiKM. YKpama bm 3po6M^ta nepuiMM KpoK Ha 

qbOMy uiARxy — BCTyniMa 40 COT. 

2 . IIocM^eHHii KOHKypeHLu'i: BMHMKae Mo6aabHa KOHKypeHqbi, 3a moi KOMna- 
HMIM CA\A BHBHaTM 40dTHeHHH KOHKypeHTiB, iqo6 BMCKMTM B 43HHX yMOBaX. 

3. IlpMCKopeHHJi BMX04y npo4yicry Ha pmhok; npn qbOMy Bee 6Libiiie qmy- 
lOTbd (J)ipMM, >IKi BMpo6^MIIOTb >IKiCHi np04yKTM. 

4. BiiKopMCTaHHii CBiTOBMx qodraeHb y o6^acTi BMpo6HMqTBa Ta 6i3Hec-Tex- 
HO^ioriM. 

5. TkwiBa npHHqrinoBo hoboi KOHKypeHTHo'i nepeBara — iHTe^eKTya^bHMx pe- 
cypciB Ta 3HaHb. 

Xona qeii MeToq qooiiqcKyeTbd 3HanHoio KMbKicTb HayKOBqiB, npoTe Ha^ecK- 
HMM HMHOM C(])0pM0BaH01 i aqanTOBaHOl 40 yKpaiHCbKMX yMOB TeOpeTMKO-MeTO- 
40itoriqHoi 6a3n 6eHHMapiciHiy, ma 6 BiqoGpaxaita pea^bHMM ct3h yKpamcbKOi 
eKOHOMiKM, iqe He icHye. Ilpoqec BeHMMapKmiy hocmtb iHTyiTMBHMM xapaKTep i 
34iiicHioeTboi yKpaiHCBKMMM niqnpMeMCTBaMM uiyiaxoM «cnpo6 i noMM^OK». Ocb 
HOM y 3'aBM^Lacb Heo6xi4HicTb ctbopmtm b YKpami MiqHy TeopeTMMHy 6a3y dem- 
MapKiHiy, HaaBHicTb akoi cnpM^yia 6 po3BMTKy qboro 4ieBoro MexaHi3My ynpaB- 
^tiHHJi. Oco6^lmbo qe aKTya^ibHo b cynacHMx yMOBax, ko^lm YKpaiHa nparae 40 ime- 
rpaqi'i y CBiTOBi rocno4apcbKi npoqecn, iqo nepeqdaHae nocMyieHHii KOHKypeHqi'i 
3 6oKy 33KOp40HHMX BMpo6HMKiB TOBapiB i nOdyT. CaMe BMKOpMCTaHHfl 6eHHMap- 
KiHiy cnpnae nocM^eHHio KOHKypeHTHMx no3MqiM niqnpMeMCTBa, me 4MKTye 
B^iacHi yMOBM Ha pMHKy, a He npMCTOCOByeTbd 40 HaB’maHMx iHuiMMM yMOB. 

IIpoTe MaAiiii 6i3Hec YKpa’iHM CTMKHyBd 3 TaKMMM nepeuiK 04 aMM y BnpoBa- 
4)KeHHi 6eHHMapKiHiy: 

■ 06Me>KeHicTb pecypciB, a oTxe, Bi4cyTHicTb M0>KyiMB0CTi 3a^tyHMTM (JraxiB- 
qiB 3 6eHMMapKiHiy. Ix 3aMiH>noTb CTaTTi, khmtm, lHTepHeT-ny6^iiKaqii. 

■ IlpaqiBHMKM Be^tMKMx KOMnaHiii 3i 3H3HH3M i 40 CBi 40 M 3acTocyBaHH3[ cy- 
qacHMx MeT 04 iB ynpaB^tiHHJi pi4KO nepexoqmb Ha po6oTy b Ma^ii (})ipMM. 

■ ^LreHCTBo b 6eHHMapiciHroBOMy «joiy6i» 40 cmtb 4opore 4AH Ma^inx KOMna- 
HiM. TaK, M^ieHCTBo b CBponeMCbKOMy cjroHqi ynpaB^tiHH>i micno 4^51 HeBe^iMKoi 
KOMnami acaa4ae 1350 eBpo b piK. KpiM toto, yd HamHa iHtJropMaqbi aHMOMOB- 
Ha, a noTeHqiMHi napraepn no 6eHHMapidHiy - 3aKop40HHi KOMnami. 

■ «3aKpMTicTb» 6i3Hecy, oco6iiMBo Ma^toro i cepe4Hboro, a4>Ke y Hac 4a^teKO 
He KOCKeH TOTOBMM H343TM iH(])OpMaqilO npO CB06 ni4npM6MCTBO. 

■ Ba^CTMBa i Ha 4aHMM MOMeHT OCHOBHa npMMMHa HeBMKOpMCT3HH3[ nOTeH- 
qia^ty SeHHMapKtHiy m ecjreKTMBHoro iHCTpyMeffly ynpaB^tiHHii Ha maamx ni4npM- 
eMCTBax - qe cia6Ke y^ByieHHJi npo hboto mm noBHe He3HaHH3i iioro MeToqiB. 
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Aue, He 4MB^niqMCb Ha Bci Tpy/tHoiiu, flKi BMHMKaiOTb Ha uiAxxy BnpoBa4)KeH- 
hji 6eHHMapidHiy b YKpa'im, iioro B>Ke nouauM ycniuiHO 3acrocoByBaTn Taxi Bi4o- 
Mi ni4npM6MCTBa jik PIpAT «06ouoHb», P1AT «OapMaK», KOMnami «CaH4opa», 
«CAH IHTEPEPK) YKPAIHA» Ta mini [6], 

OtO)K, 3a yMOBM 40TpM M aHHH BMMOr CMCTeMaTMHHOCTi, IJMIOliHHOCTi Ta Bi4nO- 
Bi4H0CTi niTKo aJiopMOBaHOMy nuaHy, HauBHocri MiijHoi TeoperauHoi 6a3M Ta ni4- 
TpMMKM 4ep)KaBM GeHUMapKiHT Mae Bci nepe4yMOBM 4uji toto, 1406 CTaTM 04HMM i3 
Haiie(})eKTiiBHimMx iHCTpyMeHTiB, hkiim ni4Biimye npiiGyTKOBicTb ni4npMeMCTBa 3 
BMCOKOIO eKOHOMiHHiCTIO, CTBOpiOe KOpiTCHy KOHKypeHL(ilO i 3a40B(MbHJie nOTpe6w 
noKyniiiB HaMBMri4HiimiM 4U51 ni4npMeMCTBa cnoco6oM. 
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Abstract 

The purpose of the article is to study some theoretical aspects of the use of 
integrated marketing communications companies. Outlined the reasons for the 
emergence and development of integrated marketing communications. Considered 
and summarized the essence of the concept of integrated marketing communications. 
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Key words: integrated marketing communications, marketing communication 
tools. 

Anomayb i 

MeTa CTaTTi nozuirae y 40CAi4)KeHHi oKpeMux TeopeTuuHux acneKTiB 3acTo- 
cyBaHHA iHTerpoBaHux MapKeTMHroBux KOMyHiKaitiu nktnpueMCTBaMu. OKpec- 
AeHO npMUMHM nOABM Ta p03BMTKy iHTerpOBaHMX MapKeTMHrOBHX KOMyHiKaihh. 
Po3rAAHyTo Ta y3araabHeHo cyTHicTb noHnna iHTerpoBaHux MapKeTUHroBux KO- 
MyHiKaitiu. 3anponoHOBaHo KOMnaeKC 3aco6iB iHTerpoBaHux MapKeTMHroBux KO- 
MyHiKaitiu. Bu3HaueHo ochobhI ^yHKitii i nepeBaru iHTerpoBaHux MapKeraHroBux 
KOMyHiKaitiu. HaBe4eHo npuHiumu Ta ohrpyHTOBaHo npoitec naaHyBaHHn i pea- 
Ai3aih'i iHTerpoBaHux MapKeTUHroBux KOMyHiKaitiu. 

KAwnoei CAoea: iHTerpoBaHi MapKeTUHroBi KOMyrnKaitii, 3aco6u MapKeraHro- 
bux KOMyHiKaitiu. 

1 3 (J)opMyBaHHHM hobux CTpaTeriu po3BUTKy ni 4 npueMCTB po3nouaBOi nomyK 
hobux cnocohiB Ta MeT 04 iB BUKopucraHHn 3aco6iB MapKeTUHroBux KOMyHiKaitiu. 
O 4 HUM i3 TaKux cnoco 6 iB e iHTerpoBaHi MapKeTUHroBi KOMyrnKaitii. 3acTO- 
cyBaHHn iHTerpoBaHux MapKeTUHroBux KOMyHiKaitiu e aKTyaabHUMu i CTpaTeriuHo 
B3>KAUBUM 4A3I n^npUEMCTB, mi B CyUaCHUX yMOBaX npUKAa4aK3Tb 3HaUHUX 
3yCUAb 4A5I 36epexeHHH BiTUU3H>IHOrO Ta 3aBOK3BaHHII 3apy6i>ICHUX pUHKiB 
36yTy npo 4 yKitii, ockmiku qe 04 UH 3 Hauhiabm aencux Ta npocTux cnocohiB 
MaKCUMi3yBaTu oKynHicTb iHBecTuitiu b MapKeTUHr i npocyBaHHa npo 4 yKitii Ta 
nocayr Ha puHKy. 
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3HaqHMM TeopeTMqHMM BHecoK y CTBopeHHii KOHijenim iHTerpoBaHMx Mapxe- 
TMHroBHx KOMyHiKaiiiM BHeczm aHMiMCBKi Ta aMepMKaHCBKi Bnem, ^kl Bneprne 3a- 
nponoHyBaziM BMKopMCTOByBaTM cwcTeMHMM ni4xi4 40 npaKTMqHoro 3acTocyBaHH>i 
pi3HOMamTHMx 3aco6iB MapKeTMHroBMx KOMyHiKaijiH. 4,emi acneicra po3BMTKy, 
(J)opMyBaHH>i Ta 3acTOcyBaHH.a iHTerpoBaHMx MapKeTMHroBMx KOMyHiKamM b cbo- 
'ix npamix po3KpnBaiOTb BiTHM3H>iHi Ta 3apy6i>KHi HayKOBm, 30KpeMa: 4*- Eep- 
HeT, I. BziaHK, C. Eo*:yK, B. BefiTu, P. BiHHep, A. BoimaK, O. FonyGKOBa, n. fioiiAh, 
M. /leBi, P. /leMaH, A. Masapaid, T. MacioBa, K. Mo3ep, C. Mopiapri, A. FlaBzieH- 
ko, T. PIpMMaK, O. PoMaHeHKo, I. CMHTieBa, n. Cmtt, H. YmaKOBa Ta mini. 

Floma b 90-x pp. XX ct. iHTerpoBaHMx MapKeTMHroBMx KOMyHiKamM 6yna 
3yM0BneH0 pmiOM npMHMH. rio-nepme, Tpa4MqiMHi pimeHHii BTpananM ec])eK- 
TMBHiCTb — t(e nO>ICHIOeTbOI BeZLMKOIO KizibKiCTIO peKZL3MHMX nOB^OMZieHb, mo 
3'iiBMnMOi b iieii nac. Bmhmkm Heo6xi4HicTb rnyKaTM HOBi 3aco6M KOMyrnKami a6o 
ec})eKTMBHime BMKopMCTOByBaTM B>Ke icHyioni. Flompyre, Bi46ynooi po3mMpeHH>i 
cneKTpy MapKeTMHroBMx KOMyHiKamM i noma hobmx KaHaniB iHcjropMami, mi He- 
o6xi4HO 6yno 3acTocoByBaTM, pamrne ije 6yno h 6 mo>kzlmbmm . PIo-TpeTe, Bi46yzLOd 
3By>KeHH3[ mnbOBoi ay4MTopii, ockLtbkm 36LibmeHH>i KLibKOcri bmpo6hmk1b npM- 
Beno 40 toto, mo i nmnpMeMCTBa, i ixm MapKM 6yziM BMMymeHi no3MmoHyBaTMOi 
B>Ke m cnemanisoBam, BMGMparonM, t3kmm hmhom, KOHKpeTHy mmoBy ay4MTopiio. 
Tpa4ML(iMHMM ni4xi4 MapKeTMHroBMx KOMyHiKamM nacro He BpaxoByBaB KOHKpeT- 
Hy mmoBy ay4MTopiro, Ha 5iKy Heo6xi4Ho 6yzio HanpaBzmTM 4iio. rio-neTBepTe, — 
ije 3MiHa motmbIb cnocKMBaHHii, ockmbkm 4ZH1 noKymm Ha nepme Micne npn bm- 
6opi nonazio bmxo4mtm He npaMe npM3HaneHH>i TOBapy, a Te, mi 6ziara BiH mom 
43tm cnocKMBaneBi. /\ar noKymm CTano 3HanMMMM m moto BM 6ip omHioiOTb iHmi 
ZM04M. rio-n'me, BMHMKna Heo6xi4HicTb 40draeHH>i nombHocri cno>KMBaniB. FIk 
noKa3ye npaKTMKa, 3aBOK>BaHHa hoboto icaieHTa o6xo4mtboi KOMnaHii b 6-10 pa- 
3iB 4opo>Kne, Hi>K yrpMMaHHH noCTiMHoro. Oluhkm CBmnaTb npo Te, mo ochobhmm 
npM6yroK npMHooiTb 25% ziombHMx cnocKMBaniB. lJ]e aKTyanbye 3aB43HH3 He 
nnme 3aziyneHH>i, ane b 6LibmiM Mipi yrpMMaHHa KnieHTiB, ijbOMy cnpMaiOTb iH- 
TerpoBam m apKeTMHTOBi KOMyrnKami. Ilo-mocTe, Mo6ani3am>i pMHKiB npM3Bena 
40 3pOCTaHHTI HMOia Mi>ICHap04HMX KOMyHiKailiM. OipMM, mo 34iMCHIOK)Tb 6i3HeC 
y pi3HMX KpaiHax CBiTy, BMMymeHi BpaxoByBaTM HaqioHanbHi Bi4MiHHOCTi y cnpMM- 
HaTTi KOMyrnKami, 3a6e3nenyBaTM ixhio iHTerpoBamcTb [1, c. 187-188]. 

3a ocTaHHi poKM KOHijenqiji iHTerpoBaHMx MapKeTMHroBMx KOMyHiKamM b 
3axi4HMx Kpamax Ha6yzia 3HanHoro TeopeTMHHoro po3BMTKy Ta iraipoKoro npaK- 
tmhhoto BTizieHHii. B cynacHMx yMOBax iHTerpoBaHi MapKeTMHroBi KOMyHiKattii e 
HaM6Libm 4ieBMM Ta ei|)eKTMBHMM cnoco6oM, MeT 040 M npocyBaHHa npo4yKm'i Ta 
nociyr Ha KOHKypeHTHOMy pMHKy. /\ax Kpamoro po3yMiHH>i nomiTTii Ta cyTHOCTi 
KOHijenTtii iHTerpoBaHMx MapKeTMHroBMx KOMyHiKamM y TaGnMiji 1 HaBe4eHo Haii- 
6Libm nomMpeHi BM3HaneHHJi 3apy6i)KHMx Ta BimM3H3iHMx BneHMx. 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



92 



Section 2. Marketing Communications: Theoretical Research and Practice of Realization 

Tflfuwp 1 

Bnana'ieinisi cyniocn iioiihtth «iHTerpoBaHi MapKeTMHTOBi KOMyHiKaipi» 



Aemop 


BusHtmeHKX inmeipoeanux MapKemumosux KOMyniKapiu (IMK) 


n. Cmm 


IMK — B 3 aGM 04 m Bcix (|)opM KOMnAexcy KOMymKaijin, npn moMy ko>k- 
Ha <J)opMa KOMymKaijin noBMHHa 6yrn iHTerpoBaHa 3 mmnMM iHcrpyMeH- 
TaMM MapKeTMHiy i ni4KpinAeHa hmmm 4411 40caraeHHa MaKCMMaAbHo’i 
eKOHOMWHOl e(j)eKTMBHOCTi 


4 *. BepneT, 
C. Mopiapri 


IMK — u;e Bci iHcrpyMeHTM MapKeTMHroBMx KOMymKaijiM, npn 3 HaHem 
44H (JjopMyBaHHa 3 BepHeHb, AKi cnpnMOByiOTbc^ Ha ijiAbOBi ay4MTopii, a 
TaKO)K Ha CAy^SoBijiB, aid 34 iMCHK)K)Tb npocyBaHH^ npo4yKijii ni4npn- 
GMCTBa 40 cno5KMBana 


I. CMHflGBa, 

C. 3 eMAm, 
B. Cmhugb 


IMK — B3aGM04in OKpeMMx (})opM KOMnAeKcy KOMymKaijin, npn hkm 
KO^ cHa i 3 hmx noBMHHa 6yTM iHTerpoBaHa 3 Ihhimmm iHCTpyMeHTaMM Map- 
KeTMHiy i ni4KpinAeHa hmmm 4 An OTpnMaHHH CMHepreTMHHoro etjieKTy 


T. FfpoxopoBa, 
0. TpoHb 


OrpaTerm IMK — 04HonacHe 3acTOcyB3HHa HaSopy iHCTpyMeHTiB Ha 
ocHOBi ix onTMMbaijii, mo 403 boaag OTpMMaTM CMHepreTMHHnn etjieKT 


H. COAOMUHIOK, 
KD. MoA4axoBCbKa 


IMK — u,e o6'G4HaHHa MapKeTMHroBMx KOMymKaijin Ta KOMnAeKCHnn 
npouec, nKMM 3 a 6 e 3 neHye noG4HaHHa iHTepeciB, noTpe6, BAacrnBOcreM Ta 
xapaKTepMCTMK cnOyKMBaniB i 3 «noTpe6aMM» >KMTTGBoro ijnKAy TOBapiB/ 
nocAyr/TM 4 aa OTpMMaHHA B 3 aeMOBMri 4 Horo CMHepreTMHHoro e(J)eKiy. 


AMepMKaHCBKa aco- 
ijiaimi peKAaMHMx 
areHijin 


IMK — ue KOHijenijm nAaHyBaHHa MapKeTMHroBMx KOMymKaijin, 
noB'A 3 aHa 3 Heo6xi4HicTio oijiHiOBaHHii CTpaTerinHoi poAi OKpeMMx Ha- 
npAMiB i nomyKOM onTMMaABHoro ix noG4HaHHA 44A 3 a 6 e 3 neneHHA niT- 
KOCTi, nocAi40BHOCTi i MaKCMMbarm BiiAMBy KOMymKariiMHMx nporpaM 3 
4onoMoroio HecynepeHAMBoi iHTerpariii' Bcix OKpeMMx 3 BepHeHb 



/ IxepeAO : CKMideno aemopoM na ocnoei dxepex [2; 3, c. 27; 4, c. 7; 5, c. 18; 6; 7] 



Po3i7L5iHyBiim Ta npoaHazibyBaBiiiM HaBe4em BMSHaqeHHii, mo>kh 3 bm^mmtm 
4eicLabKa ni4X04iB 40 TpaKTyBaHHJi cyTHocri 4aHoro nororTra: 

■ nepuiMH — BH3Haqae iHTerpoBaHi MapKeTHHroBi KOMymKaqii m «CMcreMy» 
noe 4 HaHMx 3aco6iB MapKeTMHroBMx KOMymKaqiM 4 AH oTpMMaHKa MaKCMMazitHoi 
eKOHOMiqHo’i etJreKTMBHocTi; 

■ 4pyrMM — BM3Haqae iHTerpoBaHi m apKeTMHTOBi KOMyrnKaiqi slk «npoqec» 
noe4HaHHa iHTepeciB cnoxMBaniB Ta ni4npMeMCTB OTpMMaHHH B3aeMOBMri4- 
hoto CMHepreTuqHoro ecJreKTy; 

■ TpeTiir — BM3Hanae iHTerpoBaHi MapKeTMHTOBi KOMymKaqii m «KOHqen- 
qiio» B3aeMonoB'ii3aHMx 3aco6iB MapKeTMHroBMx KOMymKaqiM 4AH MaKCMMi3aqii 
411 KOMyHiKaqiHHMX nporpaM. 

y 3arazLBHiiBiiiiT BnmeHaBe4eHe, mm nponoHyeMo po3TA!i4aTM iHTerpoBaHi 
MapKeTMHTOBi KOMyHiKaqii >ik «onTMMaztbHe noe4HaHH>i Ta 3acTOcyB3HH3 b cyKyn- 
Hocri B3aeMonoB'a3aHMx Ta y3T04xeHMx Mix C06010 pi3HMx 3aco6iB MapKeTMH- 
roBMx KOMyHiKaqiM 4AH npocyBaHHJi TOBapiB i nocayr Ha pMHKy 3 mctoio m 3 kcm- 
Mi3aqii etJreKTy ix 411 Ta 4ooirHeHHJi KOMyHiKaqiMHMx qizieM ni4npMeMCTBa». £[k 
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3a3HaqaK>Th HayKOBiji, iHTerpoBam MapKeTimroBi KOMyHiKaiRi — qe 4 bo6whmm 
npoiiec, RKiiii 3 04 hoto 6oKy, nepe4dauae BnziMB Ha ijLibOBi m iHini ay4MTopii, a 3 
iHuioro — 4onoMarae 04ep)KaHHio 3ycTpiqHoi mc[)opMaqii npo peaKiRio qnx ay4M- 
TOpiM Ha 34iMCHIOBaHHH ni4npMGMCTBOM BnaMB [7]. 06M4Bi I(i CKZia40Bi 04HaK0B0 
Ba^KZHIBi, OCKLlbKM, B KiHLjeBOMy paXyHKy, 1XH3 64HiCTB CnpMTie ni4BIimeHHI0 eKO- 
HOMiqHHx noKa3HHi<iB 4mabH0CTi ni4npneMCTBa. 

iHTerpyBaHHa MapKeTMHroBMx KOMyrnKaijiM ni4BMmye 3HauMMicTb komimck- 
cy npocyBaHHH. L(e 403B0zuie 36eperTM 64iiHe no3ML40HyBaHHa b Mexax Ko>KHoro 
LfiabOBoro cerMemy, iHCTpyMeHTM KOMymKaiiii ni4CMZHOK)Tb 04MH 04Horo i ctbo- 
pioiOTb ec})eKT CMHepri'i [8]. CMHepreTMHHMM erJreKT a6o ecjreKT CMHeprii, CMHepri3My 
noAarae b TOMy, mo onTMMaabHe noe4HaHHH Ta BMKopMCTaHHii b cyKyrmocTi OKpe- 
mmx 3aco6iB KOMnaeKcy MapKeTHHroBwx KOMyrnKaiRM cyneBo nepeBepmye KOMy- 
HiKaqiMHMM Ta eKOHOMiuHMM ecJreKT kockhoto OKpeMoro 3aco6y MapKeTMHroBMx 
KOMymKaiUM y BMr.z1.s14i ix npoCTo'i cyMM. Ihuimmm caoBaMM, 04HouacHe BMKopMC- 
TaHHa 4eicLibKox 3aco6iB MapKeTMHroBMx KOMymKaqiM 4ae MOiaoiMBicTb oTpMMaTM 
diabimiM ecJreKT, Hi>K BMKopMcraHHsi koxhoto i3 hhx oKpeMo. 

Ha 4yMicy aMepMKaHCBKMx 40cai4HMKiB / ochobhmmm 3acodaMM (iHCTpytvieHTa- 
mh) MapKeTMHroBMx KOMyrnKaifiM e [9]: 

■ Advertising — peicaaMa; 

■ Direct marketing — np>iMMM MapKeraHr; 

■ Interactive/Internet marketing — iHTepaKTMBHMM/lHTepHeT MapKeTMHr; 

■ Sales promotion — CTMMyzuoBaHHa 36yTy; 

■ PR/publicity — nadaiK pMueMiiiH3, nadaicMTi; 

■ Personal selling — nepcoHaabHMM npo4a)K. 

3axi4Hi (JraxiBiji 40 3aco6iB MapKeTMHroBMx KOMyrnKaijiM Bi 4 HooiTb [2]: 

1) peicaaMy (advertising) y 3aco6ax MacoBoi iH^opManii; 

2) ceMzi3 npoMoymH (sales promotion) — CTMMyzuoBaHHJi 3dyTy; 

3) nadaiK pMaeMiiiH3 (public relations) — 3 b'5I3km 3 rpoMa4CBKicTio; 

4) 4MpeKT-MapKeTMHr (direct-marketing) — nepcoHaabHi peicaaMHi npono3M- 

1411 4AH i4eHTM(|)iKOBaHMX cnoxMBaqiB. 



4e.siKi 4ocai4HMKM ochobhmmm iHCTpyMeHTaMM (3acodaMM) MapKeTMHroBMx 
KOMyHiKaqiM BBaxaiOTb peicaaMy, CTMMyznoBaHHsi 3dyTy, 3 b'.si3km 3 rpoMa4CbKicTio 
Ta ocodMCTMM npo4a>K. Ihiim — 4onoBHioK)Tb 3acodM MapKeTMHroBMx KOMymKa- 
L(iM nOmTOBMMM p03CMZLKaMM, peKZiaMOIO no eZieKTpOHHiM nOmTi, ModLlbHMMM 
MapKeTMHroM, npoMo-3axo4aMM, CMCTeMoio KopnopaTMBHoi i4eHTM(})iKai4ii, Kop- 
nopaTMBHoio KyzibTypoio, daaro4iMHicTio / «BipycHMM MapKeTMHroM», Henp^Moio 
peKziaMoiOMep i reH4aM3MHroM Ta iH. [7]. Mm nponoHyeMo KaacMHHMM KOMnaeKC 
MapKeTMHTOBMX KOMyfflKatUM 40n0BHMTM 3aCodaMM, ilKi BM4LTMZLMOI i3 KZiaCMUHO- 
ro KOMnaeKcy 33B44 km ix po3BMTKy Ta BaacziMBocTi. 3anponoHOBaHMM KOMnaeKC iH- 
TerpoBaHMx MapKeTMHroBMx KOMymKaruM 3odpa)KeHo Ha pncyHKy 1. Ko*:eH i3 ijmx 
3acodiB (iHCTpyMeHTiB) BKZHonae neBHi BM4M, eaeMeHTM, 3acodn. 3oKpeMa, peKaa- 
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Ma BKZLKMae BMKOpMCTaHHJI pi3HMX BM4iB peicaaMn — 30BHimHboi, TpaHcnopTHoi, 
4pyKOBaHo'i, Ha pa4io Ta Tezie6aHeHHi, Bi4KpMToi, npnxoBaHoi toih;o. CraMyziiOBaH- 
hh 36yiy BKziiOHae hk CTMMyznoBaHHn cnoacMBaqiB, TaK i nocepe4HMKiB Ta BziacHMx 
npairiBHHKiB n^npueMCTBa, BKznoHaiOHM npoMO-aKidi, ijiHOBi 3 hm>kkm, 4eiycTaLti, 
ceMnziiHr Ta iH. ripuMnn MapKemHr BKZHonae nouiTOBi po3cnziKM (direct-mal), Te- 
zie(J)OHHriH (b t.h. moGmbhhm) MapiceTMHr, Te/teBi3iTiHnTi MapKeTMHr, ezteicTpoHHy 
TopriBziio, npo4a)K no KaTaziorax, a t3ko>k nepe3 muii 3aco6n MacoBo'i iHcjropMaiu'i. 




KOMyHiKami 



1111 ' LL 



w 

UIJfbOBHH PHHOK 
(dlOICMBAHI) 

Pmc. 2. KoMtuexc inmeipoeanux Mapncemumoeux KOMynmapiu 
/Ixepexo: cpopMoecmo aemopoM m ocnoei dxepex [2; 4; 5; 9] 



PeicziaMa Ha Miciji npo 4 a*:y BKZHonae MepnaH4aM3MHr, pi3Hi 3aco6n CTMMyznoBaH- 
HH 36yTy, 0(J)0pMZieHH3 BiTpMH, BMKOpMCTaHHJI peKZLaMHMX MaTepiaZUB TOUfO. 

Ko>kch i3 3aco6iB, iHCTpyMeHTiB, ezieMeHTiB MapKeTMHroBnx KOMyrnKaijiM 
BMKOHye neBHy (JiyHKijiio. ToMy (JiyHKLiii iHTerpoBaHMX MapKeTMHroBnx KOMyHi- 
KartiM b 3HaqHin Mipi 3azLe>KaTb Bi4 CTpyKTypn 3aco6iB MapiceTMHroBMx KOMym- 
KaiiiM Ta KOHKpeTHMx iiineM i 3aB4aHb, nici CTaBMTb nepe4 co6oio n^npneMCTBo. 
04H3K, BpaxoByiOHM Te, mo iHTerpoBaHi MapKeraHTOBi KOMyHiKaidi ije cyicynmcTb 
B3aeMonoB'n3aHTLx 3aco6iB, Bi4noBi4Ho bohm BMKOHyiOTb (JryHKLiii TaKO)K b cyicyn- 
Hocri. OcHOBHi (JjyHKim MapKeTMHroBnx KOMyrnicaLtiM HaBe4eHo y TaGziMLu 2. 
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OCHOBHi < 


TadAUi^R 2 

>yHKE(ii' iHTerpoBaHMx MapKeTMHroBMX KOMymKaijiM 


Ha 3 Ba (})yHKijii 


CyTHicTb (J)yHKu;ii 


iH<fiopMy6ClHM 

(imjjopMaijiMHa) 


Ha4aHH^i iH(j)opMaii;ii uiAbOBin ay4HTopii npo TOBapn Ta nocnyrn, ix BAac- 
TMBOCTi, xapaKTepncTMKM, jndcTb, cnocoSn BHKopncTaHroi, Micije npn- 
46aHHJi / ^)opMn npo4a}Ky, i^mn, npo n^npneMCTBO-BnpoSHMKa, iioro 4i- 
AAbHiCTb toiijo 


nepeKOWHM 

(nepeKOHyiOTa) 


riepeKOHaHHfl uinbOBOi ay4HTopii y biicokIm hkoctI TOBapiB Ta nocAyr, 
nepeBarax i’x Ha4 KOHKypeHT a m n, Heo6xi4HOCTi npn46aHiw 4aHnx TOBa- 
piB nn nocAyr, y 34 incHeHHi noKynKM HeranHO, y Bn6opi MicijA noxyn- 
kh Ta iH. 


fynxym <f>opMyeaHM 
(cjjopMyKm) 


OopMyBaHHA y ijiAbOBoi ay4HTopii o 6 pa 3 y, iMi4^cy n^npiiGMCTBa, Topro- 
Bo'i Mapxn, TOBapy, nocAyrn, (JiopMyBaHHA aoaabhoctl no 3 MTHBHoi 4yM- 
km npo 4aHe n^npnGMCTBO, TOBapn nn nocAyrn, LjiKaBOcri, npecTM^cHOC- 
Ti, npneMHo’i aTMoajjepn touio 


< pynxyiR 

cmuMyAweanm 

(CTMMyAIOKWa) 


CTMMyaiOBaHHA nlAbOBoi ay4HTopii 40 neBHoi 411: cnpoSyBaTn TOBap, 
34 incHeHHA noKymcn, npn46aHHH 43 hmx TOBapiB, nocAyr, Bi4Bi4yBaHHH 
4aHoi ToproBeAbHoi tohkh, noxynKn TOBapiB nn nocAyr caMe b ijen nac, 
caMe b HbOMy Miciji Ta iH. 


< pynxyiR mzadyecmm 
(Hara^yBaAbHa) 


Hara4yBaHHA rjiAbOBin ay4MTopii npo HaaBHicTb 43 hmx TOBapiB, nocAyr, 
n^npneMCTBa, ToproBnx MapoK Ha pnHKy, ix BMCOKy aigctb, BAacrnBOO 
Ti, xapaKTepncTHKH, cnocoSn 3 acrocyBaHHA, Miciui noKynxn, ijiHH, 4iAAb- 
HieTb n^npMGMCTBa, (J)ipMM i T.4. 


(fiyHKyiR 

KOHmpoxmauHR 

(KOHTpOAIOIOTa) 


KoHTpoAiOBaHHA cycniAbHoi 4yMKM, norAA4iB, CTaBAeHHA, noBe4iHKM n;i- 
AbOBOi ay4MTopii (cnoiKMBaniB), no 3 Mi(iM ni4npMGMCTBa Ha pnHKy Ta noro 
KOHKypeHTiB, KOHTpOAKDBaHHA CTaHy pMHKy Ta 3 MiH, Rid B^SyBaiOTbCA Ta 
iH. 



/IxepeAo: CKAadeno aemopoM Ha ocnoei dxepeA [2, 4, 5, 9] 



3acTocyBaHH>i iHTerpoBaHMx MapKeTMHroBMX KOMyHiKaijiM 3MiHioe TeH4eH- 
ijiio BMKopMCTaHHJi MapKeTMHroBMX KOMyHiKattiii: 3aMicTb 04 Horo Hanp>iMy Ha4aH- 
Ha iH(})opMaLtii LiizibOBiM ay4MTopii npo ni4npMeMCTBO Ta moto TOBapn (nocayra) 
b cwcTeMi iHTerpoBaHMx MapKeTMHroBMX KOMymKaqiM 3acTocoByiOTb yci eaeMeHTM, 
mi MOxyTb cnpHiiTH bmkoh3hhio 4 iaeii KOMymKaijii [ 10 ]. 

Ochobhmmm nepeBaraMM iHTerpoBaHMx MapKeTMHroBMX KOMymKaaiM e: — 
noTy>KHa 4isi y3T04)KeHMx Mi>K C06010 KOMyHiKaTMBHMx 3aco6iB; — bmiiimm piBeHb 
oxonaeHHii qizibOBoi ay4MTopii b nopiBHJiHHi 3 BMKopMCTaHHaM kockhoto 3aco6y 
KOMyHiKaiiiM OKpeMo; — 6Libiii cmzlbhmm BnziMB Ha TjLibOBy ay4MTopiio; — 40- 
dmeHHa hmctotm KOMyHiKaifiMHoro npoijecy b pe3yzibTaTi npopMBy Sap'epiB Ta 
nepeuiK04; — yHMKHeHHH 4y6aiOBaHHa 3aco6iB MapKeTMHroBMX KOMymKaniM; — 
Koop4MHaiii>i nponecy MapKeTMHroBMX KOMyHiKaiuM; — eKOHOMia KouiTiB 3a pa- 
xyHOK BMKziiOMeHHii eaeMeHTiB napaaeai3My. 
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n P M BCbOMy po3Ma'iTTi iHCTpyMeHTiB i ni4X04iB 40 iHTerpoBaHMx MapKeTMHro- 
BMx KOMytriicaijiM cjoa bm4Ltmtm KizibKa 6a30BMX npMHquniB BM6y40ByBaHHH KOMn- 
zieKcy iHTerpoBaHMx MapKeTMHroBMx KOMymKaqiM [10]: 

■ iHTerpoBaHi MapKeTMHTOBi KOMyHiKaqii nomiHaiOTbai 3i cno>KMBqoro 
CnpMMHUTTH Ta 4LSIZlbHOCTi; 

■ IHTerpoBaHi MapKeTiiHroBi KOMymKaqii iHTerpyiOTb CTpaTeriio 6i3Hecy b qi- 
zioMy 3 noTpe6aMM i BM4aMM qisizibHocTi KOHKpeTHoro cnocKMBa^a; 

■ IHTerpoBaHi MapiceTMHroBi KOMymKaqii KOop4MHyiOTb Bci KOMymKaqii 6i3- 
Hecy b paMKax Ha6opy iHTerpoBaHMx MapKeTMHroBMx KOMymKaqiM; 

■ IHTerpoBaHi MapKeTiiHroBi KOMymKaqii BCTaHOBznoiOTb koht3kt 3i oio>km- 
BaqeM i Be4yrb 3 hmm qiazior; 

■ IHTerpoBaHi MapKemHroBi KOMymKaqii HaMaraiOTboi roTyBaTii KOMymKa- 
qii Ha saMOBzieHHJi, iqo6 bohm TOHHiuie BiqnoBiqaziM CMaxaM OKpeMMx cnocKMBamB. 

IIo6y40Ba KOMnzieKcy iHTerpoBaHMx MapKeTMHroBMx KOMymKaqiM 3 a bm- 
meHaBe 4 eHMM 11 npMHqunaMM cnpMUTMMe ni 4 BMmeHHio ecjreKTMBHOCTi KOMym- 
KaqiMHo'i noziiTMKM i 403bozlmtb ctbopmtm 404aTK0Bi KOHKypeHTHi nepeBani niq- 
npMGMCTBa. CaM npoqec nztaHyBaHmi Ta peazii 3 aqii iHTerpoBaHMx MapKeTMHroBMx 
KOMymKaqiM ocaaqaeTboi 3 qeKizibKOx nocziiqoBHMx eTaniB: 

ETan 1: cjropMyBaHHJi mctm i 3aB4aHb iHTerpoBaHMx MapKeTMHroBMx KOMy- 
HiKaqifi (noiH(])opMOBaHicTb cno>KMBaniB npo TOBapM, nodyra, niqnpMeMCTBa, 
(JropMyBaHHii norA5i4iB Ta CTaBzteHHn cno>KMBamB 40 TOBapiB/nocziyr, 36izLbmeHHn 
o6oiriB npoqaxy TOBapiB/nocziyr, 3pocraHHJi naCTKM pMHKy Toiqo); 

ETan 2: BM3HaqeHHH qiztbOBoi ay4MTopi’i Ta 6a>KaHoi 3BopoTHoi peaKqii (HauB- 
Hi, noTeHqiMHi noKynqi, oco6m, mi npMMMaiOTb pimeHmi npo noKynKy i mi biiaii - 
BaiOTb Ha npMMHumi pimeHb, CTaH KyniBezibHoi totobhoctI cnoxaiBaniB Toiqo); 

ETan 3: po3po6Ka TBopnoi CTpaTeri'i i TaKTMKM (no3MqiiOBaHmi TOBapiB/no- 
cziyr, BM3HaqeHHn BztacTMBocreM, xapaKTepncTMK TOBapiB, mi BnziMBaiOTb Ha ctbo- 
peHHa cnocKMBqoi qiHHocTi TOBapy/nocziyrM, BiBHaneHmi i4e'i KOMyHiKaTMBHMx 
3BepHeHb i noBi 40 MzieHb Toiqo); 

ETan 4: CTBopemm KOMymKaqiMHiix 3BepHeHb (Bn6ip peicaaMHoi Moqezii, po3- 
po6Ka 3MicTy KOMyHiKaTMBHMx noBi 40 MzteHb, qxepezia 3BepHeHHn Toiqo); 

ETan 5: Bn6ip KaHaziy MapKeTMHroBMx KOMymKaqiM (oco6MCTi, Heoco6MCTi Ka- 
HaziM nepeqaBaHmi KOMyHiKaTMBHoro 3BepHeHHn, iHTep'ep Toiqo); 

ETan 6: (])0pMyBaHmi 6i04)KeTy MapKeTMHroBMx KOMymKaqiM (MeT040M — Ha 
ni4CTaBi qizieii i 3aB4aHb, y Bi4COTKax Bi4 o6ony npoqaxy, 3azte>KHo Bi4 HamHMx 
KornriB, 3 po3paxyHKy Ha oqMHMqio npoqyKqii, KOHKypeHTHoro napMTeTy); 

ETan 7: peaztbaqiii iHTerpoBaHMx MapKeTMHroBMx KOMymKaqiM i 'ix KOHTpozib 
(6e3nocepe4He npoBeqeHmi 3axo4iB iHTerpoBaHMx MapKeTMHroBMx KOMymKaqiii, 
KOHTpozib ix npoBeqeHmi, BMTpaT Ha 'ix npoBeqeHmi); 

ETan 8: oqiHiOBaHHJi ecjreKTMBHOCTi pe3yzLbTariB MapKeTMHroBMx KOMymKaqiM 
(aHazii3 BMTpaT i bmto4, po3paxyHOK eKOHOMinHMX i coqiazibHO-ncMxozioriqHMX Ha- 
CZli4KiB BMKOpMCTaHHJI IMK B qiZLOMy Ta KOCKHOTO OKpeMOTO 3aC06y 30KpeMa). 
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Peaai3aqbi KOHqenqi'i iHTerpoBaHMx MapKeraHroBiix KOMymKaqih 4ae 3MOiy 
04 HouacHo BMpiniMTM 4Bi BaxziMBi npohaeMM: npocyBaHHa npo4yKqii Ta nocayr 
Ha pMHKy 3 BMKOpMCTaHHHM pi3HMX 3aC06iB KOMTiaeKCy MapKeTMHrOBMX KOMyHiKa- 
qiM, mi CKoop4MHOBaHi Mi*: co6oio Ta He cynepenaTb 04 MH 04 H 0 My; 40 dmeHH}i 
MaKCiTMaziBHoi e(J)eKTMBH 0 CTi npocyBaHHn npo 4 yKqii i nocayr Ha pMHKy 3aB4_mM 
onTMMaabHM KOMhiHaqii pi3HMx 3aco6iB KOMnaeKcy MapKeTMHrOBMX KOMyHiKaitiii 
[7]. He3Ba)KaiOHM Ha neBHi Tpy4Homi peaai3aitii iHTerpoBaHMx MapKeTMHrOBMX ko- 
MymKaqiM, bohm Bee >k t3km b ocTaHHi poKM Ha6yBaiOTb miipoKoro 3acTocyBaHHH. 

Cbme, iHTerpoBaHi MapKeTMHroBi KOMyHiKaqii e ecjieKTMBHMMM m 4^51 BeaM- 
kmx KOMnamh, Tax i 4a; 1 cepe4Hix Ta 4pi6HMx (JiipM, nytnpMeMCTB, cnoTKMBuoro 
Ta npoMMcaoBoro HanpuMKy 4isiabH0CTi, TaKocK 4451 oJiepM nocayr. 3acTocyBaH- 
hh iHTerpoBaHMx MapKeTMHrOBMX KOMymKaqiM 4 ae Mo>KaMBicTb ni 4 npMeMCTBaM 
ycniuiHo 40BecTM mcjiopMaqiio 40 qiabOBoi ay4MTopii, bmpo6mtm uiTKy Ta nepe- 
KOHaHBy ymy cnoiKMBauiB npo ix TOBapn i nocayra, po3BHHyTM aoaabHicTb, C(])op- 
MyBaTM iMi4)K n^npMeMCTBa, C(])opMyBaTM nonMT Ha TOBapn (nocaym), 36iabinn- 
tm 06 dm npo4a>KiB, naCTKy pMHKy, OTpMMaTM 3anaaHOBam npw6yTKM. 
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2.2. METHODS OF DEFINITION OF THE BUGET 
OF THE INTEGRATED MARKETING 
COMMUNICATIONS IN TRADE ENTERPRISES 

MET04EI OnPE^E/lEHHfl EI 04 XETA 
HHTErPHPOBAHHbIX MAPKETHHrOBbIX 
KOMMYHHKAII,HH 

KotE. V. 

Kom E. B. 

Borysova A. A. 

Eopucoea A. A. 

Androsov V. Y. 

Andpocoe B. K). 



UDC 339.138 
JEL M31, M3 7 

Abstract 

The purpose of article consists in research of the existing methods of definition 
of the budget of the integrated marketing communications. 

In article the place of the integrated marketing communications in system of 
strategic and operational planning of activity of trade enterprise is defined, and also 
methods of definition of the budget of the integrated marketing communications 
are classified by groups. 

The description of each group of the presented methods is submitted. It is 
proved that for trade enterprises the most expedient is formation of the budget 
of marketing communications on the basis of "a method of tasks and the plan of 
action". 

Keywords: the integrated marketing communications, the budget, planning, 
methods, trade enterprises. 

Amio'iauim 

Ideas craTBii 3aKuiouaeTai b uccneAOBaHMM cymecTByromux MeTOAOB onpeA- 
eneHMa 6iOA^KeTa MHTerpupoBaHHbix MapKeraHroBbix KOMMyHMKaijMM. 

B CTaTte onpeAeneHo MecTo MHTerpiipoBaHHbix MapKeniHroBbix KOMMymi- 
KaitMM b cncTeMe crpaTeranecKoro m oneparaBHoro nnaHupoBamui AeaTeabHoc- 
tm npeAnpriaTMa ToproBnu, a Tatoice KaaccH(})Mt(MpoBaHbi no rpynnaM MeTOAti 
onpeAeaeHna 6iOA5KeTa MHTerpnpoBaHHbix MapKeraHroBbix KOMMyHMKaijnh. 
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npe/tCTaBzieHO onwcaHwe Ka:* 40 M rpynnbi npe 4 CTaBzieHHbix MeT 040 B. 06o- 
CHOBaHO, hto 4ZL5i npe4npM>iTMM ToproBziM Handoziee ueyiecoo6pa3HbiM mAneTcn 
(JropMiipoBaHMe 6 i 04 )KeTa MapKeTMHroBbix KOMMyHMKaijMM Ha ocHcrne «MeTO 4 a 3a- 
4an m iMaHa 46 mctbmm». 

KAwneeue CAO&a : MHTerpMpoBaHHbie MapKeTMHroBbie KOMMyHMKamiM, 610- 
4>KeT, nziaHMpoBaHHe, MeT04H, npe4npMHTM>i ToproBziM. 

P OZlb M 3HaHMMOCTb MapKeTMHroBbix KOMMyHMKaiJMM KaK (jiaKTOpa M3MeHeHM3I 
KOHKypeHTHbix no3MijMM oT 4 ezLbHoro xo3>iMCTByiomero cy 6 r.eKTa, b yoroBMux 
4 MHaMMHHo pa3BMBaiomerooi oTeHecrBeHHoro noTpe 6 MTezibCKoro pbiHKa 
o 6 yoiaBZLMBaeT Heo 6 xo 4 MMocTb 3(JxJ)eKTMBHoro ynpaBzieHMn MHTerpMpoBaHHbiMM 
MapKeTMHTOBblMM KOMMyHMKaiJM3IMM (MMK). ILiaHMpOBaHMe MapKeTMHroBbix 
KOMMyHMKaifMM KaK o 6 oCHOBaHMe npe 4 CTOHmMX 4 eMCTBMM MOCKeT 6 bITb 
paccMOTpeHo b paMKax pa3ziMHHbix (JjyHKLjMOHazibHbix ojiep xo3HMCTByiomero 
cy 6 r>eKTa. Pa3BMTMe MMK cie 4 yeT paccMaTpMBaTb b paMKax MapKeTMHroBOM 
CTpaTerMMnpe4npM>ITM>ip03HMqH0MT0pr0BZlM,MCX04>IM33Tana>KM3HeHH0r0L(MKZia 
xo3HMCTByiomero cy 6 r.eKTa, c yneTOM ero accopTMMeHTHOM m ijeHOBOM uoautiik, 
nOZIMTMKM ynpaBZieHMH nepCOHaZlOM M 4 p. COCTaBZlillOmMMM 3KOHOMMHeCKOM 
CTpaTerMM npe 4 npM 3 iTM>i. BMecTe c TeM, (JiopMMpoBaHMe MMK CBH3aHo c 
4 BM)KeHMeM MaTepnazibHbix m cjiMHaHCOBbix pecypcoB xo3HMCTByiomero cy 6 r>eKTa, a 
3H3HMT, nOKa3aTeZlM pa3BMTM>I CMCTeMbI MapKeTMHroBbix KOMMyHMKaiJMM 40 Zl>KHbI 
6 bITb COMaCOBaHbl C OCHOBHbIMM 3KOHOMMHeCKMMM nOKa3aTeZ15IMM X03HMCTBeHH0M 
4 enTezibH 0 CTM npe 4 npM>iTM>i ToproBziM. C tohkm 3peHM>i bkohommkm npe 4 npMHTM>i 
cyrb 3toto nportecca coctomt b onpe 4 ezieHMM 6 i 04 )KeTa MMK m pacnpe 4 ezieHMM 
ero Mex 4 y cpe 4 CTBaMM KOMMyHMKarjMM. Mcczie 40 BaHM 3 i b 43hhom HanpaBzieHMM 
U03B0AUA1A BbI 4 eZlMTb OCHOBHbie OpraHM3aiIMOHHbie M MeT 04 MHeCKMe aCneKTbl 
npo 6 zieMbi (JiopMMpoBaHMa 6 i 04 *:eTa MapKeTMHroBbix KOMMyHMKaijMM. npe:* 4 e 
Bcero, oTMeTMM, hto b opraHM3ariMOHHO-TexHoziorMqecKOM nziaHe npoijecc 
(JjOpMMpOBaHMH MapKeTMHroBbix KOMMyHMKaiJMM B npe4npM>ITM3IX TOprOBZIM 
npoxo 4 MT Te *:e ct34mm ynpaBzieHMn, hto m zho6om 4 pyroM o 6 iieKT ynpaBzieHMu. 
A MMeHHo — a) 3Tan oueHKM; 6 ) onpe 4 ezieHMe HanpaBzieHMM pa3BMTM3i; b) 
Henocpe 4 CTBeHHo (JiopMMpoBaHMe nziaHOBbix napaMeTpoB 4 mh 8 mmkm o 6 r.eKTa; 
r) opraHM3aiiM>i KOHTpozoi (MOHMTopMHr) 3a peaziM3aL(MeM npMHaTbix pemeHMM 
m (npM Heo 6 xo 4 MMocTM) mx KoppeKTMpoBKa. n P M 3tom, npoBe 4 n napaziziezib, 
mo>kho Bbi 4 eziMTb cneijM(})MqecKMe momchtbi b opraHM3ar(MM nziaHMpoBaHMa 
MMK M CBH3M MX C 4 pyTMMM TIZiaHOBblMM 40 KyMeHT 3 M M npe 4 npM>ITM>I TOprOBZIM 
(Ta 6 zi. 1). 
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Ta6xupa 1 

3iaiibi m co 4 epa<aiine npoqecca [[/larinpoiiaHiiM MMK b paivocax oornero npoijecca 
naaHMpoBaHMH xoaiiiTcrrieiinoi'i aejrrezLBHOcm b npe^npMHTMHx lopiOB/in 



Smart nxam- 
poeanm 


Codepxanue nponecca maHupoeamn 


desuneAbHocmu xoimcmaywiyeio 
cydiiexma 


MMK xo3McmBywinao cydteKma 


OueHKa co- 

CTQHHUa 

o 6 T>eKTa 


AHaAM3 BHeniHeM cpe^Bi 


OljeHKa COCTOAHMA n 3(})(|)eKTnBHOCTn 4>yHK- 
HMOHnpoBaHM^ 4 encTByiomen cncTeMbi MMK 


AHaAM3 BHyTpeHHeM cpe^bi 


OueHKa KOHKypeHTOcnocoSHOCTM 
xo3AncTByiom;ero cy 6 i>eKTa 


OopMnpoBa- 
Hne CTpaTe- 
mu M T3KTM- 
KM pa3BMTM^ 
o 6 T>eKTa 


Pa3pa6oTKa CTpaTernn n Taicra- 
km no ochobhhm HanpaBAeHnAM 
4 e^TeAbHOCTM X03JIHCTByi0mer0 
cyS^eKTa 

b tom nncAe pa3pa6oTKa CTpaTernn 
MapKeTMHra npe 4 npnaTnA po3Hnn- 
HOM TOprOBAM 


OopMnpoBaHne nAaHa pa 3 BMTMA MMK 
npe 4 npnATMA po3HnnHon ToproBAn b 
paMKax CTpaTernn MapxeTnHra c yneTOM 
BKOHOMnnecKnx n KOMMyHnKarjnoHHbix ije- 
Aen MapKeTnHroBbix KOMMyHnKaij;nn 


Pa3pa6oTKa TeKynjnx riAaHOB pa3- 
BMTMA npe^npMATMA p03HMnH0M 
TOprOBAM 


Pa 3 pa 6 oTKa nAaHa pa 3 BnTnA MMK Ha ro 4 c 
yneTOM ocymecTBAeHna onepaijnoHHon 4 e- 
ATeAbHOCTn n nporpaMM nHBecrnijnoHHoro 
pa3BnTna 


OnepaTMBHoe nAaHnpoBaHne 


OopMnpoBaHne nAaHa OT 4 eAbHbix 
KOMMyHHKaunoHHbix MeponpnflTnn no nepn- 
04 aM BpeMeHn (Ha KBapTaA, Meant) 


OopMM- 

poBaHMe 

nAaHOBbIX 

napaMeTpoB 

4 MHaMMKM 

o 6 T>eKTa 


Pa3pa6oTKa ijeAeBbix CTpaTernnec- 
khx HopMaTMBOB pa 3 BMTMA npe 4 - 
npM^TMA p03HMnH0M TOprOBAM 


Bbi 4 eAeHne pacxo 40 B Ha MMK b paMKax nAa- 
hob HHBecTHunoHHoro pa3BHTHA npe 4 npnA- 
TIM P03HHHH0H TOprOBAH (pa3BHTHe CeTH, 4 H- 
BepCH(j)HKaiJHfl 4 eATeAbHOCTn) 


KoHKpeTM3an;MA ijeAeBbix noica3a- 
TeAeii nepe3 cncTeMy ochobhbix no- 
Ka3aTeAen xo3ancTBeHHon 4 eATeAb- 
HOCTH 


Pa 3 pa 6 oTKa 6 i 04 >KeTa MMK c pacnpe 4 eAeHn- 
eM no OT 4 eAbHMM cpe4CTB3M KOMMyHnKan;nn 
c yneTOM ochobhbix noKa 3 aTeAen xo 3 AncTBeH- 
hoh 4 eATeABHOCTn no nepno 4 aM BpeMeHn 


OopMnpoBaHne cncreMbi 6 i 04 )KeT 0 B 


OopMMpoBa- 
HMe CMCTeMLI 
BHyTpeHHero 
KOHTpOAfl 


OopMnpoBaHne cncreMbi noxasaTe- 
Aen 4 aa kohtpoaa 3a ocymecTBAe- 
HneM pemeHnn crpaTernnecKoro, 
Texymero n onepaTMBHoro xapax- 
Tepa. 


OopMnpoBaHne cncreMbi noKa3aTeAen 4 aa 
ocymecTBAemiA KOHTpoAa 3a pa3BnTneM 

MMK 



Tax, 3Tan aHaaioa Bcer4a ripe4Bap>ieT pa3pa6oTKy naaHOB pa3BMTii>i xo35im- 
CTByiomero cy6T>eKTa, KaK b ijeaoM, Tax h no OT4ezn>HBiM HanpaBaeHnaM n c^epaM 
ero 4e>iTezLBH0CTn. B 3tom nacTM 4AS1 (JropMMpoBaHMii MapKeTMHroBbix KOMMyHM- 
KaiTHM Ba>KHBiM HBAsieTca MH^opManna o BHeuiHen m BHyrpeHHen cpe4e xo3>im- 
CTByiomero cy6i>eKTa. 

A MMeHHo: oco6eHHocTM pa3BMTH^i pbiHKa, Ha kotopom ocymecTBznieT 4ea- 
TezibHocTb npe4npn>iTMe; cerMeHTaqna pbiHKa noTpe6MTezten, pa3BMTne pbiHKa 
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KOMMyHMKaijMOHHbix ycnyr; rro3MqMM xo3>iMCTByioiqero cy 6 i>eKTa Ha pHHKe, ero 
CMZLbHbie M Oia 6 bie CTOpOHbl OTHOCMTdbHO OA IT >K3 if III II X KOHKypeHTOB; 3Tan )KM3- 
HeHHoro qMKzia npeqnpMTiTMTi; ypoBeHb KOHKypeHTocnoco 6 HocTM xo33iMCTByioiqe- 
ro cy 6 ieKTa m T. 4 . 

3 ia MH(J)opMaqM 3 i iiBAsieTOi ochobom qzm npomo 3 MpoBaHM>i pa 3 BMra>i xo- 
3 >iMCTByiomero cy6T>eKTa, a Taxace 4 ah (J)opMMpoBaHM>i TeKyiqMx m oneparaBHbix 
nziaHOB 4eiiTezLbH0CTM npeqnpMTiraii Ha 6 ziM 5 KaMmyio nepcneKTMBy. ConocTaBne- 
HMe qeneM pa 3 BMra>i xo 33 iMCTBeHHoro cyGieKTa b qenoM c cyiqecTByioiqeM cmc- 
TeMOM MapKeTMHroBbix KOMMyHMKaqMM no 3 B(M 5 ieT onpe 4 eziMTb KanecTBeHHbie 11 
KOzmqecTBeHHbie napaMeTpbi pa 3 BMra>i MMK b nepcneKTMBe c yneTOM nepwo4a 
nztaHHpoBaHH 3 . tCnoneBbiM MOMeHTOM npn 3 tom TtBAaeTOi onpeqeneHMe pacxo- 
40B Ha MMK KaK a) Haora onepaqMOHHbix pacxo40B xo 3 >iMCTByioiqero cy&beKTa 
ham 6) 40zirocpoHHbix BziocKeHMM. Mmchho 3to onpe4en.sieT o6iqMM 004x04 11 
MeT04MKy pacneTa 3aTpaT Ha MMK, a TaK>Ke oqeHKy mx 3(J)(J)eKTMBH0CTM. Tax b 
dynae paccMOTpeHMii pacxc>40B Ha MMK KaK Haora pacxc>40B Ha onepaqMOHHyio 
qe^TezibHocTb mx BdMHMHa onpeqeAsieTOi b paMKax TeKyiqero nziaHripoBaHiia m 
(J) opMHpoBaHH 3 i KBapTazibHbix m MecaHHbix 6i04)KeT0B xo 33 iMCTByioiqero cydieKTa. 
B cnynae >Ke paccMOTpeHwa MMK b KOHTeKcre qonrocpoHHbix BzioaceHMM (JropMM- 
poBaHiie m oqeHKa mx 3 (JxJ)eKTMBH 0 CTM qonxHa 6 bitb ocyiqecTBzieHa c yneTOM cne- 
qM(j)MKM (J)OpMMpOBaHH 3 [ M OqeHKM 3 (J)(J)eKTMBHOCTM MHBeCTMqMOHHOrO npoeKTa. 

063op 3KOHOMwqecKOM ziMTepapypH no3BOZLnzi onpeqdMTb, hto cyiqecTBeH- 
hbim npn pemeHMM qaHHoro Bonpoca iiBznieTOi ctjrepa (J)yHKqMOHMpoBaHM>i xo3>im- 
CTByioiqero cy6i>eKTa. TaK, npe4npM3tra}i— npoM3B04MTdM, (JropMMpya CMCTeMy 
MMK, MCX045IT M3 Heo6x04MMOCTM np04BM>KeHM3 TOBapa M OTHOdTOI K KOMMyHM- 
KaqM^iM KaK k MHBecraqMiiM b cbok) ToproByio MapKy, pa3pa6aTHBa3i peKziaMHbie 
KOMnaHMM m craMyzLMpya ToproBziio b paMKax o6iqefi CTpaTeran BbiBoqa, npo- 
4BMaceHM>i m y4ep>KaHM.a CBoero TOBapa Ha pbiHKe. .ZlyiMTdbHocTb ocyiqecTBzieHM3[ 
T3KMX KOMMyHMKaqMOHHbIX TipOeKTOB Onpe4d5ieTC3I 4ZLMTeZLbHOCTbIO CyiqeCTBOBa- 
HM3I TOprOBOM MapKM Ha pbiHKe. 

B OTTLMHMe OT npe4npM3ITMM-np0M3B04MTdeM npe4npM3ITM3I TOprOBZLM eCAM M 
3aHMMaiOTC3i npoqBMxeHMeM OTqezibHbix TOBapoB, to TOzibKO b paMKax o 6 mefi pe- 
KaaMHOM KOMnaHMM npeqnpM^raa-npoMSBoqMTezni, MMe.a cooTBeTCTByioiqMe 06 - 
jmTdbCTBa nepeq nocneqHMM nepe3 CMCTeMy np^Mbix qoroBopoB m omoBbix ckm- 
40 K. E[pe 4 npM 3 iTM 3 i ToproBnM paccMaTpMBaiOT MMK KaK MHCTpyMeHT npMBneHeHM3i 
m yqepxaHM^i noTpeOMTezia b KaxqbiM onpeqeneHHHM MOMenr BpeMeHM nepe3 Me- 
X3HM3M (J)OpMMpOBaHM3I qeHHOCTM MMeHHO qaHHbIM X033IMCTByi0iqMM Cy 6 l>eKTOM. 

CneqyiomMM acneKT — coraacoBaHMe nnaHa pa3BMra>i MMK npeqnpM^raa 
ToproBziM c rmaHaMM pa3BMTM3i xo33iMCTByioiqero cy6i.eKTa b qeziOM. 

B caMOM o6iqeM BMqe b oSiqeM CMdeMe nnaHMpoBaHME xo3>iMCTBeHHOM qea- 
TenbHOCTM npe4npM3ITM3I TOpTOBZLM B 33BMCMMOCTM OT CMCTeMbI nZL3HMpOBaHM3I, 
(JropMbi peaziM3aqMM pe3yztbTaTOB m nepMoqa nnaHMpoBaHM3i mo*ho BbiqeztMTb 
npoTH03MpoBaHMe, TeKyrqee m oneparaBHoe nnaHMpoBaHMe. YHMTbiBaa, tot (JraKT, 
hto 4431 noTpe6MTenbCKMx TOBapoB 90,0% BZLM3IHM3! cpeqcTB MMK HaSnioqaeTd b 
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nepBbie mecTb-4eB.HTb MecniteB, cnMTaeM rtenecoo6pa3HbiM paccMaipiiBaTb npo- 
6aeMy c])opMMpoBaHM.a MMK Ha npeAnpiiHTiiii ToproBziM b paMKax opraHioairiiM 
TeKymero m onepaTHBHoro iMaHMpoBaHMn onepaijMOHHOM, MHBecTMitMOHHOM m 
(J)MH aHCOBOM Ae^TeabHOCTM xcmiiCTByiomero cy6i>eKTa [1, c.452]. CBH3b nnaHa cfrop- 
MMpOBaHMH M pa3BHTH3t MMK C OnepaiJMOHHOM 4,e>ITeabHOCTbIO OCymeCTBAHeTd 
nepe3 MexaHM3M nnaHMpoBaHMn onepaitMOHHbix 3aipaT, nacTbio Korapbix m xbax - 
k)tc3i 3aipaTbi Ha MMK. ILiaHMpoBaHMe pacxo 40 B Ha MMK KaK nacTM o6mero naaHa 
MHBeCTMLtMOHHOrO pa3BMTMH 40 ZL»CeH paCCMaTpMBaTbOI B paMKax MHBeCTMLtMOHHOrO 
6 i 04 »ceTa Ha npe4CToninMM nepM 04 (KBapiaa ham ro4). C pa3pa6oTKOM <])MHaHCOBbix 
naaHOB npe4npM3iTM3i nnaH no (JropMnpoBaHnio MMK CBH3aH nepe3 nnaH nociy- 
naeHM^i n pacxo 40 BaHMn 4eHeacHbix cpe4CTB. B caynae coraacoBaHiia noKa3aTeaen 
pa3BMTM3i MMK c o6iiihmh noKa3aTezniMn pa3BMTMn npe 4 npM_HTM.a ToproBan nnaH 
no MapKeTMHrOBbIM KOMMyHMKaifMIIM MO»:eT 6bITb npMH3IT K peaan3aiTMM. 

YqMTbiBaa 3HannM0CTb a6coznoTHon BennqMHbi MapKeTMHroBbix KOMMyHM- 
Kaiinn b npoitecce cjiopMMpoBaHMii TeKymnx n onepaTHBHbix nnaHOB pa3BMTM>i 
xo3>iMCTByiomero cy&beKTa, paccMOTpnM MeT 04 H onpe 4 eneHM>i 6 i 04 >KeTa MMK. 

B BKOHOMnnecKon Awreparype MeT04H onpe4eaeHna 6i04)KeTa MapKeTMH- 
roBbix KOMMyHMKaiiMM npe4craBneHbi b pa6oTax KaK oTenecTBeHHbix, TaK m 
3apy6e*Hbix MCde40BaTeaeM, a TaicKe uinpoKo o6cy:*4aiOTai npaKTMnecKMMM 
pa6oTHMKaMM Ha CTpaHMijax nepM04MnecK0M nenaTM m b Internet. Handonee 
M3BecTHbie MeT04H onpe4eaeHM>i 6i04>KeTa MapKeTMHroBbix KOMMyHMKaijMM 
OTpacKeHbi b Ta6aMLte 2. HecMOTpn Ha MHoroo6pa3ne npe4CTaBaeHHbix MeT040B 
Bee ohm MoryT Gbitb oGt^mhchh b cne4yiomMe ocHOBHbie rpynnbi: a) TeopeTMnec- 
KMe; 6) aHaaMTMKO-3KcnepMMeHTaabHbie; b) nparMaTMHHbie m r) opMeHTMpoBaHHbie 
Ha 40CTM>iceHMe HaMeneHHOM u,eAii [2, c. 142]. 



MeT 04 bi 0[ipe4e/ieiinii 5ro4>Kera MapKeTMHroBbix KOMMyHMKaijMM 



HcueciHue Memoda 


Cymnocmb Memoda 


UcmOHHUK 


TeopemmecKue Memodbi 


a) Mo4eAb onpe4e- 
AeHMii pacxo40B Ha 
MapKeTMHroBhie kom- 
MyHMKaLJMM B yCAO- 
BMilX a6cOAK)THOM 
KOHKypeHIJMM 


Upm 4>opMMpoBaHMM 6i04}KeTa Ha MapKeTMHroBBie 
KOMMyHMKau;MM b KanecTBe u;eMM npMHMMaeTOi Max- 
CMMM3au;Ma npn6bMM. Kax ycAOBMe noMyneHMA Max- 
CMMaAbHOrO 3HaneHMa npMSbMM MCnOAb3yeTCa npMH- 
IJMn COOTBeTCTBM^ KpaMHMX 3HaHeHMM 4OXO4OB M 
pacxo40B. Pacxo4bi Ha MapKeTMHroBbie KOMMyHMKa- 
IJMM npMHMMaiOTCa KaK (jjyHKIJMil OT U;eHbI M paCX040B 
Ha np0M3B04CTB0. 

P K (x) = p - P'n (x) 

P — pacxo4bi Ha MapKeTMHroBbie KOMMyHMKaijMM; 
p — ijeHa; 

P n — pacxo4bi Ha npoM3B04CTBo; 
x — KOAMnecTBO npo4yKii;MM. 


[ 2 , c.142-144] 
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Haaeanue Memoda 


Cymnoctiib Memoda 


HcmOHHllK 


6) Mo4eAL onpe4e- 
Ae hua pacxo40B Ha 
MapKeTMHTOBbie KOM- 
MyHMKaUjllM B yCAO- 
BMflX MOHOnOAMM 


IIpM (})OpMMpOBaHMM 6l04)KeTa Ha MapKeTMHrOBbie 
KOMMyHMKaiTMM B KaHeCTBe DjeAM npMHMMaeTCH MaK- 
CMMM 3 aiJM A npuCblAM. OpraHM 3 au;iia — MOHOnOAMCT 
paccMaTpMBaeT peKAaMHbie 4eMCTBMfl xax cnoco6 co- 
XpaHeHHH BbICOKOM MOHOnOAbHOM IjeHbl. 

n = [p - (Pn + P K )] X X 

11 — npnSbiAb; 

P — ueHa; 

P n — pacxo4bi Ha npoM3B04CTBo; 

P — pacxo4bi Ha MapKeTMHTOBbie KOMMyHMKaijMM; 

X — KOAMHeCTBO npo4yKijMM. 


[ 2 , c. 142 - 144 ] 


IIpamamiiHHue Memodu 


a) MeT04 (j)MKCMpo- 
BaHHoro 6i04^ceTa 


KoMnaHM^ ycTaHaBAMBaeT onpe4eAeHHbiM ypoBeHb 
paCX040B Ha MapKeTMHTOBbie KOMMyHMKapMM M 3 TM 
paCX04bI OCTaiOTCA nOCTOTIHHblMM M 3 T04a B T04, He- 
CMOTpa HM Ha K 3 KMe M 3 MCHeHMA BO BHyTpeHHeM M 
BHeuiHeM cpe4e KOMnaHMM 


[ 3 ] 


6) MeT04 M 3 KCM- 
MaABHoro 6i04^ceTa 


MeT04 npe4noAaraeT, hto KOMnaHMA opMeHmpyeT- 
C a Ha MaKCMMaAbHO B 03 M 0 )KHbIM B 4aHHbIX yCAOBM- 
ax 6K)4^ceT 


[ 4 , c. 334 ] 


b) MeT04 ocTaTOHHO- 
ro 6i04^ceTa 


KoMnaHMa Bbi4eA^eT Ha MapKeTMHTOBbie 
KOMMyHMKaiTMM cpe4CTBa, KOTopbie ocTaAMCb nocAe 
noKpbiTMa Bcex 4pyrnx pacxo40B. 


[ 3 , 5 ; 7 , c. 238 ; 2 , 
c. 145 ; 

6 , c. 290 - 292 ; 

9 , c. 704 ; 

8 , c. 274 - 275 ] 


r) MeT04 (})MKCMpo- 
BaHHoro npopeHTa k 
o6T>eMy npo4a)K 


Bi04»ceT MapKeTMHTOBbix KOMMyHMKaiTMM onpe4eA>i- 
eTOi Ha ocHOBe (|)MKCMpoBaHHoro npotreHTa k nporao- 
3 MpyeMOMy o6"beMy npo4a)K, BeAMHMHa KOToporo mo- 
)KeT SbITb paCCHMTaHa Ha OCHOBe 4aHHbIX npOHIAbIX 
act. 


[ 5 ; 9 , c. 702 ; 
6 , c. 290 - 292 ; 
8 , c. 275 - 276 ; 
10 , c. 334 ] 


4) MeT04 <|>MKCMpO 
BaHHoro npou;eHTa k 
oS^eMy npuSbiAM 


Bi04»ceT MapKeTMHTOBbix KOMMyHMKaiTMM onpe4eA>i- 
eTCJI Ha OCHOBe (J)MKCMpOBaHHOM 40AM OT BeAMHMHbl 
npMCbiAM xo 3 ^MCTByiomero cy6T>eKTa 


[ 2 , c. 147 ] 


e) MeT04 TexHunec- 
koto 6i04>KeTa 


ri 03 B 0 MJieT OtreHMTb HaCKOAbKO 40A)KHbI B 03 paC- 
TM np04a)KM M paCCHMTaTb ypoBeHb OTKAMKa Ha 
MapKeTMHTOBbie KOMMyHMKaiTMM, HToSbl nOAyHMTb 
)KeAaeMoe 3 HaneHMe pocTa npo4a)K. 

P K 

n n - ^ — - x 100,0 

n p + p + n 

n n — npopeHT pocTa npo4a^c, %; 

P . — paCX04bI Ha MapKeTMHTOBbie KOMMyHMKaiJMM; 
P n0 cr — HOCTOSHHbie pacxo4bi; 
n — npMOblAb 


[ 5 ] 
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Ha36amie Memoda 


Cymnocmb Memoda 


McmOHHUK 


>k) Onpe4eAeHne 6 k> 
42fceTa c no3MUMM 
aKIJMOHepHOM CTOM- 
MOCTM 


npe4noAaraeT paccMOTpeHMe pacxo40B Ha KOMMy- 
HMKaiJHH C TOHKM 3peHMfl MHBeCTOpa. /^HHblM Me- 
T04 npe4noAaraeT, hto yBeAMneHne pacxo40B, b tom 
HMCA e M Ha KOMMyHMKaUjMM, MMeeT CMbICA TOAbKO B 
tom CAynae, ecAM npn 3 tom B 03pacrai0T CBo6o4Hbie 
4eHe»cHbie noTOKM. 


[4, c.336-337] 


AHOAumuKo-aKcnepiiMeHmaAbHbieMemodbi 


a) MeT04 KOHKypeHT- 
hoto napMTeTa 


npn OKOHnaTeAbHOM onpe4eAeHMM CBoero 6i04>KeTa 
Ha MapKeTMHTOBbie KOMMyHMKaijMH KOMnaHM^ opn- 
eHTMpyeTCa Ha KOMMyHMKaiJMOHHyiO aKTMBHOCTb KOH- 
KypeHTOB. 


[4, c.334; 3; 

2, c.147-148; 

8, c.275-276; 

5; 9, c.702-704; 6, 
c.290-292] 


6) MCT04 (jiopMnpo- 
BaHMfl 6i04}KeTa Ha 
ocHOBe ero o6T>eMa 
3a npe4bi4ymMfi ne- 
pM04 


Bi04»:eT nAaHOBoro nepM04a KoppeKTnpyeTOi otho- 
CMTeAbHO npOHIAOrO ypOBHa B COOTBeTCTBMH C M3Me- 
HJHOmMMMOI yCAOBMUMM. 


[5] 


b) 3KcnepMMeH- 
TaAbHblM MeT04 


Bi04»:eT npuHMMaeTca Ha ocHOBe pe3yABTaT0B 
nMAOTHbIX npOeKTOB. 


[9, c.706-707] 


r) MeT04 paBeHCTBa 
40 Aen pbiHKa 


Bi04^ceT onpe4eA^eTC^ Ha ocHOBe 40AM peKAaMHoro 
pbiHKa, paBHOM 40Ae TOBapHoro pbiHKa, 3aHMMaeMO- 
ro KOMnaHMeii 


[3; 120, c.147] 


4) MeT04 4aHaxepa- 
PycTa 


npe4noAaraeT paccMOTpeHMe MapKeTMHroBbix kom- 
MyHMKaiTMM b KanecTBe HHBecraiinn. PacneT KOMMy- 
HMKAIJMOHHOrO 6l04»CeTa paCCHMTblBaeTC^ MCX04JI M3 
MaKCMMaAbHOM OT43HM MHBeCTMIJHH Hepe3: a) M3KCM- 
MM3ai(MK) npMSbIAbHOCTM pacxo40B Ha MMK; 6) MaK- 
CMMM3au;MI0 3(j)(j)eKTnBHOCTM MMK; b ) MMHMMM3a- 

itmk) nepM04a B03BpaTa MHBecTHiTHM b MMK. 


[5] 


e) MeT04 4op4>MaHa 
- CrawMaHa 


P[pe4noAaraeT pacneT 6i04»ceTa MapKeTMHroBbix kom- 
MyHMKaiTMM Ha OCHOBe nOKa3aTeAeM SAaCTMHHOCTM 
cnpoca no peKAaMe m SAacranHoern cnpoca no ijeHe. 

3 P 

P K = Ox/ 

P — 6l04^CeT MapKeTMHroBbix KOMMyHMKaiJMM; 

0 — o6mnn o6T>eM peaAM3aiTMM KOMnaHMn; 

3 — 3AacTMHHOCTb cnpoca no peicaaMe; 

— SAacTMHHOCTb cnpoca no n;eHe. 


[5] 
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Ha36ame .uemoda 


Cymnocmb Memoda 


HcmOHHllK 


)K) M 04 eAb BaMH- 
6epra 


YcTaHaBAMBaeT 3aBMCMM0cn» Me>K4y pacxo4aMM Ha 
MapKeTMHTOBbie KOMMyHMKaiTMM M M3MeHeHMeM nac- 
TM pbIHKa. 

J\ x 0 x P K0H 

u 

1 K0H 

P . — 6 l 04 >KeT MapKeTMHTOBblX KOMMyHMKaiTMM; 

4 — HaCTb paCX 040 B Ha MapKeTMHTOBbie KOMMyHM- 
KaiTMM b oS^eMe peaAM3aijMM npo4yKii;MM npe4npM- 
htm a; 

0 — o6ih;mm o6"beM peaAM3au;MM KOMnaHMM; 

P koh — pacxo4bi Ha peKAaMy Bcex KOHKypeHTOB b 
OT pacAM mam KOHKypeHTa-AM4epa; 

H — nacTb pbiHKa KOHKypeHTOB mam KOHKy peHT a- 
AM4epa 


[7, c.242] 


3 ) MO^eAb M. A. Bm- 
A,aAH m X. B. B(Mb(j)a 


]lo3BOAAeT yB>i3aTb M3MeHeHMe o 6 i>eMa peaAM3aijMM 
np 04 yKIJMM OT paCX 040 B Ha MapKeTMHTOBbie KOMMy- 
HMKaiTMM c peaKHMen pbiHKa 

y-o 

AO = /? X P K X — (1 - a) X 0 

AO — M3MeHeHMe oSTjCMOB peaAM3apMM B 33BMCMMOC- 
TM OT paCX 040 B Ha MapKeTMHTOBbie KOMMyHMKapMM; 

[3 — rpaHMHHaa BbipyHKa OT MapKeTMHTOBblX KOMMy- 
HMKapMM 4 ati 0 = 0 ; 

P — 6 l 04 »:eT MapKeTMHTOBblX KOMMyHMKapMM; 

/ — ypoBeHb HacbimeHM^ pbiHKa; 

0 — o 6 "beM npo 4 a^cM; 

a — KOB^^HUHeHT y 4 ep)KaHMJi npo4a5K Ha 04 HOM 
ypoBHe. 


[7, c.242] 


m) MOAMh ADBUDG 


OpMeHTMpOBaHa Ha CTaSMAbHbIM pbIHOK c 
TAoSaAbHbiM cnpocoM, KOTopbiM He pacniMpneTOi, T 4 e 
MapKeTMHTOBbie KOMMyHMKapMM — noKa3aTeAb pOCTa 
o 6 T>eMa npo 4 a)K mam Haem pbiHKa 

T . T y (^MaKC _ ^MHH) ^ 

5 + py 

M — o^KM 4 aeMaH 40 AA pbiHKa; 

H — 40 ah pbiHKa, 0 )KM 4 aeMaa 6e3 

KaKMX-AM 6 o MapKeTMHTOBblX KOMMyHMKaiJMM; 

Muaicc — MaKCMMaAbHan 40 aji pbiHKa, o»cM 4 aeMaa npn 
oneHb bmcokmx pacxo 4 ax Ha MapKeTMHTOBbie KOMMy- 
HMKapMM; 

P — 3(})(})eKTMBHbie paCX 04 bI Ha MapKeTMHTOBbie KOM- 
MyHMKapMM, CKoppeKTMpoBaHHbie c yneTOM KanecTBa 
COCTaBHbIX BAeMeHTOB KOMIIAeKCa MapKeTMHTOBblX 
KOMMyHMKapMM; 

y — K03(|)(|)MITMeHT HyBCTBMTeAbHOCTM pbiHKa K pe- 
KAaMe; 

6 — KOHCTaHTa, HOpMa npMSbIAM npe 4 npMATMA. 


[7, c.242] 
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Ha36aHue Memoda 


Cymnocmb Memoda 


McmOHHUK 


K) M 04 eAb 40 CTM)Ke- 
HMA Heo 6 x 04 MMOrO 
ypOBHil M3BeCTHOCra 
TOBapa (ycAym) 


Ilpe4noAaraeT oiieHKy ypoBHA M3BecTHOcm TOBapa b 
K a^C4bIM MOMeHT BpeMeHM Ha OCHOBe (j)yHKLIMM peax- 
hmm Ha peKAaMv 

^(t) ^(ons) ^ 6CX ( bt') + U( os ~) X Z + 

U (t) — ypOBeHb M3BeCTHOCTM B MOMeHT BpeMeHM t; 
U (onS ) — TC/ KTO 3Ha a paHbuie m He BM 4 eA peKAaMy, ho 
H e 3a6bMM; 

U — Te, kto 3H3A paHbuie m BM 4 eA peKAaMy; 

U ot — HOBbie, y3HaBmMe o Mapxe 3a BpeMA t. 


[5] 


Memod yeAeii u 3adan 


a) MeT 04 pacneTa 
6i04^ceTa mcxo4a m 3 
3a4aHHBix napaMe- 
TpOB 


ripe4noAaraeT onpe4eAeHMe pa3Mepa 6 i 04 »ceTa / He- 
o6xo4mmoto 4aa BbinoAHeHMA onpe4eAeHHbix Mepo- 
npMATMM m 40 CTM)KeHMA nocTaBAeHHbix ueAeM 


[10, c.274-275; 
4, c.334; 

9, c.702-706; 

6, c.290-292; 

2, c.145-148] 



ChvLMqMTezLBHbie npiOHaKM npn 3 tom — 1104x04 npn paccMOTperaiM 
npodzieMH, xapaKTep mcxo 4 hom MH(])opMaiiMM, nopn 40 K onpe4ezieHM>i KOHenHbix 
noKa3aTezieM. 

Tax, TeopeTwqecKMe MeT04H onpe4ezieHM>i 6i04*:eTa I4MK 6a3npyiOTai Ha 
ocHOBHbix noztocKeHHux MMKpo 3 KOHOMMBai M paccMaTpMBaiOT 3 Ty npo6zieMy c 
tohkm 3 peHM>i no4xo40B k (J)opMMpoBaHMio 6 i 04 >KeTa b pa 3 ziMqHbix ycaoBiiax pa 3 - 
BMTHU KOHKypeHIJMM [2, c. 142-146]. 

CyTb aHaZLMTHKO — 3KCnepilMeHTaZLbHbIX MCT 040 B — B yCTaHOBZLeHlIM 3aBMCM- 
moctm Me* 4 y 6 i 04 )KeT 0 M I1MK m M 3 MeHeHHHMii b oGieMax npo 4 a)K, yqacrasi Ha 
pbiHKe, npudhiAii. I4x OTzniqaeT Mcnozib30BaHMe MeT 040 B MaTeMaTiraecKoro M 04 e- 
ZLMpOBaHMil, 3KOHOMeTpMM, 3KCnepMMeHTOB [2, c.142-146]. 

CneijM(])HKa nparMa™qecKnx mcto 40 b b Mcnozib30BaHMe npaKTMqecKoro 
onbua. Tax, Hanpraviep, 4 AH (JiopMHpoBaHHii 6 i 04 )KeTa npo 4 BM)KeHM>i /leMaHH, 
4 oHazib 4 P., BiiHep, Paccezi C. npMB 04 >iT 4 aHHbie o cooTHomeHiixi peKziaMHbix pac- 
X 040 B h o 6 i>eMOB cGbua no ochobhhm bm 43 m npo 4 yKiiMM n bh 43 m 4 enTezibH 0 CTM 
(b COOTBeTCTBXie C KZiaCCM(])MKaTOpOM SIC). 

B cooTBeTCTBiie c npe4CTaBzieHHOM HH^opMaijMeM b npo40BOzibCTBeHHbix Ma- 
ra3MHax (SIC 5400) pacxo4H Ha peicaaMy cocraBzniiOT 3 , 6 % ot o6i>eMa peaAU3au,im, 
a ro 40 Bofi pocT pacxo40B Ha peioiaMy — 22,3% [1, crp .429-438]. Ci 04 a ace othooit 
MeT04 «KOHKypeHTHoro napMTeTa», «MeT04 paBeHCTBa 40zien pbiHKa» h 4pyrae [2, 

c. 147-149; 1, c. 429-439; 97], 

Eme 04 Hy rpynny mcto 40 b (JiopMHpoBaHwi 6 ro 4 aceTa MapKeTMHroBbix kom- 
MyHHKaiiMM npe 4 CTaBZLaiOT MeT 04 H, 6a3npyiomMeoi Ha iieznix pa3BMTiia xo3>im- 
CTByiomero cy&beKTa. PLx cneiiM(])HKa — b Koop 4 HHaqnM u,eAeii, 3a4an m cpe 4 CTB 
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peazLM3aijMM nporpaMMBi MapKeTMHroBbix kom MyHMKaijMM c yueTOM pecypcHbix 
B03M0>KH0CTeM npeAnpMTiTMTi. 

AHaan3 MaTepwaaoB o CTeneHM pacnpocrpaHeHMM m npaKTMuecKOM npMMe- 
HeHMIl pa3ZLMqHbIX MeTOAOB (J)OpMMpOBaHI13I 6 l 04 *:eT 0 B MapKeTMHrOBbIX KOMMyHH- 
KaqiiM, npeACTaBaeHHbix b cneijMaabHOM awTepaiype, ceTM Internet, no3BoznieT CAe- 
aaTb BHB 04 06 ycao)KHeHMM npoueccoB (JiopMMpoBaHMTi 6 i 04 >KeTa MapKeTMHroBbix 
KOMMyHMKarinn, 6 oaee umpoKOM Mcnoab30BaHMM 3KcnepnMeHTaabHbix MeTOAOB, 
nepexoAe ot npMMeHeHMn MeT 04 a «npoueHT ot o 6 i>eMa peaaM3auMM» k MeTOAaM 
Ha ocHOBe 3a4an m naaHa AeircTBMM. CuMTaeM, hto m 3 Bcex rpynn MeTOAOB azu i 
npeAnpMaTMM ToproBaM Han 6 oaee ueaecoo6pa3HbiM aBaaeTd (JjopMMpoBaHne 
6 i 04 )KeTa MapKeTMHroBbix KOMMyHMKaijMM Ha ocHOBe «MeT 04 a 3a4au n naaHa Aeh- 
ctbmm». Kax oTMenaeT 14. MoKMeHKo: «B oTaMUMe ot Bcex BbiuieonMcaHHbix Me- 
toaob 3tot OTziMqaeTOi nopnAKOM AeMCTBMM — CHauaaa onpeAeamoTCi u,eAu, a 
noTOM 6 iOA>KeT» [3]. IIo 3aMeuaHiiio O. TnxoHOBa: «Eczlm mbi touho 3HaeM, KaKne 
ypoBHM peioiaMbi Tpe 6 yiOTOi Aasi BbinoaHeHMa 3a4aHMa, CMCTeMa oueHb CMabHaa» 
[5]. no ony 6 ziMKOBaHHbiM AaHHbiM Ha HeMertKOM pbiHKe mctoa «MeT 04 a 3a4au m 
naaHa 4 eMCTBMM» npeBaanpyeT m Mcnoab3yeTd b 45 cayuaax m 3 100 [2, c.150]. 

TaKMM o6pa30M, cuMTaeM, uto npMMeHeHiie btoto MeTOAa no3BoaMT yBH3aTb 
AeZLM (J)OpMMpOBaHM3I MapKeTMHTOBHX KOMMyHMKaiJMM C U,eAAMll pa3BMTM3I X03HM- 
CTByiomero cy6i.eKTa, a TaKace aJiopMMpoBaTb peazibHbiM 6K>4*:eT MapKeTMHroBbix 
KOMMyHMKaL(MM, yUMTHBaKHUMM peCypCHbie B03M03KH0CTM M orpaHMueHiin npeA- 
npMUTMH P03HMHH0M TOprOBZLM. 
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2.3. PERSONAL SELLING AS AN 
ELEMENT OF THE MARKETING 
COMMUNICATION SYSTEM 



nEPCOHA/lbHHH nPO^AX 5IK EyIEMEHT 
CHCTEMH MAPKETHHrOBHX KOMyHIKAIJIM 
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JEL M31 

Abstract 

The article is aimed at determination of economic essence, advantages and forms 
of personal selling as one of elements of the system of marketing communications, 
systematization of theoretical and practical recommendations in relation to 
realization of process of the personal selling. The essense of the personal sailing 
is determined and its key features are outlined. A difference between concepts of 
«personal» and «direct» selling is shown, world experience of realization of direct 
selling is generalized. The basic approaches of the process of sale are outlined, 
main directions of its development in Ukraine are described. The role of modern 
information technologies in development of the personal selling is shown. 

Key words: marketing communications, personal selling, direct selling, process 
of selling, information technologies. 

Awmayin 

MeTa CTaTTi nozuirae y BM 3 HaueHHi eKOHOMiuHoi cymocTi, nepeBar Ta (JropM 
nepcoHauBHoro npo/faiacy m o/fHoro 3 eueMeHTiB cncreMM MapKeraHroBux KOMy- 
HiKaihu, CMCTeMa™ 3 arui TeopeTMUHnx Ta npaKTuuHiix peKOMeH4aihM mo40 34m- 
CHeHBM npoiiecy nepcoHauBHoro npo4a:*y. V CTarri BM 3 HaueHo Micqe nepcoHauB- 
Horo npo4a)Ky y cucTeMi MapKeraHroBux KOMyrntcaLUM, oKpecueHo iioro KAiouoBi 
OCohAMBOCTi. rioKa 3 aHO pi 3 HML(IO MDK nOHATTAMM «nepCOHaABHMM» Ta «npAMMM» 
npo4a>K, y 3 arauBHeHo cbItobmu 40CBi4 34 iiicHeHH>i npaMoro npo4a)Ky. OKpecueHo 
ocHOBHi ni4X04M 40 34iMCHeHH>i npotfecy npo4a)Ky, HaBe4eHo ochobhI HanpAMKM 
uoro po 3 BMTKy b YKpaiHi. TIoKa 3 aHo pouB cyuacHux iH(})opMaiiiMHMx TexHOAoriu y 
po 3 BMTKy nepcoHauBHoro npo4a)Ky. 

KAwnoei CAoea: MapKeTMHroBi KOMyrnicaihi, nepcoHaABHMM npo4a)K, npAMiiu 
npo4a)K, npoiiec npo4a)Ky, iHcJropMaijiMHi TexHoaorii. 
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ocTaHOBKa npo6zieMM. MapiceTMHr, Ha cynacHOMy eTani cboto po3BMTKy, 



BHMarae hotocb 6 Ln>moro, Hi>ic CTBopeHHH aidcHoro TOBapy, npMBaGziMBoi 



ynaKOBKM, npM3HaHeHH>i Bi4noBi4Hoi luhm i 3a6e3neHeHH>i 4ociynHOCTi 
TOBapy 4ZUI cnocKHBaniB. O4HHM i3 toziobhmx iHCTpyMeHTiB 3a6e3neHeHH>i 
no4azibmoro po3BMTKy e CTBopeHHii ecjreKTMBHoi cmctcmm MapKeTMHroBMx 
KOMyHiKaiiiM. MapKeTHHroBi KOMymKaiui 3aMMaiOTb oco6ziMBe Miciie b CMcreMi 
BMpo6HMqo-36yTOBoi 4LsizLbH0CTi ni4npMeMCTBa, TOMy mo iiBziinoTb C06010 
HaM6izibm aKTMBHy nacTMHy BCboro KOMnzieKcy MapKeTHHiy. KoMnzieKC 
MapKeTMHroBMx KOMyrnKaijiM cioia4aeTboi 3 noTMpbox ochobhmx 3aco6iB BnziMBy: 
peicaaMM, CTMMyziiOBaHHa 36yTy, nponaraH4M Ta nepcoHazibHoro npo4a)Ky. 
KocKHOMy 3 Ha3BaHHx ezieMeHTiB KOMnzieKcy KOMyrnicaiiiM npwTaMaHHi Bztacm 
cneLtMcjnqm (|)yHK4ii. Tax, peicaaMa 403B0znie iH(J)opMyB3TM cno>KMBaHiB i 
npuBepHyra 'ix yBaiy 40 TOBapiB, nooiyr a6o men (JripMM, CTBopuTM ho 3 mtmbhmm 
o6pa3 caMoro nmnpMeMCTBa, noKa3a™ iioro rpoMa4CbKy 3HaqymicTb i 
KOpMCHiCTb. CTMMyZHOBaHHH 36yTy 3a 40n0M0T0I0 KOpOTKOH aCHMX 3aX04iB 
cnoHyKae cnoacMBana npn46aTM TOBap a6o nocziyry i cnpwae (JropMyBaHHio 
criMKoro nonwTy Ha npo4yimiio i npMCKopeHHK) o6oiriB npo4a:*y. riponaraH4a 
noKziHKaHa 3a6e3neHHTM cJsipMi nonyznipHicTb, cc})opMyBaTM yflBzteHHa npo (JripMy, 
a T3KO>K npOTM4i>ITM HeraTHBHHM HyTKaM i Bi40M0CT3IM. riepCOHaZLbHMH np04a*l 
e HanGLibui ecjreKTMBHoio 36poeio MapKeTMHroBMx KOMymKaiiiM, oodzibKM 
nepe46anae 6e3nocepe4He cniziKyBaHHii y npoiieci npo4a*:y i 4ae mok^lmbIctb 
nepeTBopMTM noTeHLUMHoro cnocKMBaqa Ha B4_>iqHoro nocriMHoro KziieHTa. 

AHazii3 0 CTaHHix 40 Czii 4 *:eHb i ny6ziiKa4iM, b >ikmx 3anoHaTKOBaHo po3B'>i3aHH>i 
4aHoi npo6zieMM. AcneKTM BMKopMCTaHHa nepcoHazibHoro npo4a:*y hk ecjreKTMB- 
hoto iHCTpyMeHTy KOMnzieKcy KOMyrnKaijiM ni 4 npMeMCTBa 6yzio BMCBiTzieHO y p>i 4 i 
npaqb tbkmx BiTHM3H3HMx i 3apy6i)KHMx BqeHMx: I. AzibomMHoi, H. BaciOTKiHoi, I. 
BeztMHKO, C FapKaBeHKo, H. Fozlobklhoi, A. ^siiyH, 4>Ko66epa, L 4pa6wKa, B. 
'KaAUAO, T. ZlyK'iiHeqb, M. zlyTMiibKoi, P. FleTpoBa, T. FIpMMaK, H. PnceBa, G. Po- 
MaTa, B. Tpeiici, B. HlMniKma Ta iH. Y tom >Ke nac BMMaraiOTb no4azibmoro 40 Cii- 
4)KeHH>i Ba)KZLMBi oco6ziMBocTi npiiMoro npo4a:*y / nepeBarM i 3HaHeHMa npoijecy 
npo4a>Ky 4^131 npo4aBi4i i noKynim TOBapy, cynaCHMM CTaH i nepcneKTMBM moto 
p03BMTKy B YKpaiHi. 

MeTa CTaTTi. BM3HawrM eKOHOMiqHy cyTHicTb, nepeBarM Ta (JropMM nepco- 
HazibHoro npo4a)Ky ak 04 hoto 3 ezieMeHTiB cmctcmm MapKeTMHroBMx KOMyrnKaijiM, 
CMCTeMaTM3yBaTM TeopeTMKo-npaKTMHHi peKOMeH4ar(ii 14040 34iMCHeHHa npoire- 
cy nepcoHazibHoro npo4a)Ky. 

BMKzia4 ochobhoto MaTepiaziy. FlepcoHazibHMM npo4a>K — ije iHCTpyMeHT 
MapKeTMHTOBMX KOMyfflKatUM, 3IKMM BMKOpMCTOByeTbd 4ASI 34iMCHeHHJI np04a)KiB 
6e3nocepe4Hbo ni4 nac oco6mctoto KOHTaKTy npo4aBi4i i noKynim [1]. To6to nep- 
coHazibHMM npo4a)K e 04HMM 3 iHCTpyMeHTiB npocyBaHHJi, qacTMHoio KOMnzieKcy 
MapKeTMHroBMx KOMyHiKaLfiM i Mae xapaKTep 6e3nocepe4Hboi oco6mctoi KOMyHi- 
Kairii. 
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Ha Bi4MiHy Bi/t imirax 3aco6iB MapKeTMHroBMx KOMyrnicamn biizlmb nepco- 
HaziBHoro npo4a)Ky Ha cno>KMBana e Han6Libm npuMMM: BiH BMKopMCTOBye KOMy- 
HiKaiiii «04 mh Ha 04 mh», a He MacoBi KOMymKami, hkmmm xapaKTepn3yiOTbai pe- 
icaaMa, CTHMyziiOBaHHii 36yiy i 3 bh 3 km 3 rpoMa4CbKicTio. nepcoHazibHHM npo4a>K 
Bi4pi3H3ieTbOI TaKCKK i Bi4 4MpeKT-MapKeTMHiy, RKllll BMKopMCTOBye HeOCo6MCTiCHi 
3aco6n 4zi5i cnoHyKaHHa 40 3BopoTHbo'i peaBcqii. Y nepcoHazibHOMy npc>4a>Ki iH- 
(JropMaqiii Ha4aeTbC3i iH4MBi4yazLbHO, icHye mmtt 6 bmm 3BopoTHin sb'^ok, a Bi4no- 
Bi4Hi KopeKTMBH y 3BepHeHH^i MOxyTb 6yra BHeceHi HeraiiHo. 

Ha ocHOBi y3arazibHeHHJi npaKTMHHoro 40CBi4y y ccjrepi nepcoHazibHoro npo- 
4aacy MoacHa BiioKpeMMTM Taxi iioro rzhohobI oco6zmBocTi: 

1. Oco6MCTicHMM xapaKTep B3aeM04i’i. CniziKyiOHMCb 3 noKymjeM, MocKHa no- 
6aHHTM iioro peaKqiio Ha npono3Mimo, HeBep6azibHi cnmazni, BM3HaHHTM iioro 
HacTpiii, bmubmtm OHiicyBaHHJi 14040 npo4yKTy Ta oGoryroByBaHHii, 3MiHnra cboio 
noBe4iHKy. 

2. MocKziMBicTb HaoHHoi 4eMocrpaim xapaKTepMCTMK npo4yKTy. CnocKMBane- 
Bi Ha4aeTbC3i MOxziMBicTb Ha Bztacm oni noGanMTM TOBap, cnpo6yBaTM iioro b 411. 

3. Mo)KZLMBicTb Haziaro4)KeHH>i TpnBazinx i nztHHnx CTOcyHKiB 3 noKymjeM. 
npo4aBe4b, hkmm npame BCTaHOBHTM 40BroTpMBazti CTocyHKii 3 icaieHTOM, nmpo 
nepeMMaeTbca iioro npo6zieMaMM i noTpe6aMH i HaMaraeTbd aKHaiiKpamMM hm- 
hom ix 3a40BMbHMTM, mo He Moxe He npiiBepHyra 40 Hboro yBaiy i oco6iicry cmm- 
naTiio cnoacMBana. 

OcTaHHiM qacoM Bee 6Libmoro nomnpeHHJi Ha6yBae po3noBCK>4)KeHH>i to- 
BapiB 3 a MeT 040 M np>iMoro npo4a)Ky. np^MHii npo4a>K nacTo oTOToxHioiOTb 3 
nepcoHazibHMM npo4acKeM, npoie eKOHOMiqHa cyTHicTb qnx noHUTb 4emo Bi4pi3- 
HueTbcn (Ta6zi. 1). 

Orxe, npuMMM npo4a)K — qe MeT04 peazii3aim TOBapiB i nooryr KmrteBOMy 
cnoacMBany no3a MeacaMH Micm> CTamoHapHoi po34pi6Hoi TopriBzii iimaxom iH4M- 
Bi4yazibHoi qn rpynoBoi npe3aHTami, y tom qac jik nepcoHazibHMii npo4a)K BMcry- 
nae iHCTpyMeHTOM MapKeTMHroBMx KOMyHiKaii, mo 3acrocoByeTboi y npocyBaHHi 
npo 4 yK 4 ii BMpo6HMKa ni 4 nac ocodncToro KOHTaKTy npo 4 aBna i noKynmi- 

BBaxaeTbcn, mo neprna KOMnamn y raziy3i npuMoro npo4a>Ky 6yzia 3acHo- 
BaHa y 1855 pom 4*eMMCOM Po6iHCOHOM FpeiiBCOM, hkmm po3po6nB M04ezib 6i3- 
Hecy, mo nepe46anazia Bi4Bi4aHHn mozlo 4 mmm zno4bMM noTeHimiHoro cno>KMBaqa 
i npo4a)K iioMy TOBapy 3a 3pa3KOM [2]. Hnm b npuMOMy npo4a*:y 3aiiHJiTo 6LibiH 
Hi>K 100 MZLH. ZH04eM no BCbOMy CBiTy 3 piqHMM o6opOTOM 6ylM3bKO 22 MZip4. 40Z1. 
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Ta&uupt 1 

Inmepupemat^ist iiohhtth «np5iMMM npo/ia>K» y pi3HMx 4»cepeuax 



AxepeAO 


Bu3HaneH.HH 


DSA — AMepMKaHctKa 
acouiaijm np^Moro npo4a;«y 
(www.dsa.org) 


npflMMii npo4a)K — tie npo4a)K npo4yKu;ii nn nooiyr 

a6o Biu-Ha-Biu cno^KUBaueBi, a6o illuixom rpynoBnx 4eMOHcrpa- 

ijm 


SELDIA — GBponeiicLKa 
acouiaijm np^Moro npo4a3Ky 
(www.seldia.eu) 


np^MMM npo4a)K — MeT 04 npocyBaHiw i npo4a>Ky b po34pi6 
TOBapiB i nooiyr 6e3nocepe4Hbo cno)KnBauaM y ix 6y4MHKax 
a6o y 6y4b-AKux muiux noMeniKaHHAx, mo 3Haxo4ATbcn no3a 
MiCLIAMM p034pi6H01 TOpriBAi. 


YAnn — YKpai'HCbKa acomauni 
np^Moro npo4a)Ky 
(www.udsa.org.ua) 


ripAMMM npo 4 a)K — tie peaAi3aimi TOBapiB Ta nooiyr KimjeBOMy 
cno^KMBauy 3a Me>KaMM 3BnnanHHx Micrib po34pi6Hoi TopriBAi 
uiaaxom iH 4 MBi 4 yaABHoi npe3eHTaLiii TOBapiB un nooiyr. 
XapaKTepHMMM pncaMn np^Moro npo 4 a^cy e 6e3tiocepedHiu 
KOHmaKtn 3i cno)KnBaueM y 3pyuHOMy 4 aa hboto Miciji, 
deMOHcmpania npodyicpii Ta BnnepnHa KoncxjAbmapisi npodaepn 
14040 nei Ta MO)KAMBOCTen 6i3Hecy np^Moro npo4a>Ky 


Wikipedia 

(www.wikipedia.org) 


ripAMnii npo4a>K — Lie npo4a)K cno^cnBunx TOBapiB un nocAyr, 
m;o 34incHioeTbCA no3a cramoHapHnMn TonicaMM po34pi6Hoi 
TopriBAi 



YcnimHMM 40CBi4 3 acTocyBaHH>i MeTO4y np^Moro npo4a:*y Mae Taiam kom- 
naHur «Avon Products, Inc.», axa 6yua 3acHOBaHa y 1886 potfi /3,eBi40M MaKKou- 
HeuuoM. BiH ycBi40MMB, mo caMe ckIhkm MO*yTB ct3tm 04HMM 3 HanBa^roiMBiiiiMx 
KOMnoHeHTiB KaHaay np^Moro npo4a*:y. Ha 4 aHiiM uac 40xi4 KOMnaHii croia4ae 
SLiBine 9 Map4. 40 a., a TOBapu KOMnaHii npo 3 noBCK> 4 )KyroTB 6 mm. ToproBux 
npe4CTaBHMKiB no BCBOMy CBiTy [3] . 

B YKpaiHi 6ypxanBMu po3BMTOK np^Moro npo4a:*y nouaBOi nicua 34o6yroi 
Hero He3aae>KH0CTi. Y 2001 poni 6yao CTBopeHo YKpamcBKy acoiuaidro np^Moro 
npo4a*:y, ma Ha 4aHMM uac o6e4Hye y CBoeMy croia4i 9 KOMnaHin-uuemB Ta bxo- 
4 mtb 40 GBponeMCBKo'i aconiaim np^Moro npo4a>Ky i CbItoboi (J^epaid'i acoijia- 
ijiM np^Moro npo4a*:y [4]. 

3HaueHH>i nepcoHauBHoro npo4a>Ky 3pocTae 3 ko>ichmm pokom. Mkuio paHirne 
BiH, iiK 3aci6 KOMnueKcy m apKeTMHroBirx KOMyrnKaijin, 3ktmbho BHKopncTOByBaBCii 
uMine Ha pHHKax TOBapiB npoMMcaoBoro npn3HaueHH>i, to CBoro4Hi nepcoHauB- 
hmm npo4a)KeM 3aidHuyeTBai npaKTMUHo 6y4B->iKHn npoijec npunHUTTH pimeHHJi 
npo KyniBuro >ik KiHLfeBMMM cno>KHBauaMH, TaK i npe4CTaBHMKaMM pi3HMx opra- 
Hi3aL(iM i nmnpneMCTB Ha puHKax TOBapiB i nooiyr. 3Ba*:arouM Ha ije, BMHMKua 
HaraziBHa Heo6xi4HicTB b 0B0U04iHHi TexHoaoriero nepcoHauBHoro npo4a:*y 4451 
ycix (JraxiBijiB, axi TaK hh mamie 3a4biHi b nponeci npo4a*:y — ToproBMx npe4- 
CTaBHMKiB, po34pi6HMx ToproBijiB, KOHcyziBT aHTiB 3 npo4a:*y, (J)axiBL(iB 3 peroiaMM: 
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3araziOM ycix, xto opieHTOBaHMM Ha c})opMyBaHH3i i ni4TpnMaHH3i 40 BrocTpoKOBiix 
Bi4HOCMH 3i CB01MH KZlieHTaMM i nOKynipMH. 

AMepMKaHCBKMMM 40CU4HHKaMH, nOHHHaiOHM 3 Kmq31 60-x poKiB MMHyzioro 
ctozuttii, 6yzm c^opiviyzibOBaHi n'rrrb ochobhmx ni4X04iB 40 34iMCHeHH3i npoqecy 
npo4a)Ky [5]: 

1) flpo4a*: / mo cnpiiMOBaHHM Ha craMyziiOBaHHa Bi4iyicy. Y qbOMy Biina4- 
Ky BMKopMCTOByeTboi MeT04 noBTopHoro ni4TBep4)KeHH>i. Ilpo4aBeqb yMizio bm- 
KopMCTOBye 3aKpHTi 3anriTaHHm pa3 3a pa30M oTpMMyiOHM Bi4 icaieHTa Bi4noBi4b 
«T3K» 40 tm, noKM kthciht He noro4MTbd 3 ToproBoio npono3iiqieio. HariSLibiiioro 
po3noBCK)4)KeHH>i Taxa MeT04MKa oTpwMaaa y TezieMapKeTMHiy 3 bhkopmct3hhhm 
T eaeBi3iMHMx nporpaM, y tikmx cnocKMBana ni4uiTOBxyiOTb TepMiHOBO 3B'3i3aTHCb 3 
npo4aBqeM 47131 BiipiiiieHHa iioro npodzieMM. 

2) ]lpo4a)K / cnpiiMOBaHMM Ha ynpaBziiHHJi ncMxozioriqHHM craHOM. Ilpo4aB- 
qi, iqo BMKopMCTOByiOTb qio MeToqracy, BiixoqiiTb i3 Toro, iqo cnoacMBan y npoqeci 
KyniBTii npoxoqMTb neBHi nociiqoBHi CTaqii ncnxozioriqHoro craHy. 3aB4aHH>i npo- 
4aBq>i no7i3irae y TOMy, iqo6 BMKZLMKaTM i npoBecra noKynqii qepe3 Bci qi craqii. 

CaMe b paMKax qboro niqxoqy 6yzia po3po6zieHa MeroqHKa AIDA — CKopo- 
qeHa adpeBiarypa aHMOMOBHux TepMimB (A — attention, I — interest, D — desire, 
A — action). HariqacTiiiie q3i MeToqwKa BiiKopMCTOByeTbCH y npiiMiix npoqaacax Ha 
CTani niqroTOBKM i npoBeqeHHJi npe3eHTaqiii. 

3) Ilpoqa*:, iqo cnpiiMOBaHMM Ha 3a40B0zieHH3[ noTped, GLibinoio Mipoio 
opieHTOBaHMM Ha cnocKiiBana Ta iioro OHiKyBaHHu. Uq MeioqMKa bmxo4mtb 3 Toro, 
iqo cnoxMBaq Kynye TOBap 3 mctoio 3a40B07teHH3i cboix noTped. (Doice, ochobhiim 
3aB4aHH>iM npoqaBqii e BwiBZLeHHJi i BM3HaqeHH3i peazibHHx noTped cnodCMBana. 
nicTiii qboro Bin nepexoqiiTb 40 (J)opMyznoBaHH3i BziacHoi npono3Mqii, 3a7ie>icHo Bi4 
Toro, HacicLibKM BOHa Mocice 3a40B0zibHMTM cnOyKiiBana. 

Y Meacax qboro ni4X04y po3po6aeHi MeraqiiKM, b ochobI 3ikmx aeaciiTb no- 
CTaHOBKa BipHo cc|)opMyzLbOBaHnx 3annTaHb. ripn qbOMy BMKopMCTOByeTboi neBHa 
noc7ii40BHicTb TimiB 3aroiTaHb, 3iKa, 3peuiToio, 403B0A5ie bmubmtm noTpedii i aK- 
Tya7ii3yBaTM ix 4 asi cno)KMBaqa. Haii6LibiH noumpeHoio e MeTO4MKa nocTaHOBKii 
3anriTaHb SPIN. 

BiiKopircTOByiOHM qen ni4xi4 npo4aBeqb 3acTocoBye 5 TuniB 3aroiTaHb 
(Ta6a.2): 



Tun it 3 annTaHb 3a MerO/qiKOio SPIN 



Tt&JMVfl 2 



Tun lanumcmm 


XapatcmepucmuKa 


Cmyaipjori 

(Situation) 


Ix 3 a 4 aiOTb Ha nouaTKy 6eci4M, bohm cnp^MOBam Ha ^JopMyBaHHH 30 hm 40BipM, 
a t 3 ko>k OKpecAeHHa peaABHo’i CMTyauif. /\az 34 iiicH 6 HHa ycniniHoro npo4a^cy 
Ba^KAMBO 04ep^caTM MaKCMMaAbHO 40Kaa4Hy imjjopMaijiio npo KAienra Ta iioro 
6 i 3 Hec. Mo>KHa BMKopMCTOByBam ak caMi 3 annTaHHa 40 iGiieHTa, Tax i iH(j)op- 
Mauiio, mo MicTMTLca y 4oroBopax, 40KyMeHTax, onuTyBaABHiix Ancrax Ta iH. 
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Tun MnumamiH 


XapaKmepucmma 


FfpoSzieMHi 

(Problem) 


Cyrb mix 3annTaHb noAarae y OTpnMaHHi im^opMaim Bi 4 KAieHTa 111040 iioro 
He3a40B0AeH0CTi icHyiOHHM noAOyKeHHHM (TOBapoM a6o nocAyroio). U,eii eTan 
e Ba^KAMBHM 4 An po 3 yMiHHA icHyBaHHH npod^eMM i CTyneHA He 3 a 4 aBOAeHOC- 
Ti KAieHTa. 


BmiBAfliOTi 

(Implication) 


Ili 4 nac Bi 4 noBi 4 i Ha m 3anirraHHJi 40 KAieHTa npnxo 4 MTb ycBi 40 MAeHHJi 
Toro, mo 6e34iAAbHicTb / Bi4KA34aHHH BiipimeHHH npodAeMM 34aTHi AMme 
ycKAa 4 HMTM iioro cmyamio. 04ep>KaBmM BM3HaHHA KAieHTa npo Te, mo 
npodAeMa icHye, npo 4 aBeijb noBMHeH c^opMyBaTM y hboto niTKe po3yMiHHA 
Heo 6 xi 4 HOCTi BnpimeHHA npodAeMM a 6 o 3a40B0AeHHA CBoei’ noTpedn 


CnpHMOByiOHi 

(Need-payoff) 


npo4aBeiib cnpAMOBye KAieHTa y 6iK nornyKy BMro4M Bi4 npimdaHHii TOBapy 
hm nocAym. U,eii TMn 3anMTaHb no 6 y 40 BaHnii t3kmm hmhom, mod KAieHT, 
Bi4noBi4aiOHM Ha hmx, caM nepeKOHaBOi, mo OTpuMae no3MTMBHMii pe3yABTaT, 
yKAaBmn yro 4 y 3 npo 4 aBiieM 



/IxcepeAo: ctyopMoatmo m ocnoei [6 ]. 



1 ) Ilpo/ta*:, opieHTOBaHMM Ha BnpiuieHRa npo6zieMM e ztoriHHiiM npo40B)KeH- 
hum nonepe4Hboro Bii4y npc^axy, azie BiH Haroaomye He Ha BMUBaeHHi noTpe6 
cnoiKMBaHa, a Ha BM 3 HaieHHi npo6aeM, aid xone BMpiuiMTM noKynenb. 3 aB 4 aHHHM 
npo4aBL(a e BMUBaeHHa npo6aeM, aid Typ6yiOTb noKymia i Ha4aHHa npono 3 MLUM 
14040 BapiaHTiB ix BiipimeHHa 40 tm, noKM yro4a He 6y4e yicaa4eHa. TaKwii BM4 
npo4aacy 3 acTocoByeTbca b ocHOBHOMy Ha piiHKy TOBapiB BMpo6HMqo-TexHiqHoro 
npM 3 HaHeHHa i 3 acTocoByeTbca 14040 TOBapiB, aid noTpe6yiOTb cicaa4Horo TexHin- 
Horo BHpimeHHa, a6o kozlm BapricTb yro4M e 4yace bhcokoio. 

2) KoHcyzibTaqiMHMM npo4aac. Y qbOMy Bwna4Ky npo4aBe4b BMCTynae y ukoc- 
Ti excnepTa, hkmm 4onoMarae noicynqio 3po6MTM Bii6ip. Hen ni4xi4 3acTocoBy- 
eTbca, HanpMKzta4, y Mara3iiHax KOMn'iOTepHoi TexHiKM. ripo4aBe4b Mae Boao4iTM 
BezLMKMM o6caroM TexHiHHwx 3HaHb i BHCTynaTM excnepTOM 14040 CBoei TOBapHoi 
rpynM. 

OcTaHiM nacoM 3'aBMBca hobmm ni4xi4 40 34iiiCHeHHa nepcoHazibHoro npo- 
4aacy — Tax 3B3 HHM «6mmm npo4aac» [7]. 3ri4HO 3 4MM ni4X040M npo4aac Moace 
6yTM ycniuiHHM TiabKM b TOMy BMna4Ky, aKmo BiH Bi4KpMTMM, miipMM i 3aCHOBa- 
hmm Ha peKOMeH4a4iax B4aqHMx KZLieHTiB. «Bmmm npo4aac» — 4e He npocTO HOBa 
TexHozioria npo4aacy, 4e neBHa (J)izioco(})ia MMCieHHa npo4aB4a. BoHa nepe40a- 
qae, 140 44a ycniuiHoi no6y40BM npo4ecy npo4aacy He40CTaTHbo MaTM aidcHMM 
npo4yKT, rapHMM o(J)ic Ta npMBaGziHBy 4iHy. BicpaM Heo6xi4Hoio e acMBa yqacrb y 
aciiTTi i npo6aeMax KaieHTa, yMiHHa cniBqyBaTM i po36npaTMca b iioro noipeBax, 
poGziaHM 4e mnpo i «Bi4 4ymi». 

51k CBi4HMTb npaKTMKa 4iazibH0CTi 6LibmocTi cyqacHMx yKpaiHCBKMx KOMna- 
mii, bohm Bi 4 X 04 aTb Bi4 MapKeraHiy, opieHTOBaHoro nepeBaacHo Ha yicaa4aHHa pa- 
30BHX yro4. 3aMicTb 4boro bohm npaKTMicyiOTb MapxeTMHr B3aeM0Bi4H0CMH, npn 
aKOMy oco6ziMBa yBara npM4iziaeTbca ni4TpMM4i B3aeMMH i3 icaieHTaMM, 3a40B0- 
zieHHio ix noTpe6, 4onoM03i y BMpiuieHHi npo6aeM [8]. ToMy KOMnaHii po3yMiiOTb, 
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mo npo4aBqi Ha eTani 6e3nocepe4Hboro cnLiKyBaHHJi 3 KaieHTaMM e tmmm zlk>4b- 
mm, mi 3a6e3neHyiOTb npocyBaHHa TOBapy, a ix HaBMHKM y oco6mctmx npo4a*:ax 
Bi4irpaiOTb KaiOHOBy pozib y qbOMy npoqeci. 

Haii6iabm acKpaBo poab nepcoHazibHoro npo 4 a>Ky npomznieTboi Ha pwHicy 
TOBapiB npoMMcaoBoro npn3HaqeHH>i. IJe noB'maHO 3 oco6zihboctjimm yxBaaeHna 
icaieHTOM pimeHna npo KyniBaio i y cneLmcjnqi Bi4H0CMH y ccjsepi B2B. 3 k npa- 
bmzlo, bmcokmm piBeHb CKaa4Hocri TOBapiB BMpo6HMqoro npM3HaqeHHa noTpe6ye 
npoBe4eHH>i o 6 ob' 5I3 kobmx nonepe4Hix KBaai(J)iKOBaHMx KOHcyabTaqiii 3 nocra- 
HaabHMKOM. OKpiM TOTO, yMOBM Ta OCo6ziMBOCTi 36yTy TaKMX TOBapiB nOTpe6yiOTb 
Bi4 cneqiaaicTiB 3i 36yTy Bi4noBi4Hwx TexHiqHwx 3HaHb, 40 CBi 4 y, yMiHb i TBopnoro 
oco6MCTicHoro ni 4 X 04 y, mo Haimpame peaai3yeTboi caMe qepe3 nepcoHaabHMM 
npo4a*:. 

Hea6xiaKMM 4onoMi)KHMM 3aco6oM y nepcoHaabHOMy npo4a:*i e cynacm Tex- 
Hoaorii. 3aB4mn hum nepcoHaabHHH npo4a>K y40CKOHaaioeTbai i nonwHae po3- 
BMBaTMd 6Libiii 1HBM4KHMM TeMnaMM. Mo6LibHi TexHoaorii, 6e34poTOBMM Imep- 
HeT (Wi-Fi) 4onoMaraiOTb m npo4aBLyiM, Tax i cno>KMBaqaM oTpMMaTM noTpi6Hy 
iHc[)opMat(iio i 3po6nTM Heo6xi4Hy im 4iio y 6y4b-mnn nac [9]. 

3 k npaBMao, cynacHMM noKynqeM BHCTynae 4iaoBa yH04MHa, y moi 4y*e 
Maao qacy Ha nornyK iHtJropMaim npo npo4aBim i Heo6xi4Hy npo4yKqiio. ToMy, 
npn BMHMKHeHHi noTpe6n b TOBapi a6o nody3i, noKynqi see qaerime B4aiOTb- 
ch 40 nomyKy iHtJjopiviaim b Mepe>Ki ImepHeT, mo 3HanHO ocoponye qae Ha no- 
myK i nopiBHJiHHJi TOBapiB i npo4aBqiB, 5iKi 6 BiqnoBiqaan neBHMM 06'eKTMBHMM 
i cy6'eKTMBHMM BMMoraM. To6to cyqacm IT-TexHoaorii i3 BMKopMCTaHHHM Be6- 
caimB 403Boa>noTb 4onoMorTM KaieHTy 3po6iiTM Bw6ip y 6iK KOMnami i npMiiiBHq- 
imiTH npoqec npnMHjrnn pimeHHii Ha eTani yicaaqaHHii yro4M. 

CynacHMM KOMnaHiaM ciiq BMKopMCTOByBaTM ImepHeT, mo 6 3aqiKaBMTH 
cnoacHBana, 3po3yMiTH iioro noTpeBn, no 6 y 4 yBaTM 3 hmm 6 Libiii Ticm CTocyHKM. 
CnocKMBan CTae qeqaai BHMoraHBiiHMM, TOMy iioro qeqaai qaerime npMBa 6 aioe He 
TizibKM (i He CTiabKM) HM3bKa qma, npMBa 6 aMBa npono3Mimi hh iyqHa peicaaMa TO- 
Bapy, a, nepm 3a Bee, penyTaqbi npoqaBqii, piBeHb qoBipn 40 hboto, Hammcrb mu- 
pot Typ 6 oTM npo cnoacMBana. CnoacuBaq, cboeio qeproio, CTae KaioqoBoio aaHKoio 
y npocyBaHHi npoqyKqii BMpo 6 HMKa, TOMy mo 4 y*e qaero caMe Ha iioro BqmHi 
(nil HeraTMBHi) BiqiyKM cnupaiOTbOi inuii cnroicMBani, npMiiMaioqM pimeHHH npo 
KyniBaio. 

Bmchobkm. Ypi3HOMaHiTHeHH>i noTpe 6 cnroiaiBaqiB npn3B04MTb 40 36LibmeH- 
hh HacimeHocTi piTHKy TOBapaMH i nocayraMM Ta nomu hobmx (Jropivi i MeT 04 iB 
KOHKypeHqii. Y qnx yMOBax Tpa 4 MqiMHi iHCTpyM chtm MapKeTMHroBMx KOMym- 
Kaqiii, TaKi m peicaaMa i CTMMyaiOBaHHii 36yTy, noCTynoBO BTpaqaiOTb cboio qi- 
eBicTb. Cno>KMBaqi, sqiiicHioioqM Bn 6 ip cepe 4 HMcaeHMx npono3HqiM, Bee 6 iabuie 
opieHTyiOTboi Ha BaacHnii 40 CBi 4 i Ha no3MTMBHi peKOMeH 4 aqii iHuinx 3a40Boae- 
hhx cno*MBaqiB. Y qnx yMOBax 3HanHO 3pocTae poab nepcoHaabHoro npo 4 a*:y 
3iK iHCTpyMeHTy MapKeraHroBHX KOMyHiKaqiii, tikmm HaiiKpame 3-noMi)K iHumx 
3aco6iB KOMyHiKaqiiiHoro MiKcy 403Boaiie Haaaro 4 MTM i ni 4 TpMMyBaTM TicHi 40 - 
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6p03MqZLMBi CTOCyHKM 3 iCHyiOUMMM KZUGHTaMIl n^npHEMCTBa i 3aZLyqaTM 3a ix 
4onoMoroio hobhx cno>KMBauiB. IJjBOMy cnpuae t3ko>k BMHMKHeHHH hobmx (])opM 
i MeT04iB npo4a)Ky, 30KpeMa Taiaix, mi 403boajiiotb KocKHOMy oKpeMOMy icdeH- 
Ty Bymym cboio BaroMicTB i mrapy 3aiuKaBZLemcTB npo4aBLpi y BMpimeHHi ftoro 
npo6zieM. Qrxe, nepcoHauBHMfi npo4a)K e HaiihLiBm ocohucTicHo opieHTOBaHMM 
iHCTpyMeHTOM KOMnzieKcy MapKeTiiHroBnx KOMyrnKaiRfi, mo i 3a6e3neuye fioro 
ycnix Ha cyuacHOMy eiani po3BMTKy MapKeTMHiy. 
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2.4. EXHIBITIONS AS THE EFFECTIVE TOOL 
OF MARKETING COMMUNICATIONS 

BHCTABKH flK EOEKTHBHHH IHCTPYMEHT 
MAPKETHHrOBHX KOMyHIKAU,IH 



Lutsii K. M. 

Ayyiii K. M. 



Abstract 

The article is aimed to study the characteristics of exhibition and fair activities 
as an effective tool of marketing communications. The paper reviews the theoretical 
and applied aspects of using exhibitions in marketing communication system. 
Defined the role of exhibitions in the socio-economic development of Ukraine. 
Proved that the exhibition activity is a very effective and influential element of 
communication policy, especially in the process of finding and attracting new 
potential and actual customers. 

Key words: exhibitions, marketing communications, communicative activities, 
direct-mail. 



Anomayu 

MeTOIO CTaTTi e 40 GU 4 )KeHH>I OCoGuMBOCTeM BMCTaBKOBO-flpMapKOBOl flWAb- 
HOCTi iiK ecjreKTMBHoro iHCTpyjvreHTy MapKeraHroBnx KOMymKamM. B cram po3TAsi- 
Hyro TeopeTHUHi Ta npuKua4Hi acneKTii BMKopwcTaHHrr BMCTaBOK b cucTeMi Map- 
KeTMHrOBMX KOMyHiKailiM. BM3HaueHO po Ab BMCT3BOK y COIliaUBHO-eKOHOMiUHOMy 
p03BMTKy YKpaiHM. 06fpyHTOBaHO, mo BMCT3BKOBa 4LSIUbHiCTB e 4y>Ke e(J)eKTMB- 
hmm Ta BnuMBOBMM eueMeHTOM KOMyHiKaqiuHo'i nouiTMKM b nomyKy i 3auyueHHi 
HOBMX nOTeHIjiMHMX Ta (JraKTHUHUX KaieHTiB. 

KAWHoei CAoea: BMCTaBKM, MapKeTMHroBi KOMyHiKami, KOMyHiKaTMBHa 4hiub- 

HicTb, 4upeKT-Meim. 



C OLfiaZLbHO-eKOHOMiUHIIU P03BMT0K YKpaiHM CynpOB 04 )KyeTbOI nOCTiMHMM 
3pocTaHHnM MacmTa6iB BMCTaBKOBoi 4hiubH0CTi. 3ri4Ho 3 Teopieio 
MapKeTMHiy i npaKTMUHoro Be4eHHrr 6i3Hecy b YKpaim BMcraBKOBa 4isiubHicTb 
e noTyjKHMM 3aco6oM KOMyHiKami, mo noe4Hye b co6i MapKeTMHroBi aicim, 
peicuaMy, 40 di 4 *:eHHrr pMHKy Ta 3 b'h3km 3 rpoMa4CBKicTio. 3araubHOB>KMBaHMM 
po3yMiHH3M noHsrrni BMCTaBKM e TpaKTyBaHHn ii jik noKa3y 40 OirHeHb B 
eKOHOMim, Haym, Texmm, KyubTypi, a t3ko>k b iHmMX rauy35ix cycniubHoro tkmtth. 
BMCTaBKOBa rauy3B b YKpaim 4 MHaivriuHo po3BMBaeTboi i 3Haxo4MTboi y ccjrepi 
OCOhuMBOi yBaTM 4ep>K3BM. BM3HaHHJI y CBiTi yKpaiHCBKMX BMCT3BKOBMX KOMnaHih, 
CTBOpeHHfl BMCT3BKOBMX IjeHTpiB Mi>KHap 04 H 0 T 0 piBHfl, 3 04 H 0 T 0 60 Ky, Bi4KpMBae 
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Hcrni MCDKZLMBocri, 3 inuioro — BMMarae HaaecKHoi npoiJieriMHoi ni/troTOBKM Ta 
OIjiHKM BMCT3BKOBMX 3aX04iB. YqaCTB B po 60 Ti BMCT3BOK 6 e(J)eKTMBHMM i nOTy>KHMM 
3aco6oM (J)opMyBaHH>i MapKeTMHroBMx KOMymKaijiM ni/tnpMeMCTB. HaBpn4 tm 
6y4B->iKMM inuiMM 3 iHCTpyMeHTiB MapKeTMHiy Mae 34aTHicTB npe4CTaBMTii b yciii 
noBHOTi ni 4 npM 6 MCTBo i iforo npo 4 yKiiiio, 04 HoqacHO Ha 4 aioqM MOvKzniBicTB 
0 C 06 MCT 0 r 0 KOHT3KTy i3 KZlieHTaMM. 

Bl-ICTaBKOBa 4LSLlBHiCTB — 04 MH 3 HanGiaBLU CKZia4HMX Ta iHTerpOBaHMX BM- 
4iB MapKeTHHTOBHX KOMyHiK3LfiM . BoHa BKZLIOqae BMKOpMCTaHHH BCix 40 CTynHMX 
iHCTpyMeHTiB npo4a:*y i KOMymKaiiiM — nouiTOBi po3CMaaHH>i, TeaeMapKeTMHr, 
peicaaMy Ha Teae6aqeHHi ii y npeci, peKaaMHi iumtm, na6aiic piiAeiimm, po34a- 
BaHHii 3pa3KiB i cyBeHipiB, 6yicaeTiB Ta peicaaMHMx zimctIbok. Y 4o6pe cnaaHOBa- 
HiM BMCTaBKOBiii po6oTi HaiietJjeKTiiBHime noe4HyiOTBOi yci 3ra4am iHCTpyMeHTM 
4 ah 4ooirHeHHJi iHBM4Koro 3BopoTHoro 3B'ji3Ky — yicaa4eHHJi yro4 3 KaieHTaMM. 
CTpiMKMM P03BMT0K TeXHOZlOriM y CyqaCHOMy CBiTi, KOpOTKMM CTpOK >KMTTH iHHO- 
BaijiM, mBM4Ki 3m1hm b eKOHOMinHOMy, noaiTMHHOMy )KMTTi, HayKOBO-TexHiqHOMy 
Cepe 40 BMmi nOCMZHOIOTB 3HaHeHHH TaKMX KOMyHiKaTMBHMX 3aX04iB, UK BHCTaBKM, 
BMK0piTCTaHH3 HKMX 4a6 3MOiy a4eKB3THO peaiJBaTM Ha 3MiHM Ta 03HaM0MZH0BaTM 
3 4ooirHeHHaMM b pi3HMx ajiepax HayKM, TexmKM, etcoHOMiKM iimpoKi Koaa 3aiji- 
KaBaeHMx oci6 i cycniziBCTBo 3araaoM. 

Heo6xi4HicTB BMcraBOK imijiioeTBai HaMaraHHJiMM CKoop4MHyBaTM y qaci ii 
npoCTopi Ta 4onoMorTM «3yCTpiTMd» nonwTy i npono3MLtii. BncraBKOBa 4i5LiB- 
HicTB Mae 6araTo qLieM, cepe4 hkmx oco6aMBe 3HaqeHHa Ha4aeTBd peicaaMyBaHHio, 
iH(J)opMyBaHHio noTeHijiHHMx cnroiaiBaniB npo n^npueMCTBo i moto npo4yK4iio, 
a TaKocK o6Mmy KOMepijiMHOio mcJiopMaLtieio, umpoKOMy BMCBiTaeHHio BMcraBKO- 
bhx npoiieciB y 3aco6ax MacoBoi iH^opMauii. Ha 6a3i eKcno3Mi(iM bmct3bok opra- 
Hi30Byi0TBC3I KOpOTKOCTpOKOBi KypCM, HayKOBO-TeXHiqffl CeMiHapM, KOHcJrepeHLlii, 
pi3HOMaHiTHi 3ycTpiqi, npec-Kaydn, KOHcyaBTyBaHHa Ta 6araTo miraix 3axo4iB. 

3HaqeHH>i BMcraBKOBoi 4isLiBH0CTi He o6Me:*yeTBai tltbkm oKpecaeHMM. 
YqacTB y BiicraBKax Ha4ae MOxzmBicTB eKcnoHeHTOBi (JjopMyBaTM cycnLiBHy 4yM- 
Ky npo ce6e, 4eMOHCTpyioqM He tmbkm npo4yKiiiio n^npneMCTBa, a ii bmcokmm 
piBeHB KBaaitJnKaijii nepcoHaay, etJreKTMBHe cnLiKyBaHHH 3 noTeHLUMHMMii icaieH- 
TaMM, rpoM a4CBKicTio / 3aco6aMM MacoBoi iH(})opMaqii. 

3azcami npmumi ymcmi y eucmaemx: 

m 36iaBmeHH>i o6ony npo 4 a)KiB; 

■ KOHTpOZLB KOHKypeHTOCnpOMOaCHOCTi (})ipMM; 

■ Bii3HaqeHH3 eKcnopranx M0)KaMB0CTeM TOBapiB; 

■ BHBHeHHil 3araZLBH01 KOH IOHKTypH B raay3i (4MHaMiKa 3MiH, TpeH4M i T.4.); 

■ o6m1h 40 CBi 40 M; 

■ P03BMT0K CniBpo6iTHH4TBa; 

■ cnocTepecKeHHii 3a KOHKypeHTaMH (acopTMMeHT TOBapiB, Hoy-xay, MeT 04 H- 
Ka MapKeTMHiy, cmctcmm 36yTy, ynaKOBKa, cepBic i T.n.). 
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Cneyu^vmi npmunu ynacmi y eucmaemx [4]: 

IIpc>4yKL(i5i: 

■ nepeBipKa npiiMHaTHocri KOHKpeTHoro TOBapy; 

■ npe3eHTaiii>i hobmx TOBapiB (BMBneHHa peaKLiii); 

■ po3mnpeHK3 acopTMMeHTy nponoHOBaHMx TOBapiB. 

UjitiM Ta KOMepipiffli yMOBM: 

■ nepeBipKa peaKilii; 

■ np0n03MIji>I HOBMX yMOB nOCTaBKM Ta I4H (BMBMeHHa CnpMMHaTTa). 

36yT: 

■ po3BMTOK i po3uiMpeHHa KaHaaiB po3no4My TOBapiB; 

■ KOHTpoziB e(J)eKTMBH0CTi 36yroBMx Mepeac; 

■ nomyK ToproBMX npe4CTaBHMKiB. 

KoMyHiKapi'i: 

■ nomyK hobmx cno>KMBHMx cerMeHTiB; 

■ nonyaapM3aijia ni4npMeMCTBa Ta iioro 40 CameHb; 

■ KOHTaKTM 3 npe4CTaBHMK3MM Mac-Me 4 ia; 

■ aKTMBi3aijm peicaaMHoi KaMnaHii; 

■ OTpMMaHHii iHtJropMaiiii npo cnoacMBMMX nepeBarax i HacTpoax Ha pMHKy; 

■ o6m1h 40 CBi 40 M; 

■ CTBopeHHii (JjipMOBoro iMi4*:y. 

KiHLteBoio MeToio ynacTi y BMCTaBKax e npo4a>K. 3 u;iei tomkm 3opy BM4LiaiOTb 
iliai ni4T0T0BKM npo4aadB, qiai 34iMCHeHHa npo4aadB, qiai ni4TpMMKM npo4aadB 
(Ta6a. 1). 

3 no3Mqii MapKeTMHiy, rkuu TpaKTyeTbca aK bm4 zno4CbKoi 4iaabHocri, cnpa- 
MOBaHoi Ha 3a40BoaeHHa noTpe6 3a 4onoMoroio o6MiHy [1, c.24], BMCTaBKOBa 4i- 
iLibHicTb e BaaouiBoio nacTMHoio KOMyrnKaijiM, aid 3a6e3nenyiOTb npoijec o6MiHy, 
to6to nacTMHoio MapKeTMHroBMx KOMymKaLjiM, npaMO opieHTOBaHMx Ha oTpMMan- 
hji npM6yTKy aK y KopoTKOCTpoKOBOMy nepio4i (6e3nocepe4Hbo Bi4 npoBe4eHHa 
BMCTaBKOBOTO 3aX04y), TaK i B 40 BT 0 CTp 0 K 0 B 0 My (Bi4 CTMMyZLIOBaHHa Ta iHTeHCM- 
(jTiKaijii pMHKOBOl aKTMBHOCTi). y KZiaCMHHOMy p03yMiHHi MapKeTMHTOBi KOMyHiKa- 
Lti'i npe4CTaBaaiOTb co6oio npoijec nepe4am LiiabOBiM ay4MTopii iHtJjopMaiu'i npo 
TOBap a6o nocayiy, aid npocyBaiOTbca Ha neBHOMy pMHKy. YnacTb y BMCTaBiji — ije 
He tLtbkm iMi 4 >KeBe no3Mt(iiOBaHHa ni 4 npM 6 MCTBa, aae TaKoac ifr 04 MH 3 eTaniB no- 
myKy i 3aayHeHHa hobmx noTeHqiMHMx Ta cjiaKTMHHMx KaieHTiB. 
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TcfijMVfl 1 



U,i/ii npoflaaciB i KpMTepii ^ooinieiiHsi 1411 X i^i/iefi 



IfiAi 


Memodu peaAuapii 


Kpumepii docxmeurix 


Ili^roTOBKa npo^aiKy 


IIomyK KOHTaKTiB 3 HOBMMM 
CnoacMBanaMn 


KiabKicTb 34 iiicHeHH^ KOHTaKTiB 




KOHTaKTM 3 MeTOIO 
CTMMyaiOBaHHa excnopTy 


KlAbKiCTb KOHTaKTiB 3 iH 03 eMHMMM 
npe4CTaBHMKaMM 




CnocrepeaceHHa 3a 
KOHKypeHTaMM 


06 car 3 i 6 paHoi iH<})OpMai 4 i 
i xapaKTepi ii noBe4iHiji 
KOHKypeHTiB 




IlepeBipKa npniiHaTTa hobmx 
TOB apiB i y40CK0HayieHL 
Bi4Bi4yBaqaMM BMCTaBKM 


4 ^Hi npo CTyniHb npMMHaTTa 'ix 
Bi4Bi4yBaHaMM 




IIoiiiyK hobmx KaHaaiB 36yiy 
TOBapiB 


OijiHKa 3 H 3 M 4 eHMx KaHaaiB 
36 yry b KiabKicHOMy i aKicHOMy 
Bi4HOHieHHi 




riornyK 4MaepiB Ta 
npe4CTaBHMKiB 


KiabKicTb i aidcTb 34 iMCHeHMx 
KOHTaKTiB 




PeicaaMa (nponaraH4a) 
eKcnoHaTiB 


CTyniHb cnpnMHHTTa 
Bi4Bi4yBanaMM, piBeHb 
nonyaapHOcri eKcnoHaTiB, 
Heo6xi4HicTb 404aTK0B0i 
iH(j)opMaijii i T.4. 




]lponaraH4a iMi4acy 
ni4npMeMCTBa 


OijiHKa ciyneHa npMXMabHOcri 
Bi4Bi4yBaniB 40 ni4npneMCTBa 


34 mcHeHroi npo4a»cy 


ChpMMaHHil 3 aMOBAeHb 


KiabidcTb i o6car 3aMOBaeHb, 
404aTK0Bi 3 aMOBaeHHa, aid 
oniKyiOTbca Haii6aM)KHMM nacoM 




CniBnpaiui Ha yMOBax poaaTi 


KiabidcTb yro4 Ha yMOBax poaari 


36 epe)KeHHJi piBHa 
npo4a:»dB 


AHaab KOHTaKTiB i 3 
Tpa4ML(iMHMMM (b^OMMMM) 
KAiGHTaMM 


KiabidcTb i 3HaneHHa crapMx 
KaiemiB 




Pea4anTaijia 40 KyniBeabHOMy 
noBe4mui i 3 BMHK 3 M cnOyKMBaniB 


IlepeBipKa aKOCTi Ta BM4y 
H34aBaHMX nocayr 




3 BiAbHeHH>I Bi4 
eaeMenriB, mo 3 aBaacaiOTb 
KOHKypeHTOCnpOMO)KHOCTi 
TOBapiB 


BM 3 HaneHHa Ta KopmyBaHHa 
no 3 Muii TOBapy Ha pMHKy 



y Bi/tHomeHHi qiH i KOMepijiMHMx yMOB BMCTaBKM 4onoMaraiOTb eKcnoHemy 
npoxBAKTii CBo'i ciiAbui CTopoHM (HacryriazibHa noaiTMKa) a6o a4arnyBaTM B>KMBa- 
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Hy hum MeT04MKy 40 Bi4noBi4Horo noB04)KeHHii KOHKypeHTiB y TOMy, mo CTOcy- 
eTboi: 

■ CTpoKiB nocTaBKn; 

■ yMOB nziaTexy; 

■ BapTOCTi ynaKOBKM, TpaHcnopiyBaHHJi i CTpaxyBaHHJi; 

■ cnoco6y o6dyroByBaHHH icaieHTiB [3]. 

B o6ziacTi ioymy BMCTaBKii — qe cnpaBCKHiii BMxi4 qzm nepeBipiai ecjreKTMB- 
HOCTi BMKopMCTOByBaHoi CMCTeMH 36yTy (MeHeqxepn 3 npoqaxy, ToproBi Mepe>Ki 
i T.4.), TpaHcnopTyBaHHii i 36epiraHH>i, Ta aKTMBHO cnpiiiiiOTb aqanTaqii 40 yMOB 
KOHKypeHijii. 

B oBziacTi moeapy — 4M3awH, aidcTb, >kmtt€bmm qiiioi, nponoHOBaHMM acop- 
TMMeHT niqqaiOTboi caMiii KOHCTpyKTiiBHiii Kpiiraqi, iqo cnpuae onepaTMBHOMy 
npMCTOcyBaHHio niqnpneMCTBa 40 pmhkobmx yMOB. 

y^mepCTBO BMCTaBOK, nOpiBHflHO 3 iHIIIMMM KOMnOHeHT3MM MapKeTMHTOBMX 

KOMyHiKaqiw, o6yMOBzieHO MOcioiMBicno 6e3nocepe4Hboro cnocTepecKeHHii 3a 
KOHKypeHT a m 11 . EcpeKmuemcmb TaKoro cnocmepexenm Mo>Ke 6yra qodrayTa 3a 
paxyHOK 3a34azieri4b niqroTOBzieHoT aHKeni. 

y MapKeTHHiy BMCTaBKOBa qisizibHicTb 3HaHHo BiqoKpeMiMacb m 4y*:e e<J>eK- 
TMBHMM Ta BnZLMBOBHM eZieMeHT KOMymKaqiMHOi nOZUTHKIl (pwc.l). 

MapKeTMHroBi KOMymKaqii Ha BwcraBKax e cioiaqoBoio 3arazibHHx MacoBMx 
KOMyHiKaqiM, azie MaiOTb neBHi cneqiKjriqm piicii. rio-nepme, bohh e iHTerpoBa- 
HMMM. 3a 40 n 0 M 0 T 0 I 0 BMCTaBOK MOXHa 40 CTTTM BMCOKOl iHTeHCMBHOCTi oco6mc- 
TMX KOHTaKTiB MDK niqnpiieMCTBOM-eKCnOHeHTOM Ta Bi4Bi4yBaHaMM. OcoGhcthm 
qiazior mur eKcnoHeHTOM Ta BiqBiqyBaneM Mae BezinKy qiHHicrb, ockmbkh tLibkh 
3 a 4onoMoroio ziHuie qboro 3aco6y KOMymKaqiii CTBopioiOTboi hobI KOHTaKTM, a 
Ti, iqo B)Ke icHyBaziM paHime, CTaiOTb BLibiii iHTeHCHBHiiMH. 3 mctoio Biipo6zieH- 
hh wkoto, nociiqoBHoro Ta nepeKOHziHBoro yiiByieHHa npo ce6e Ta cboT TOBapii 
niqnpiieMCTBo 3a3Biiqan peTezibHo iMaHye Ta KOop4MHye B&iMKy KizibKicTb Hanpn- 
MiB KOMymKaqiii — petoiaMy, npaMMH MapKeTMHr, CTiiMyznoBaHHJi npoqaxy, PR 
Tomo. Boho TaKO)K rMaHye pozib kockhoto 3aco6y KOMymKaqii Ta iioro TpiiBaziicTb. 

rio-4pyre, KOMymKaqii Ha BMcraBKax MaiOTb qiziecnpuMOBamiii xapaKTep. /\o 
nonaTKy MapKeTMHTOBMX KOMymKaqiii (JraxiBqi npoBoqflTb no3nqiiOBaHHJi niqnpn- 
eMCTBa Ta iioro TOBapiB, iqo6 wko BM 3HaqiiTM cboio ay4MTopiio / Ti CTaBzieHmi 40 
TOBapiB ni4npM6MCTBa Ta iioro KOHKypeHTiB, MoraBaqiio noKynqiB. TLibKii T04i 
mo>kh 3 cnpuMOByBaTM MapKeTMHroBy 4mzibHicTb Ha wko Bri3Ha ( ieHini cerMeHT 
pMHKy. y TaKwii cnoci6 MapKeniHroBi KOMymKaqii 40Cirai0Tb CBoei qizmoBoi ay- 
4MTopii. 

Ilo-TpeTe, BMCTaBKOBi MapKeTMHroBi KOMymKaqii xapaKTepM3yiOTboi noBTo- 
piOBaHicTio noBmoMzieHb. I^izibOBa ayqiiTopbi noBHHHa npoiiTH Taid eTaroi ni3- 
H3HH3 imJropMaqii npo Bnpo6HiiKa Ta iioro npoqyKqiio, hk He3HaHHn, 03HanoM- 
ZteHHa, 3H3HH3L, 406p03mMMBe CTaBZieHmi, p03yMiHHH nepeBaTH, nepeKOHaHH3I, a 
3T040M — KyniBzin Ta noBTopHa KyniBAH. 
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EKcnoHeHT 

1. CYB’eKTH 
KOMYHIKAIJlT 

(FIpOMHCJIOBicTb, 
nocjiyrn, TopriBJia 
Tomo) 

2. UIJ11 YHACTI 
(npe3eHTaum hobhx 
TOB apiB i t.a.) 

3. 3HAPfl/17Ifl 
KOMYHIKAIJII 

■ Ilpe3eHTauifl- 
noKa3 

■ PeKJiaMa 

■ P03II0BCK),ZPKeH 
H5i in(j)opMauii 




Bi^BiayBaH 

1. CyB’GKTH 

KOMyHIR'AHII 

(IIpOMMCJlOBiCTb, 

nocjiyrH, TOpriBjifl 

Tomo) 

2. IJJLJll Y4ACTI 

(nornyK hobhx 

TOBapiB i T.fl.) 

3. 3HAPfl/I/Ifl 
KOMYHIKAUlI 

■ KoMepiiinm 
KOHTaKTH 

■ OTpHMaHHH 

iH(j)OpMaijiT 

■ nopiBHHHHSL 
KOMepuiHHHX 
yMOB 



Pmc.1. Bucmaexa: incmpi/MeHm KOMynixai^iumu 



AxepeAo: [4] 

ToprOBi BMCTaBKM, mo BX 04 ATB 40 KOMITAeKCy MapKeTMHrOBMX KOMyHiKaqiM, 
MaiOTb neBHi nepeBarM 6e3nocepe4Hbo'i KOMyrnicaim Ta acMBoro KOHTaKTy 3 TOBa- 
paMM Ta nocAyraMM, aid ijiKaBAsiTb cno^KMBaqa. L^i nepeBam b noe4HaHHi 3 40 BMb- 
HicTio BM0opy era am He3aMiHHMM noMiqHMKOM KoacHoro ni4npM6 ML(A, ocklabkm 
B ci ni4npM6MCTBa cniBicHyiOTb b 04 H 0 My m TOMy )k cepe40BMmi Ta npw o4H3kobmx 
yMOBax. 

BeAMKe 3HaMeHH>i bmct3bkm MaiOTb TOMy, mo 3a6e3neMyiOTb 6e3nocepe4He 
cniAKyBaHHA, 3aoma4*yiOTb Mac i rporni noKyrmiB Ta npo4aBmB, MaiOTb Haro4y 
npe4CTaBMTM TOBapn b ixHbOMy npMpo4HOMy BMTAjmi, Ha4aiOTb noKynqK) mo*- 
AMBiCTb 3iCT3BMTM 04 H 0 pi 4 Hy np 04 yKL(il 0 m 040 T3KMX XapaKTepMCTMK, 5IK mra, 

AKicTb, (J)yHKmoHaAbHi MOiKAMBOCTi, cnpMAiOTb MexaHi3My o6MiHy iH(|)opMaqieio, 
iH(})opMyiOTb CBo'ix yMacHMKiB npo po3bmtok TexHOAorifi i CTBopioiOTb nepe4yM0BM 
4A5i TaK 3B3HMX BMna4K0BMx 3ycrpiHeM. 

Oco6AMBy poAb y CTBopeHHi 4ieBMx MapKeTMHrOBMX KOMymKamM Ha bmct3b- 
Kax (|>axiBqi Ha4aiOTb peKAaMi, BBa>KaiOMM, mo ije noAOBMHa ycnixy. ILiaHyiOMM 
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erJreKTMBHy peicaaMHy AuiubHicTb Ha BMcraBim ni/tnpMeMCTBo po6mtb aHaui3 caMoi 
BMCTaBKM, rioeAHye (|)Laoco(})iio yuacri 3 (JiopMyBaHHaM CBoro iMi4»cy, wko BM3Ha- 
uae mui MapKeTMHiy 14040 KOHKpeTHMx eKcnoHariB Ta peicaaMHi 3axo4M, Heo6xi4- 
Hi 4AH BMKOHaHHa 3aBAaHb MapKeTMHiy Ha BMCTaBIji. 

MapKeTMHroBi KOMyHiKaiiii Ha BMCTaBKax BMMaraiOTb bIa niAnpMeMCTBa 3 a- 
CTocyBaHHa neBHMx KOHKpeTHMx aim 3 toukm 3opy peicaaMM ynaCTi. 

OKpiM peicaaMM, oahmm 3 Haii6Libm AieBMx Mexam3MiB KOMyrnKaijiM Ha bm- 
CTaBKax Moraa BBa>KaTM 3b'.h3km 3 rpoMaACBKicTio (PR — bIa aHH. public relations). 
KoMyHiKaTMBHa AuiubHicTb niAnpMeMCTBa-eKcnoHeHTa 3 po3BMTKy PR nouMHaeTb- 
cr 3i CTaAii opraHi3aim iioro yuacri y BMCTaBKax Ta 3aKiHuyeTboi y niczuiBMCTaBKO- 
bmm nepioA- HaiiSLibinoi CBoei cmum PR Ha6yBaiOTb caMe niA uac yuacri niAnpM- 
eMCTBa y BIICTaBIji. 

MeToio yuacri niAnpMeMCTBa y BMcraBqi e CTBopeHHJi AOBTOTpMBauiix B3aeMo- 
bIahocmh 3 KuieHTaMii. ToMy ochobhok) yMOBoio ycniiuHoi KOMyrnKaiiii Ha CTeHAi e 
CTBopeHHn aPiobmx CTocyHKiB Ha 3acaAi AOBipM KuieHTa ao niAnpMeMCTBa. OcHOBa, 
mo Ha mu 6yAyiOTboi ecjreKTMBHi KOMymKaim mur cno>KMBaueM Ta bmpo6hmkom, 
to6to BiABiAyBaueM i eKcnoHeHTOM, (JropMyeTboi Ha t3kmx n'nTM eTanax. nepuiiiM 
eTanoM MoxHa BBa>K3TM oTpMMaHHa iH(J)opMaim npo niAnpueMCTBo Ta iioro to- 
BapM-eKcnoHaTM, to6to (JropMyBaHHa 3HaHHfl. /Hpyraii eTan nepeASauae (JiopMy- 
BaHHn AyMKM cnocKMBaua Ha niACTaBi 3HaHb. Tpe™ eTan <|>opMye nepeKOHamni 
cno>KMBaua iimAO nepeBar AaHoro niAnpMeMCTBa Ta iioro TOBapiB nopiBHHHo 3 
KOHKypeHT a m m . Ha ueTBepTOMy eTani Bi 46 yBaeTboi nocMueHHn AOBipu BiABiAyBaua 
Ha niACTaBi nepeKOHaHHu. I Ha ocTaHHbOMy, n'>iTOMy, MO*uMBe yKuaAaHHa yroAM, 
niAnncaHHJi npoTOKoay npo HaMipn, mo BnnuMBae 3 AOBipM ao eKcnoHeHTa. 

4y*e Ba>KUMBMM MOMeHTOM BMCT3BKOBMX KOMyfflKamM 6 T3KO>K CnLlKyBaH- 

H3 i3 3aco6aMM MacoBoi iHtJropMaim. Ochobhmmm KuacMUHMMM (JropMaMM TaKoro 
cniuKyBaHHii BBa>KaiOTboi npec-KOH(J)epeHim, iHTepB'io, npec-peui3M. 

PIpec-KOH(j)epeHL(ii e 0(j)imiiHMM npnBOAOM a^ji toto, mo6 xypHauicTM po3- 
noBiuM HMTauaM, cuyxauaM Ta rzuiAauaM npo AuiubHicTb niAnpMeMCTBa, iioro 
yuacTb y BMCTaBiji. npec-KOH<|>epeHqbi immioeTbai cbmmm niAnpneMCTBOM, Aae 
iioMy MOvKzniBicTb 6e3nocepeAHbo BCTynuTM b oco6mctmm koht3kt i3 npeACTaB- 
HMKaMM Mac-MeAia. OaxiBijiiMM peKOMeHAyeTboi npoBOAMTM npec-KOHcjrepeHim 
tLtbkm y BimaAKax, koum niAnpueMCTBo xoue po3noBicra mocb HOBe Ta Ba>KUMBe 
(hobmm TOBap/nocuyra, HOBa TexHouoriii, pimeHHJi moAO 3MiH Ha niAnpneMCTBi 
Tomo). 

Ha BiAMiHy bIa npec-KOHtjrepeHLtii, iHmiaTMBa iHTepB'io bmxoamtb bIa npeA- 
CTaBHMKiB Mac-MeAia. 3a3BMuaii iHTepB'io AaiOTbai Ha CTeHAi b nepioA po6o™ BM- 
CTaBKM. 

npec-peui3 BMKopMCTOByiOTb aah peKuaMM niAnpMeMCTBa y cBiTui iioro yuac- 
Ti y BMCTaBiji 3a yMOB, mum TaKa yuacTb Aae 3BicTKy npo hboto. 

BucTaBKa e iHCTpyMeHTOM, rkuu 403B0Asie noBHo i e<J)eKTMBHo peaubyBaTM 
pi3HOM aHimi mo^kumboctI MapKeTMHroBMx KOMyHiKamii 3a paxyHOK ix iHTerpami 
Ta MexaHi3My 3BopoTHoro 3B'5i3Ky. Ha BiicraBqi MO)Ke 3HaiiTM 3acTOcyBaHH>i Bee 
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po3MaiTTii i 6araTCTBo KoacHoro eueMema KOMnueKcy MapKeTMHroBMx KOMym- 
Kaqirt. HanpMKuaq, tLimcm Ha BMCTaBqi MO>KUMBe BMKopMCTaHHa npaKTMUHO Bcix 
peicaaMHMx 3aco6iB: 30BHiiuH5i peicaaMa, ayqio-Ta BiqeopeioiaMa, MyubTMMeqiMHi 
npe3eHTaqii, pi3Hi bm 4 m qMpeKT-Meuu. Ha qaHMM MOMern uacy yuacn> y BMCTaB- 
qi 4 AH ni4npM6MCTBa e 04HMM 3 HaMBacKUMBimMX 3aco6iB KOMyHiKaqii 3i oiockm- 
BanaMM Ta noTeHqiMHMMM napTHepaMM. BwcTaBKa 4ae opram3aqi5iM npeKpamy 
MO)KaMBicTb 445i BCTaHOBaeHHJi oco6mctmx KOHTaKTiB 3 4L10BMMM napTHepaMM i 
npoBeqeHHJi e^eKTMBHo'i npe3eHTaqii. TyT bmpo6hmkm b npoqeci KOHTaKTy mo- 
)KyTb KopwiyBaTM peaKqiio cniBpo3MOBHMKa Ha nouyTe i nodaueHe — aqiace bohm 
MO>KyTb TOUHO 3p03yMiTM MOTO 33nMTM i 3H3MTM TOUKM 40TMKy B33GMHMX iHTep- 
eciB. BncTaBKH b ceKTopi B2B — qe 04MH 3 kzuouobmx eueMeHTiB MapKeTMHiy, TOMy 
iqo caMe TyT oqHouacHo 36MpaiOTbC5i b KOHqeHTpoBaHOMy BMrziaqi «nomiT i npo- 
no3Mqui». 
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2.5. INNOVATIVE APPROACH TO 
DETERMINING INTEGRATED MARKETING 
COMMUNICATIONS TO ENSURE 
DEVELOPMENT OF NATIONAL 
FOREST COMPLEX 



Shtnler I. ]. 

UDC 332.02 
JEL M3, M38 

Abstract 

Relevance of the article is in the absence in the management of forest sector 
of such thing as a brand. Modern marketing communications apparently not 
used in the design and development of forest industry strategy. Therefore it is an 
important question in development of forestry sector brand. This paper proposes 
innovative approach to this problem, namely the definition of integrated marketing 
communications and brand formation for forest function complex. Theoretical 
study and practical application of this approach will contribute to the development 
of the national forestry sector. 

Keywords: innovation, environmental and economic principles, innovative 
management, environmentally focused development, innovative development. 

F ormation and brand of forest complex is associated with the creation, support 
and brand development using tools and marketing communications [1, p.78]. 
In a general sense marketing communication can be defined as a two-way pro- 
cess of information exchange (messages) between staff, partners and society. A par- 
ticular trademark seeks to initiate and manage information flows by them to inform 
the audience about their market proposition and convince consumers in their own 
values and preferences in compare to competitors [9, p.118]. 

They identified the need for integrated marketing communications in the 
formation and branding national forestry sector. We agree with the definition of 
N. G. Fyodor that distinction planning integrated marketing communications from 
the conventional communications planning is that during the planning of integrated 
marketing communications is first determined purpose of communication 
influence, then this goal is consistent with a certain type of communication that 
best can contribute to success in a given time [2, p.55]. 

The most popular and used in the scientific world definition of integrated 
marketing communications (IMC) present in Table 1. 
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Table 1 

Generally definition of integrated marketing communications 



Author of the 
definition 


Term of the definition 


Comments 


American Association 
of the marketing 
research [3] 


Integrated marketing communication — 
a concept of marketing communications 
planning that involves the search for 
the optimal combination of individual 
communication tools 


The concept comes from the 
need to assess the strategic 
role of MC and find their 
optimal combination for 
maximizing the impact of 
communication programs 


F. Kotler [5, p.27] 


Integrated Marketing Communications — 
concept, according to which the company 
thinks carefully and coordinate the work 
of communication channels in order 
to develop a convincing picture of the 
company and its products 


In many communication 
channels Kotler understand 
advertising in the media, 
personal selling, sales 
promotion, PR, direct 
marketing, product 
packaging 


P. Smith [7, p.89] 


Integrated Marketing Communications 
— a complex interaction of all forms of 
communication, in which every form of 
communication should be integrated with 
other marketing tools and backed them to 
maximize performance. 





Source: compiled by the author 



Integrated Marketing Communications, covering tools such as advertising, 
promotion, public relations, sales promotion include their constant interaction 
with each other, each other and the brand between the brand and its internal and 
external environment (Figure 1). 

Thus, the various elements of the communication mix used together in a 
unified communications application that is built around the consumer, and based 
on understanding their needs and behavioral characteristics, providing synergy, 
favor, as a result, to achieve maximum efficiency. 

As the N. I. Vedmid states, there are basic principles that should be based 
on management for system marketing communications business entities. [8, p.107- 
112]. These principles concerning forestry industry are: 

■ lack of communication targeted appeal to potential customers compared 
with other areas of business; 

■ exceptional role in creating a positive image of increasing demand and 
competitiveness of forestry complex brand on the market; 

■ the need for an integrated use of communication tools and technologies that 
increase the materiality of services and consumer confidence (visibility advertising, 
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advertising products and producers active exhibition activities, corporate identity 
brand , etc.); 

■ the complexity of the structure and multilevel communication interaction 
participants (target audience marketing communications are not only consumers 
of forest products but also other domestic and foreign enterprises , various 
organizations of the sector, and local government agencies) . 

Therefore, it should be noted that the range of marketing communications 
brand forestry complex — a system of measures aimed at establishing and 
maintaining relationships with certain recipients communications. 

All the many factors that determine the optimal system of marketing 
communications can be grouped into the following groups: 

1. the objectives in the formation of brand strategy and used; 

2. the type of product or market; 

3. state consumer audience; 

4. the stage of the life cycle of the advertised product; 

5. traditions prevailing in communication policy [6, p.201]. 

Accordingly, the effective use of tools of marketing communication is possible 
only if the formation of a unified strategy of the national forestry sector. Integrated 
Marketing Communications can perform an integrating function in the performance 
of a single strategy three key actors forestry sector: department responsible for the 
state policy in the field of forestry — State Agency of forest resources of Ukraine, 
professional associations and large woodworking companies. Corporate goals 
and commonly used communication strategies affecting the quality and speed of 
integration processes and restrictions disintegration. 

It need be and brand strategy at the center, and therefore the model IMC 
(Fig-2.). 

In our opinion IMC model should take into account various factors such 
as the type of consumer, expression of interest to the brand (brand or future), 
buying activity, awareness of unmet need, i.e. complete integrated marketing 
communications model shows that there is kind of consumer that expressed interest 
in the manifestation of the brand (brand or future) to formal consumer activity and 
even before the customer is aware that he is unmet need. 

Therefore, the brand allows you to focus consumer activity in the process of 
finding information, interest and purchase. 

At present examples of the formation of the brand to a separate branch of 
the national economy there. Typical examples are the formation of the brand for 
a particular product, also recently intensified its efforts towards creating tourist 
brands (e.g. formation of brand Kyiv or Lviv) [4, p.73]. 

Assessment opportunities for development and promotion of the brand forest 
industry may be traced in the SWOT-analysis industry. SWOT methodology involves 
first determining the strengths and weaknesses of the industry, its challenges and 
opportunities, further defined chain of connections between them, which then can 
be used to create brand strategy. The matrix analysis of the interaction of factors, 
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Fig. 1. Elements of integrated marketing communications brand 
in providing forestry sector and their interaction 



Source: compiled by the author 

resulting in formation following areas: S&O — the interaction strengths and 
opportunities; W&O — the interaction weaknesses and opportunities; S&T — the 
interaction strengths and threats; W&T — the interaction weaknesses and threats. 
According binary interactions that are in these areas, and built further economic 
business model. 

Thus, we construct a matrix SWOT-analysis. 



Matrix SWOT — analysis of the forestry sector 



Table 2 





Strong Sides 


Weaknesses 




— there is considerable potential forest land 


— no single program initiatives in industry 




— unique natural resources , 


branding 




— an internal and external markets. 


— no single government agency and public 




— increasing demand for products 


institution responsible for the creation and 


C/> 


— skilled labor , 


promotion of the brand 


O 


— untapped potential market size 


— experts in crisis brandmaking 






— lack of regulatory policy of communica- 






tions 


c/S 




— lack of adequate technological level 






— rising energy prices 
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Possibilities 


Threats 


— investment and innovation potential 

— development of specialization processes 
by switching to a full cycle of processing 
forest products , from cultivation to the 
finished product 

— organization of industry branding 
program 

— the development of the integration 
process to strengthen the links between trade 
and production between capital 


— increased imports 

— increased competition 

— full or partial acquisitions of domestic 
manufacturers foreign companies 

— the processes of stagnation in the economy 
Ukraine threatened long-term process to 
overcome the crisis of the banking system and 
the long fall in purchasing power 



Sponsorship 








Stimulation of 






Unified positioning of 


distributions 






the forest brand on the 










market 






Product placement 


► 

◄ 


Complex of forest 
product marketing forest 
complex 


► 


Direct Sales 










Virus marketing 


► 

◄ 


Goals reaching by 
optimizing of marketing 
communications 


► 

◄ 


Public Relations 














complex 






Exhibitions 








Advertisement 



Fig. 2. Model of integrated marketing communications and brand formation forest function complex 
Source: compiled by the author 



Source: compiled by the author 

Strengths and weaknesses of the industry is actually its internal components. 
In turn, the possibilities are positive factors (trends and phenomena ) environment 
that can help increase sales and profits. Threats — it is negative factors (trends and 
phenomenum) environment, which may result in the absence of response in the 
region to a significant decrease in sales and profits. 

Construct a map SWOT forest complex on the basis of the matrix SWOT- 
analysis. 

To evaluate all the factors indicated in the ballroom we used a method based 
on expert assessments of forest industry, the list of which includes representatives 
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of regional departments of forestry in Ukraine. Accordingly, we note that our 
valuation was performed on a 5-point scale, where: 

1 — a small force of impact factor 

2 — moderate impact strength factor 

3 — feel the force of impact factor 

4 — Significant influence is the power factor 

5 — the most significant impact of the power factor. 



Map SWOT — analysis of the forestry sector 



Table 3 



Possibilities 


Points 


Threats 


Points 


— investment and innovation potential 


4 


— increased imports 


4 


— development of specialization 


4 


— increased competition 


4 


processes by switching to a full cycle 
of processing forest products, from 
cultivation to the finished product 




— full or partial acquisitions of 
domestic manufacturers foreign 
companies 


5 


— organization of industry branding 
program 


5 


— the processes of stagnation in 
the economy Ukraine threatened 


3 


— the development of the integration 
process to strengthen the links between 
trade and production between capital 


5 


long-term process to overcome the 
crisis of the banking system and 
the long fall in purchasing power 




Total Points 


28 


Total Points 


27 


Strong Sides 


Points 


Weaknesses 


Points 


— there is considerable potential forest 
land , 


4 


— no single program initiatives in 
industry branding 


5 


— unique natural resources , 


5 


— no single government agency 


4 


— an internal and external markets. 


5 


and public institution responsible 




— increasing demand for products 


4 


for the creation and promotion of 




— skilled labor , 


4 


the brand 


4 


— untapped potential market size 
pits purchasing power 


5 


— experts in crisis brand making 

— lack of regulatory policy of 
communications; 

— lack of adequate technological 
level 

— rising energy prices 


3 

5 

3 


Total Points 


27 


Total Points 


24 



Source: compiled by the author 



So, overall parameters as follows: strengths — 27 points , weak points — 24 
points possible — 28 points , threats — 27 points . 

Construction a summary SWOT-matrix for forestry complex. 
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Table 4 



Generalizing SWOT-forest complex matrix 







Possibilities 


Threats 






28 points 


27 points 


Strong Sides 


27 points 


27*28=756 

S&O 


27*27=729 

S&T 


Weaknesses 


24 points 


24*28=672 

W&O 


24*27=648 

W&T 



Source: compiled by the author 



Calculation of results shows that maximum value displayed in the "power 
and opportunity", the amount of points — 756 points. It follows that industry 
efforts should be directed at maintaining investment and innovation potential of 
the industry, the further development of the forestry sector, company branding 
program industry. Thus, the results of the SWOT-analysis establish that forestry 
complex has number of strengths and opportunities in the domestic market. 

Therefore, strategy formulation and promotion of the brand forest industry 
involves the integration of marketing communications that form the brand value, 
interest and brand loyalty of potential consumers. 




Figure 3. Formation brand forest industry under 
the influence of integrated marketing communications 



Source: the authors 
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Consequently, the use of integrated marketing communications will strengthen 
the competitive advantages of brand industry, including: 

1. IMC transmit information about the brand to create product industry 
attractiveness for the target audience and provide a minimum of two-way exchange 
of information; 

2. Use the IMC model allows to form strategic cooperation between the creators 
of the brand and its consumers directly; 

1. IMC — the process of managing the entire set of communication used in 
the formation of the brand, thus enhancing their effectiveness by minimizing costs; 

2. IMC allow potential customers to hear information from the brand 
holistically , rather than separately, and fix the message in the mind; 

3. IMC formed using the communication potential of the brand, which is the 
ability to aggregate its continuing competitiveness product image in the market; 

4. Use the IMC possible formation of integrated and coordinated system of 
extracting the maximum economic and social benefits of the implementation of 
brand programs. 
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2.6. THE DECISIVE PRINCIPLES 
OF ADVERTISING ACTIVITY AS 
A COMPONENT OF COMMODITY-MARKET 
STRATEGY OF AN ENTERPRISE 
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Abstract 

The theoretical and practical results of the study, analysis and systematization 
of advertising components of the enterprise in terms of its commodity-market 
strategy are presented in the article with the highlighting of the crucial principles of 
marketing essence of advertising, the general purposes and principles of advertising 
strategy, as well as main regulations of the advertising budget and subject to the 
specific situation in which the enterprise found itself. 

Keywords: promotion activities, enterprise, commodity-market strategy, 
marketing, advertising budget. 

Awmapisi 

y CTaTTi HaBe4eHi TeoperauHi fi npaKraum pe3yzu>TaTM 40 di/pKeHHJi, aHaai3y 
Ta cucTeMaTM3aiti'i cicaa 40 BMx peicaaMHoi 4ULibH0CTi nktnpueMCTBa b yMOBax uoro 
TOBapHO-pMHKOBOi CTpaTerii 3 BM4LieHHJiM BupimaabHux 3aca4 MapKeraHroBoi 
cyTHocri peicaaMM, 3araabHMx ihuiii Ta npuHijMniB peicaaMHoi CTpaTerii, a t3ko>k 
ochobhmx noaocKeHb peicaaMHoro 6 i 04 )KeTy i BpaxyBaHHJiM KOHKpeTHoi cuiyaqii, b 
min onMHuaooi n^npueMCTBO. 

KAWHoei CAoea: peicaaMHa 4uiabHicTb, n^npueMCTBO, TOBapHo-puHKOBa crpa- 
Term, MapKeTMHr, peicaaMHHH 6i04>KeT. 



B cryn. y cyuacHMx yMOBax KpiooBoi eKOHOMiKM YKpaiHM KoxHe n^npueMCTBO 
nparae BM3HauuTM CTpaTeriio TOBapHo-puHKOBoi 4i5LibH0CTi jik Ha 
HaM6zm>Kqy, TaK i Ha 40 BT 0 CTp 0 K 0 By nepcneKTMBy, peaai3aitbi moi noBMHHa 
3a6e3neuMTM ix BMacuBaHHJi Ta KOHKypeHTocnpoMOCKHicTb Ha pMHKax 3&yTy [5, 6]. 

ToBapHo-pMHKOBa CTpaTerii n^npweMCTBa Biczuouae KOMnuetcc crpaTeriuHiix 
pimeHb, mo BM3HauaiOTb HOMeHKaaTypy, acopraMeHT, ohoir npo4yKih'i, a TaKO*: 
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cnoco6w i'i peaai3am'i. BoHa MO)Ke BKaKwaTM pimeHHH, mi 6e3nocepe4Hbo Bi4- 
HOdThd 40 KOHKpeTHoro TOBapy i iioro peaai3ami Ha pMHKy TOBapiB i nocayr. 
ToBapHa CTpaTeria t 3 ko>k no4iasieTbd Ha HOMeHKaaTypHO-acopTMMeHTHy, iHHO- 
BaLfiMHy i o6dro-MacniTa6Hy. 3oKpeMa, HOMeHKaaTypHo-acopTMMeHTHa crpaTerbi 
3B04MTbd 40 nMTaHb OCBOCHHil BMpo6HML(TBa neBHOrO BM4y HOBOl np04yKLtil Ta 
Bi4MOBaeHH>i Bi4 BwnycKy npo4yKim, mo BMpo6amTbd 3apa3 i He KopMoyeTbd 
nonwTOM y cnocKMBana. TaK, npw y40CK0HaaeHHi CTpaTeriqHoro ynpaBaiHHa to- 
BapHOio noaiTMKOK) BMpo6HMqa Ta ynpaBaiHCbKa 4isiabHicTb ni4npweMCTBa no- 
BMHHa 6yTM ni4nopii4KOBaHa Bunycicy i 36yTy BM3HaHeHMx BM4iB aKicHMx TOBapiB 
i3 3a4aHHMM TexHiKo-eKOHOMiqHMMM xapaKTepMCTMKaMM y Heo6xi4Hiii KiabKocri 

[4.10.11. 13] . 

y npoiieci (JropMyBaHHa TOBapHoi noaiTMKM i po3BMTKy hoboto TOBapy bm- 
Po6hmk npMMMae pimeHHii npo TaKM m piBeHb iioro mocri, hkmm 6m 3MiimiOBaB 
no3ML(iK) ni4npMeMCTBa Ha mabOBOMy pMHKy. CaMe (JraKTopn KOHKypeHLjii Ta pea- 
ai3ami npo4yKim npMMymyiOTb bmpo6hmklb 3aiiMaTMd ocbochhiim c])opM i MeTO- 
4iB ix peioiaMHoi 4biabH0CTi. 

IlocTaHOBKa npo6/ie\iM. y cynacHMx yMOBax peK/iaMHa 4isiabHicTb noTpe- 
6ye hk TBopnoro ni4X04y, TaK i HeTpa4MLUMHMx pirnenb, ocidabKM (JropMyBaHH^ 
peicaaMHoi noaiTMKM ni4npMeMCTBa nepe46aHae npMMHHTTH BeaMKoi KiabKocri 
pi3HOM aHiTHiix pirneHb, noB'maHMx i3 BM3HaieHH>iM qiabOBoi ay4MTopii, o6diy 
peicaaMHoro 6i04>KeTy, BM6opoM onTMMaabHMx 3aco6iB po3noBCK)4>KeHHH pe- 

KZiaMM, CTBOpeHHUM e(])eKTMBHMX TeKCTiB peKaaMHMX 3BepHeHb, BMKOpMCTaHHUM 
3aco6iB KOMepLUMHo'i nponaraH4M, MeT04iB CTMMyaiOBaHHa 36yTy Tomo. T[e o6y- 
MOBziioe nocTaHOBKy npo6aeMM, ma noamae y BM3HaHeHHi 4AH nympMeMcraa 
ochobhmx noao>KeHb MapKeTMHroBoi cyTHOdi peicaaMM. 

Aiiaab 40C/ii4*eiib i nyoaiKaqiii. Cboro4Hi 40C/ii4>i<eHH>i cyTHOCTi pe- 
KaaMHoi 4mabH0CTi, 3aco6iB i'i 34iiicHeHH>i Ta mamiB ni4BMmeHHa e^eKTMBHocTi 
3naimiAii Bi4o6pa:*:eHHJi b po6oTax 6araTbox b14ommx 3apy6i)KHMx i BiTMM3HHHMx 
BqeHMx [1, 2, 7-9, 12-17], mi 3a3HaHaiOTb, mo peKaaMa, m HaMBaxaMBima CKaa40Ba 

HaCTMHa MapKeTMHTOBOl 4LSiabHOCTi, e CBOepi4HMM iH(|)OpMamMHMM BMX040M Ha 
noTeHL(iMHMX cno)KMBaqiB, KaieHTiB i 4L10BMX napTHepiB. 

BiiK/ia4 ochobhoto via repia/iy 40C/ii4>Kemi5i. PeKaaMa — n,e 04MH 3 eae- 
MeHTiB, mo cnpMue ycnixy 36yroBoi noaiTMKM nmnpMeMCTBa. ycnix MapKeTMHiy 
3aae)KMTb Bi4 Bi4noBi4HocTi TOBapy bmmot 3 m pMHKy, npaBMabHo Haaaro4)KeHMx 
KaHaaiB po3no4iay, npaBMabHoro BCTaHOBaeHHa qiH, oco6mctoto npo4a:*y i mic- 
Hoi peicaaMM. PeKaaMa rpae b pi3HMx «MapKeTMHroBMx KOM3H4ax» pi3Hi poai, aae 
He3aae>KHo Bi4 Ti (JryHKim b 6y4b-miii MapKeTMHroBiii CMCTeMi peKaaMa i i'i 411 no- 
BMHHi 6yra CKoop4MHOBaHi 3 yciMa iHuiMMM bm 43 mm m apKeTMHroBoi 4inabH0CTi 

[3.9. 13] . 

3aB4aHHa MapKeroaora noamae b TOMy, mo6 ni4i6paTM Heo6xi4Hi peKaaMHi 
3aco6w 40 noTpi6Hoi ay4MTopii 3 ypaxyBaHHaM nacy, b HaibcpamoMy OToneHHi i 
b caMOMy Heo6xi4HOMy Micqi, mo6 peKaaMHe noBmoMaeHna He TiabKM 40drao 
HaM6iabin uiMpoKoi ay4MTopii, aae t3ko>k npMBepHyao yBaiy i cnoHyKaao noKyn- 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



137 



Section 2. Marketing Communications: Theoretical Research and Practice of Realization 

tub 40 neBHMx Am. MapKeiozior noBiiHeH BiipininTH ije 3aB4aHHa Ha BMCOKOMy piB- 
Hi peHTa6ezibHOCTi, mo6 He 6yB nopymeHnn 6aziaHC 6e3nepepBH0CTi, nacroTHocTi i 
oxBaiy iH(j)opMaL(ieio npo TOBap. 

flpn Bw6opi KOHKpeTHwx peKziaMHMx 3aco6iB (ra3eTM, >KypHazm, 6yicaeTH, Te- 
zte6a i ieHH>i / pa4io, iHTepHeT, peicaaMa Ha TpaHcnopri Tomo) MapKeTozior noBMHeH 
HacaMnepe4 bmbhmtm 4eKLibKa b3>kzhibmx HMHHMKiB [8, 9, 12, 16]: 

■ 3arazibHi qizii i CTpaieriio ni4npMeMCTBa; 

■ nonwT Ha 4aHy peicaaMy; 

■ reorpa(])iqHe oxonzteHHa peicaaMH; 

■ po3Mip i xapatcTep ay4MTopii Ko>KHoro peicziaMHoro 3aco6y; 

■ Mipa 40 xi 4 zmB 0 CTi i MOTMBamnHa 3HaqymicTb peicziaMHoro 3aco6y; 

■ peHTa6ezLbHicrb peicaaMH. 

^Kiqo 04 Hieio 3 imieH MapKeTMHroBoi i peicaaMHoi 4HLibH0CTi ni4npMeMCTBa 
e po3niMpeHH3i piiHKy 36yTy TOBapy, to BnSpaHnn peicaaMHUM 3aci6 noBMHeH 
npe4CTaBzi>iTM iHTepec m 4zia noKynqiB, TaK i noTeHLUHHnx 4nziepiB. HanpnKzia4, 
axiim b 3a4ani bxoahtb CTMMyziiOBaHHa 36yTy Bnpo6y, mo npo4aeTbca no bcIm Kpa- 
ffli Ha 04 H 0 My 3 i30zib0BaHMx pmhkIb, to peicaaMa noBMHHa KOHijeHTpyBaTMOi ne- 
pe4yciM b MicijeBMx i perioHanbHMx 3aco6ax MacoBo’i iH(])op Mauri. 3 iHinoro 6oKy, 
axmo MeToio peicaaMM e nmBnmeHHa penyraqii nvmpneMCTBa, peiciaM 04 aBeLtb 
Mo>Ke noxepTByBa™ 36yTOBMM noTeHijiazLOM MicijeBMx noTeHi^iiiHMx nporpaM Ha 
KopMCTb npecTMxy BncoKoaidcHMx nporpaM HaijioHazLbHMx TezieMepex. 

l^ma Bnpo6y i qiHOBa crpaTeria t3ko>k Moacyrb BnanHyra Ha Bn6ip 3aco6iB 
MacoBo'i iH^opMami m 3aci6 peKztaMii. LJmoBe o6rpyHTyBaHHa nacTo e kzhohobhm 
MipKyBaHHHM npn BH3HaqeHHi Micmi TOBapy Ha pnHKy. HanpnKzia4, BMpo6n 3 bm- 
cokok) iuhoio BMMaraiOTb 3azLyneHH3i npecTM>icHiix 3aco6iB petoiaMM no bmcoklm 
KziacoBin 03Haqi 4Zia ni4TpMMKM pnHKOBoro iMi4*:y. II[e 04HHM b3>kzlmbmm eTa- 
noM npn ni46opi peioiaMHHx 3aco6iB e aHaztb pnHKy i ay4MTopii, HaMineHnx aa% 
4aHoro TOBapy. Mmm 6Libiiie Bi40M0 npo pnHOK, tmm Bnme HMOBipmcTb, mo Bn6ip 
peioiaMHoro 3aco6y 6y4e B4aziMM. npo HaMineHiin pnHOK noBMHHi BicznonaTH 
b ce6e noro po3Mipn, po3TamyBaHHa i reorpa(])iHHnn npocjrLib, a t3ko>k 40MiHyio- 
qnn BiK, piBeHb ocBira, npo(])eciio, npn6yTOK i peziiriio ay4MTopii. TaKO>K Heo6xi4- 
ho BpaxoByBam Taici ncnxorpacjriqHi xapaKTepncTMKM, hk cthzlb ckmttii, oco6ncTi 
mocri n BMpimazibHi TeH4eHL(ii y CTaBzieHHi 40 peicaaMM, a t3ko>k xapaKTepncTMKM 
noBe4iHKM, a caMe: cnocKHBni u , ukah , mo nztaHyiOTbai; nepeBarn Bi4 BHKopncraH- 
na 4aHoro Bnpo6y Tomo. 

TaKMM hmhom, b 3a4any MapKeToziora bxo 4 mtb: 

■ Bn6ip 3 iH^opMairii xapaKTepncTMK, aid HanGizibin ni4X04aTb 4AH npn- 
nHaTTa, npn46aHHa i BMKopncTaHHa 4aHoro TOBapy; 

■ cniBBi4HeceHHa ijmx 43hmx 3 xapaKTepncTMKaMn ay4MTopi'i, mo OTpnMazia 
peicziaMHe onMomeHHa 3 4onoMoroio Bn6paHnx peioiaMHHx iHCTpyM eHTiB . 

PeicaaMHa CTpaTeria 6a3yeTbca Ha 40CK0HazibH0My 3H3HHi sbmhhoto ctmzho 
noKynKM i CTaBzieHHi 40 Hei Man6yTHboro icaieHTa. 
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II[o6 ycniuiHO npocyBara npo4yimiio Ha piiHOK, ni4npMeMCTBo cniabHo 
3 (JjaxiBLtaMH-MapKeToaoraMM noBMHHe npoaHaabyBaTM Bci CTa4i’i npoxo4*:eH- 
hh TOBapy — Bi4 BMpo6HMKa 40 KiHijeBoro cnosicnBaqa. Tpe6a BpaxoByBaTM i 
oijiHiOBaTM peaKLtiio noKynim Ha tom hm imiiMM BMM514 peicaaMM Ha Bcix cra- 
4mx noKynKM TOBapy. II[e 40 toto jik noKyneim yxBaziMB pimeHHii mo-He6y4b 
npM46aTM, peKaaM04aBei(b B>Ke Mo>Ke Ha Hboro bhahbslth , HanpMKaa4, kozlm 
Maii6ymm KaieHT BMX04MTb Ha Byanqio, kozlm bIh ci4ae 40 TeaeBi 3 opa, cayxae 
pa4io, HMTae yaio6aeHy ra3eiy 

E(})eKTMBHoio peKziaMHoio CTpaTerieio Moxe 6y™ tlibkh noBHnn aHa- 
ai3 MOTMBiB cnoacMBaHHii [13]. ^kiijo TOBap 3a40BozibH>ie notcynmi i peicaaMa 
BnziMBae Ha hboto b noTpi6Hnn nac i b noTpi6HOMy Micqi, TOBap 6y4e npo- 
4aBaTMOi. 

Bn6ip (])opMM pattioHaabHo'i peicaaMM, b ocHOBHOMy, 3aaeacMTb: 

■ Bi4 u,iAeii, aid nepecamye ni4npMeMCTBo cboim peicaaMHMM oroaomeHHaM; 

■ Bi4 npo4yK4ii, jncy boho peicaaMye; 

■ Bi4 po3Mipy rpomoBMx KornriB, aid Mae b CBoeMy po3nopa4>KeHHi; 

■ Bi4 ocoSziMBocTeM perioHy, b aKOMy nympneMcrao npaqioe. 

II[o6 Bi4noBicTM Ha nMTaHHa, mo 6y4e b peicaaMi, Tpe6a BMpiuiMTM, akiimii 
BM43MM peicaaMM ni4npMeMCTBo 6y4e KopMCTyBaTMOi. 

4oBe4eHHa iHtJjopMaiiii npo TOBapn ni4npMeMCTBa 3a 4onoMoroio pi3HMx 
3aco6iB Ta BM4iB peicaaMHoi 4iaabHocri, t3kmx aic: iH^opMaijiMHa peicaaMa, ne- 
peKOHaHHii, Hara4yBaHH>i / ni4TpMMKa, iMmac-peicaaMa, 6i3Hec-peKaaMa, npaMMn 
MapKeTMHr, TeaeMapKeTMHr, nouiTOBa peicaaMa, na6aicMTi, KaTaaora, (JnzibMM, bm- 
CT3BKM TOHfO 6 CKZLa40B0I0 4mZLbHOCTi npOMMOTOBOTO ni4npMeMCTBa. 3aB4aHHHM 
peicaaMM e noimipeHHa iH^opMami npo 4iaabHicTb nmnpneMCTBa, a Taicoac Heo6- 
xi4HicTb BnaMHyra Ha cnocKMBaniB 3 Meroio npnnHaTTa pimeHHa npo noKymcy TO- 
Bapy Ta moto MO>KziMBe cepBicHe o6cayroByBaHH>i. 

YnpaBaiHH>i peicaaMoio noaarae tozlobhmm hmhom b nocTaHOBqi u,iAeii, naa- 
HyBaHHi 3axo4iB, cnpaMOBaHMx Ha 4ocameHHa imx maeM, y BTiznoBaHHi naamB 
b cKMTTii i KOHTpoai 3a ’ix 34incHeHHJiM. Fozlobhmm 3aco6oM, mo 3a6e3nenye bm- 
KOHaHHa BCix LJMX (})yHKmM, 6 peKZiaMHMM dK^aceT, p03po6aeHHa aKOTO CnpMTie 
6Libiii TOHHOMy naaHyBaHHO peicaaMHoi 4iaabHOCTi. BiH cnpnae i Han6Libiii bm- 
ri4HOMy po3no4iay pecypciB, 4onoMarae TpnMaTM BMTpaTM b 3a34aaeri4b neBHnx 
paMKax. 

PeicaaMHMM 6i04>KeT nepe46anae npMMHarra pirneHb y BM3HaneHHi 3araabHo’i 
KiabKOCTi KoniriB, mo BM4M>noTboi Ha peicaaMy (qacTo iMeHyiOTbca acMmyBaHHa- 
MM), a T3KO>K BM3HaneHHi, MMM HMHOM BOHM 6y4yTb BMKOpMCTOByBaTMOI. KOZLM 

Bmcyma MeT 04 MKa tohhoto BM3HaneHH>i BHecKy peicaaMM b ni4BMmeHH>i 36yTy i 
04 epacaHHa npM6yTKy, po3nopa4HMKM He MoacyTb noKaa4aTMca npn po3po6aeHHi 
6 i 04 )KeTy Ha npocri (jropMyziM. HaBnaKM, bohm noBMHHi BpaxoByBaTM 6e3aiH (})aK- 
TopiB i bmxo4mtm Ha BeaMHMHy, aica HanGLibrn noBHo Bi4noBi4ae bmmot3m koh- 
KpeTHMX 06 CTaBMH. 

4o (JraKTopiB, mo BnanBaiOTb Ha po3Mip peicaaMHoro 6i04*:eTy, Bi4HOdTboi: 
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■ o6oir i po3MipM piiHKy; 

■ poziB peicMMM b KOMnaeKci MapiceTMHiy; 

■ eian xhtteboto qnicziy TOBapy; 

■ 4H(})epeHqiaqi>i TOBapy; 

■ po3Mip npn6yTKy i o6oir 36yry; 

■ 3aTpaTM KOHKypeHTiB; 

■ cjrmaHCOBi pecypcw. 

Bci qi (JraKTopM B3aeM03aaexm, B3aeMonoB'5i3aHi, nocriiiHo 3MiHioiOTboi i 
npw po3po6qi 6i04xeTy ix HeoBxiqHO posrAHqaTn b cyKynHOCTi. 

PeicaaMHMH 6i04>KeT BM 3 HanaiOTb KiabKOMa cnoco6aMH, azie Ha npaKTMqi ko- 
pMCTyfOTbd n 064 HaHH 3 M KMbKOX 3 HaCTynHMX MeT04iB: 

■ y Bi4COTKax 40 o6oiry 36yTy; 

■ 3 ypaxyBaHHaM qiaen i 3a4an; 

■ Ha ocHOBi MoqeaiOBaHHii 3aziexH0CTi Mix piBHeM KOMyHiKaqii i noBeqiH- 
Koio cnoxMBana; 

■ Ha ocHOBi naaHyBaHHTi BMTpaT. 

HaMqacTime KopnciyiOTbai noKa3HMKOM b^cotkoboto BiqHomeHHJi 3aTpaT 
Ha peicaaMy (acMmyBaHHH Ha peicaaMy) 40 3araabHoi BapTOCTi npoqaxy. 

CaM no co6i noKa3HMK peicaaMa/36yT iqe He e BM3HanaabHMM cjraKTopoM. BiH 
npeqcTaBzme C06010 nnceabHe BMpaxeHHa cniBBiqHomeHHH 4 box 3MiHHnx Bean- 

HMH. 

IloKa3HMK «peKaaMa/36yT» Moraa bubcctm TaKOx Ha ochobI MMHyaoro 40- 
CBi4y 3HaHHii BMTpaT Ha peicaaMy. 36epexeHHa He3MiHHMM o 4 hoto i toto x notca3- 
HMKa nepeqBanae, iqo HaiiqeHe onTMMazibHe cniBBiqHomeHHii Mix cyMOio BMTpaT 
Ha peicaaMy i 3araabHoio BapTicTio npo4axy. 36LibiiieHHH a6o 3MeHuieHH>i qboro 
cniBBi4HomeHH>i nepe46anae Heo6xi4HicTb BMTpanaTM Ha peicaaMy 6Libine a6o 
MeHuie KornriB 3apa4M qodraeHHa piBHa 36yyy, iqo naaHyeTbd. Po3nop>i4HMK 
KouiTiB HaneBHo noqiKaBMTboi i cniBBiqHomeHHiiM «peKziaMa/36yT» y KOHKypeH- 
TiB, a 3ao4Ho i cepe4HiM noK33HMKOM b paMKax TOBapHoi noaiTMKM. TLibKM nic- 
Ai i qboro Byqe npnnHHTe pimeHHH 36iabuiMTM BMTpaTM Ha peicaaMHy qisMbmcTb, 
3MeHLUMTM IX a6o 3aZLMUIMTM Ha KOZLMUIHbOMy piBHi. 

PlicAa 3aTBep4xeHH3 noKa3HMKa «peicaaMa/36yT» caMe roaoBHe — 43 tm npo- 
tho3 14040 36yTy npo4yKqii Ha HacTynHMM piK, 4351 toto Heo6xi4HO MaTM npo- 
tho 3 npo4axy no raay3i. 06M4Ba nporao3M moxhb 3po6nTM 40 Cmtb qoBMbHO, 
npo40BXMBimi Ha ManByme icHyiony TeH4eHqiio po3BMTKy, a MoxHa i 3 GLibimoio 
TOHH iCTIO, TIKiqO BMBHMTM BCi BHyTpiuiHi 3MiHHi, mqKOHTpOZlbHi niqnpMEMCTBa, i 
Bci 30BHiuiHi 3MiHHi, iqo 3Haxo4>iTboi no3a KOHTpoaeM. Cepe4 niqKOHTpoabHMx 
BHyrpiiiiHix 3 m1hhtlx — BMpo6HMni noTyxHOcri, BqocKOHaaeHHn TOBapy, qiHoyT- 
BopeHHa i 4MLibHicTb no CTMMyaiOBaHHio 36yyy. Cepe4 30BHiniHix 3 m1hhmx — ct3h 
eKOHOMiKM, CTaBzieHHTi cnoxMBaniB, 411 KOHKypeHTiB i BapTicTb 3aco6iB peicaaMM. 
B ocTaHHi poKM, i3-3a pocyy BapTOCTi 3aco6iB peicaaMM, peKaaMoqaBqjiM qoBeaod 
pi3KO 36LibmyBaTM cboi peicaaMHi 6i04xeTM tlibkh pa4M toto, iqo6 ix 36eperrn Ha 
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KOAMIIIHbOMy piBHi. BmBLU o6TpyHTOBam np 0 rH 03 M MOACyTb BMBeCTM eKOHOMiCTM 
ni4npM6MCTBa i po 3 po 6 HMKii nAamB MapKeTHHiy. 

IHe 04MH cnoci6 BM 3 HanMTM noKa 3 HMK peKAaMa/ 36 yr — BcraHOBMTM cyMy bm- 
TpaT Ha peicziaMy TOBapHoi 04MHM14. ripn po 3 paxyHKax Ha ochobI KiAbKocri to- 
BapHMX 04MHMLtb, 11(0 BMpo6AAIOTbCA, peKAaMHMM 6l04)KeT MOACHa onepaTMBHo 
CKopeiyBaTM b 3 aAe>KH 0 CTi Bi4 KOAMBanb 36 yiy i BMpo6HMi(TBa. 

4 aS I yB'5I3KM B 64MHOMy nOKa3HMKy BMTpaT KOHKypeHTiB, BMTpaT Ha peicaa- 
My i 3arazibHoi BapTOCTi npo4aAcy KopncryiOTbCA BeAMHMHoio peKAaMHMx BMTpaT 
Ha c>4MHMqio qacTKM pMHKy. Y po3Mipi BMTpaT Ha 04MHM14K) nacTKM pMHKy Bpa- 
xoByiOTbCA i 411 KOHKypeHTiB, TaK ak nacTKa pMHKy ko>khoto OKpeMoro nmnpn- 
GMCTB3 3aZie)KMTb Bi4 HaCTKM pMHKy, mo 3aMMaeTbOI iHUIMMM BMpo6HMKaMM. U^M 
nOKa3HMK KOpMCHMM npM nOpiBHAHHi e(J)eKTMBHOCTi peKZiaMM OKpeMMX ni4npM- 
6mctb. BBacKaeTbCii, mo nmnpMeMCTBo, me BMTpanae Ha peicaaMy 3 po3paxyHKy 
Ha o4mhmi(io qacTKM pMHKy MeHiny cyMy, 40MaraeTboi Gizibinoi e(J)eKTMBH0CTi b 
4imbHOCTi. 

3po3yMMO, mo BMBe4eHH>i Ha pmhok TOBapy b 3araAbHOHamoHaAbHOMy 
MacuiTa6i, BMMarae Bi4 nmnpMeMCTBa bqavlkhx nonaTKOBMx BMTpaT Ha peicaaMy 
i CTMMyziiOBaHHa 36yTy. Y neprni MicAiji Heo6xi4HMii 4ocmtb cmabhmm nouiTOBx, 
mo6 no MOvKZLMBocri 111BM4K0 40CAmyTM o6ony 36yTy, mo 3a6e3nenye iioro peH- 
Ta6ezibHicTb. 4 aa (JropMyBaHHA o6i3HaHocri i cnoHyKaHHA BMnpo6yBaTM TOBap no- 
Tpi6Ho Ha6araTo 6iAbiiie 3ycMAb b ctjrepi peicraMM i CTMMyAiOBaHHA 36yTy, Hi>K 4AA 
ni4TpMMKM bmcokoto piBHA npo4aAcy nocTiiiHMM cno)KMBaqaM. BeziMKi nonaTKOBi 
BMTpaTM, koam 36yr noHMHae pocTM 3 HyAsi, 3BMH3MHO oGepTaiOTbCA b nepuiMM piK 
36 mtk 3 mm no nmcyMKax ochobhoi 4iAAbH0CTi. 36 mtkm MOAcyTb nepenTM Ha 4pyrin 
i Ha TpeTiii piK, 40KH 36yT He 40CAme 40cmtb BeAMKoro o6'eMy, mo npnHocMTb 
B3AOBMM npM6yTOK, AKOTO BMCTaHaE i Ha nOKpHTTfl nOTOHHMX BMTpaT, i Ha Bi4UIKO- 
4yBaHHTi nonepe4Hix 36 mtklb. 

BMpimyiOHM nMTaHHA, AKy cyMy BM4L1MTM Ha peicaaMy, KepiBHMK nmnpn- 
GMCTBa Hepi4KO 4ie Haocnin. Tmm nacoM Bi40M0, mo ocHOBHa nacTMHa imx 
BMTpaT 40B04MTBDI Ha HeMTpaAi 3 amio i no40AaHHJi iHtJropMaqiMHoro BiiAMBy 
KOHKypeHTiB. ToMy opieHTMpoM npM BMpimeHHi nMTaHHA, ckIabkm ac BMTpana- 
tm Ha peicaaMy toto a6o iHinoro BM4y npo4yKim, MOAcyrb ctbtm CTaTMCTMnm 
4am. 

OTAce, piBeHb peKAaMHMx BMTpaT 3aAeACMTb Bi4: 

■ (JjiHaHCOBMx M0)KAMB0CTeM nmnpMeMCTBa; 

■ MipM CKOpCTKOCTi KOHKypeHTHOl 6opOTb6M Ha KOHKpeTHOMy TOBapHOMy 
pMHKy; 

■ piBHA MOTO HaCMHeHOCTi KOHKypeHTOCnpOMOCKHMMM TOBapaMM; 

■ ocoBAMBocTeii TOBapy (nepe4yciM, nacTOTM nonmy, MipM CKAa4H0CTi 
acopTMMeHTy, piBHA ijiH Ha hboto); 

■ cnemitjriKM cerMeHTa pMHKy, mo o6cAyroByeTbCA. 

06 catm KouiTiB, mo BM4iAAiOTbCA Ha peKAaMy, b 3 HaHHiii Mipi 3 aAeAcaTb 
Bi4 06'eMy npo4aAcy, akmm, b cboio nepiy, BM 3 Hanae nacTKy nmnpMEMCTBa Ha 
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ppiHKy KOHKpeTHoro TOBapy. LL[o6 36LibiiiMTM i'i, nmnpMeMCTBa 3 MeHumMM 
o6oiraMM 36yyy b yMOBax acopcTKoi KOHKypeHijii craMyzuoiOTb npo4a>K, BKaa- 
4aiOHM 3Haqtri koiiitm b peicaaMy, Hepi4Ko nepeBepmyiOHM npw m>OMy HaBiTb 
BezLMKi Kopnopam'i. 

JIk noKa3ye npaKTMKa, BeziMKi nmnpMeMCTBa po3po6zt>noTb nziaH peicaaMHoi 
KaMnaHii Ha piK, mo 4ae Mime ymzieHHH npo noTpedn nmnpweMCTBa b peioiaMi Ta 
403B0Aae npaBMzibHo po3no4MMTM peicaaMHMM 6i04)KeT. ^kiijo ni4npMeMCTBo He 
nziaHye 3a34azieri4b peicaaMHy 4mzLbHicTb, to i’i peicaaMHi aiam CTaiOTb Bwna4KO- 
BMMM i HeB3aeMOnOB'iI3aHMMM , mo 3HM)Kye IX etjjeKTMBHiCTb i ni4BMmye BMTpaTM 
Ha peicaaMy. 

IlpaKTMqHMM 40CBi4 Ta CTaTMCTMKa CTBep4)KyiOTb, mo HaM6LlbIIIMX pe3yzib- 
TariB 40carai0Tb ni4npMeMCTBa, peicaaMa mnx o6ciyroBye rpynn TOBapiB 3 
bmcokok) Mipoio CTaH4apTM3aim i ymrJnKaim, kozlm BMpo6w po3paxoBaHi Ha 
6MHMM pMHOK, np04aK>TbOI 3a Bi4HOCHO HH3BKOIO L4HOIO i 6 HOBMMH. LL[o 

CTOcyeTboi caMMx nmnpMeMCTB, to peicaaMa HaiiGLibin ecjreKTMBHa 4,151 tmx, 
xto npaqioe 3 bmcokoio HopMoio npM6yTKy, Mae HeBezmicy qacTKy Ha pwHKy 
i He3aBaHTa)KeHi BMpo6HMMi noTycKHOCTi. 

Bi4H0CH0 3B'5i3Ky Mi>K luhoio npo4yKim i piBHeM BHTpaT Ha peicaa- 
My npocTexyiOTboi 4Bi npoTMyie>KHi TemieHLm. 3 04 hoto 6oKy, hmm Biime 
BapTicTb TOBapy, tmm peTezibnime noKynqi ni4,xo44Tb 40 BM6opy, a, 0T)Ke, 
Heo6xi4Ho Bicaa4aTM 6izibme KornriB b peicaaMy. 3 mmoro 6otcy, hmm bmiiw nma 
TOBapy, tmm MeHine noKymjiB Mo:*e iforo npM46aTM. To 6 to iwm mmhhmk 3MeHinye 
ay4MTopiio, Ha aicy noTpi6Ho po3noBCi04>KyBaTM peicaaMy, i ctcoponye BMTpaTM Ha 
Hei. 06cm BMTpaT Ha peicaaMy 3yMOBziioe i nonMT Ha TOBap. Mmm pi4ine KynyeTb- 
ca npo4yjmbi (TpMBazioro KopMCTyBaHHa), tmm peTezibHime i’i BM6ip, tmm 6Libiiie 
Tpe6a KornriB Ha peicaaMy. 

Bmchobkm. 3po3yMMO, mo peicaaMHa 4imibHicTb 6y4b-moro nmnpMeMCTBa 
6y4e po3BMHyroio ziMine nicmi peTezibHoi oiuhkm mo^kzlmbmx (JraicropiB, mo btltm- 
BaiOTb Ha i’i erjreKTMBHicTb. HaiiGLibm erJreKTMBHa peicaaMHa 4mzibHicTb 3MiHioeTboi 
3azie)KHO Bi4 KOHKpeTHoi CMTyam'i, b min ohmhmzlooi nmnpMeMCTBo. 

TaKMM mmhom, peicaaMHa 4i5MbHicTb BMMarae Bi4 nmnpMeMCTBa: 

■ 40 BrocTpoKOBoi hozutmkm, ma He 4onycKae pi3KMx 3MiH y MacuiTa6ax 4i- 
5MbH0CTi, mo MO*e BMKziMKaTM He 40 Bipy noicynmB; 

■ onTMMazibHoro cniBBi4HomeHHJi mdk 3aTpaTaMM Ha peicaaMy i MacuiTa6a- 
mm 4mzibHOCTi ni4npM6MCTBa; 

■ BpaxyBaHHii MacuiTa6iB BMpoGHMijTBa i noCTaBOK BMpo6iB Ha pMHKM 36yTy; 

■ 3pocT3HH^i 3aTpaT Ha peieaaMy npn po3mnpeHHi nonMTy Ha npo4yBmiio. 

OcKizibKM MapKeTMHr CTaBMTb b ijeHTp yBarM cno:*MBaqa, to bcs po6oTa ni4- 

npMCMCTBa, me BMKopMCTOBye npMHrqinM i MeT04M MapKeTMHiy, noBMHHa 6yTM 
cnpaMOBaHa Ha ni4nop>i4KyBaHH>i BMpo6HML(TBa iHTepecaM cnocKMBana, b cnziy 
ijboro peicaaMHa 4imibHicTb nmnpMeMCTBa noBMHHa hocmtm He tmbkm hotomhmm 
xapaKTep, a it dym cnp^MOBaHa Ha 40BrocTpoKOBe nporao3yBaHHJi 06'eMy i xa- 
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paKTepy noipe6 3 BPMBzieHHJiM mockzlmbmx BMMor cnocKMBaqiB 40 acopTMMeHTy i 
mocri BMpo6iB Ta Ha nepcneKTMBy 'ix BHpo6HMLtTBa i cno>KMBaHHH. 
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2.7. MEDIA PLANNING AND ITS ROLE 
IN THE ADVERTISING 
CAMPAIGN OF THE ENTERPRISE 
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UDC 659.113.35 
JEL M30, M3 7 

Abstract 

The purpose of the present paper is to study approaches in media planning 
and to determine its role in the advertising campaign of the enterprise. Advertising 
policy now is an indivisible and active part of marketing policy in companies, 
the main focus of competitive struggle. It is not less important than to achieve 
competitive advantages in market with the help of the technical innovations or price 
reduction of products. The main accent in this task was made in the specialization 
of media planning and marketing communications in Ukraine. 

Key words: marketing communication, media planning, advertising compaign, 
marketing policy of enterprises, innovations. 

Anomayu 

Mexa cTaTTi nozmrae y 40diA)KeHHi nypcoAiB 40 MeAianuaHyBaHHa Ta BM 3 Ha- 
ueuni uoro poui y peKuaMHiu KaMnami niAnpueMCTBa. PeicuaMHa nouiTuica CTa- 
ua HeBiA'eMHoio Ta aKTMBHoio uacTMHOio MapKeraHroBoi nouiTMKM niAnpueMCTB, 
OCHOBHMM (JjaKTOpOM KOHKypeHTHOl 6opOTh6u, He MeHEI BaXUMBMM, Hi)K 40Oir- 
HeHHJi KOHKypeHTHiix nepeBar Ha puHKy 3 a AonoMoroio BnpoBa4*:eHHJi TexmuHMx 
HOBOBBeAeHB ado 3 Hi«KeHH}i codiBapTocri npoAyKqii. Ochobhmm aKqeHT npn ijbo- 
My 3 podueHMM Ha cneitiaui 3 aitii MeAianuaHyBaHHJi Ta MapKeTMHroBMx KOMymKa- 
ijiH b yicpami. 

KAWHoei CAoea: MapKeTMHroBa KOMymKaitbi, Me4ia nuaHyBaHHJi, peicaaMHa 
KaMnaHia, MapiceTMHroBa nouiTMKa niAnpueMCTB, HOBOBBe4eHHH. 
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n OCTaHOBKa npo6/ie\IM. YmOBM pMHKOBOl eKOHOMiKM YKpaiHM iCTOTHO 
ni4BHLu;HaH pozib etJreKTMBHoi peicaaMHoi noaiTMKM b a4anTami 
(JryHKqioHyBaHHii BiTMM 3 HHHMX ni4npMeMCTB 40 3 Mm, mo Bi46yBaK>TbOi y 
30 BHiuiHb 0 My cepe 40 Biimi- PeicaaMHa noaimKa CTaaa HeBi4'eMHoio Ta 3 ktmbhoio 
qacTMHOio MapKeTMHroBoi noaiTMKM nmnpMeMCTB, ochobhmm cjiaKTopoM 
KOHKypeHTHOl 6opOTb6n, He MeHIH Ba^CZLMBMM, Hix 40dTHeHH}I KOHKypeHTHMX 
nepeBar Ha pwHKy 3 a 4onoMoroio BnpoBa4)KeHH>i TexmqHMx HOBOBBe4eHb a6o 
3 Hii>KeHH 3 [ co6iBapTOCTi npo4yK4ii. 

Ana/ib ociiOBiiMx 40C/ii4*eiib Ta nyo/iiKaqiii. Peay/iLTaioM ni4BMmeHoro 
iHTepecy 40 nwTaHb ynpaBniHHJi peKaaMHoio noaiTMKoio ni4npMeMCTB ocTaHHiM 
nacoM CTaaa nouBa 6araTbox po6iT, npMCBuneHMx BMpiuieHHio 4aHoi npo6aeMM. 
3 HaqHHM BHecoK y po 3 bhtok cynacHoi Teopii i npaKTMKM peicaaMHOi 4isiabH0CTi 
BHeczLM Taid Bnem YKpaiHM i Kpam CH 4 , hk BacKeHOB K). K., ylyK'iiHeLib T. I., FlaH- 
KpaTOB O. F., PoMaT E. B. Ta inuii. Cepe4 3apy6iacHnx BneHMx: BaTpa P v BepHeT 
4 *-, 4 ^e 4 )KiHC ®., Maepc 4 - 4 *-/ Mopiapri C., ITepci A., PociTep 4 *-P-/ CeH4i4)K 
M., Yeac Y., Opafi6yprep B. Ta iHini. Aae po6oTii, npMCBuqem M04eaiOBaHHio pe- 
KztaMHoi noaiTMKM nympMEMCTB, MaM*:e Bi4cyTHi. OcTaHHiM nacoM M04eai0BaH- 
Hio pi 3 HOMaHiTHMx npofoieM ynpaBaiHHa peicaaMHoio noaiTMKOio 6ynM npMCBn- 
nem 4eaKi po6oTM yKpamcbKMx bhchmx: /biceHKa K). F., Fy3Ji M. F., IIIanipM C. FI. 

Ta iHLOMX. 

HeBMpimeHa paHime nacTMiia 3 ara/ibiioi npo6/ie\iM. Pei</iaMa e ec])eKTins- 
HMM, a iH 04 i M 64MHMM 40 CTynHMM 3aCo6oM BTLTMBy Ha COqiaabHO-eKOHOMiHHy 
noBe4iHKy qLibOBMX rpyn noTeHqiMHMX cnoiKMBaqiB, i HaqLieHa Ha BMpimeHHa 
CKaa4HOi npo6aeMM — (JiopMyBaHHa i CTMMyziiOBaHHJi nonmy. 

PeicaaMa b YKpa'im b ocTaHHi poKM nepeacMBae 6ypxaMBMM po 3 BMTOK m y 
KMbKicHOMy, TaK i b iiKicHOMy Bwpa 3 i. Be 3 cyMHiBHo, ire e ho 3 mtmbhmm acneKTOM y 

p 03 BMTK 0 Bi pMHKOBMX BVtHOCMH. 

04 H 3 K He BapTo 3 a 6 yBaTH npo Te, mo peieraMHa cnpaBa b YKpa'im npoMirma 
3 a OCTaHHi 4edTb pOKiB T 3 KMM U 1 ARX p 03 BMTKy, mo y GLlblHOCTi iHUIMX Kpa'iH BiH 
33 MH 3 B 6m 4 eCiITMaiTT 3 I / a Lie He MOUO He nOTBTTM 3 a C06010 neBHLLX HeraTMBHMX 
Hacai4KiB. 

FIocTaHOBKa 3aB43HHa. 3 BMHMKHeHHUM pMHKOBMX bFahocmh b YKpaim 3 Ha- 
mho 3 pocaa poab peicaaMM Ta peioiaMHoi 4LSMbH0CTi, mi 3 aMMaiOTb Ha6araTo 
6iabine Micim b ckmttI kockhoi zlio4mhm. Y 4aHMM momcht peicaaMa e npoBi4HMM 
4>KepeaoM iH^opMaim npo tom mm ihitimm TOBap i, BmnoBmHO, Mo>Ke m npMHe- 
ctm KopMCTb, TaK i 33 B 43 TM LUK04M npaBaM i 33 KOHHMM iHTepecaM cnoacMBaniB i 
BMpo6HMKiB TOBapiB Ta nocayr. 

BMBcaa4 ochobhoto MaTepiaay. B yMOBax nocMzieHHJi KOHKypeHTHoro tmc- 
Ky, oco6zlmboto 3 HaneHH>i Ha6yBae 36 iabineHH>i 3 HaMymocTi HeiiiHOBMx mmhhmkIb 
KOHK ypeHqii, nmnpMeMCTBy, mo6 ycnimHo KOHKypyBaTM, He40CTaTHbo ctbopmtm 
40CTynHMM 4zni qLibOBMX cno>KMBaniB i 3 a 40 B 0 abHLH 0 MMM 'ix noTpe6M npo4yKT. 
Ba)KaMBMM He caM TOBap, a moto Bi4noBi4HicTb CMCTeMi cno)KMBaHH>i. FIkoio 6 yHi- 
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KaziLHoio He 6 yna ToproBa npono3nqin, Himo He Mae peanwioi qiHHOCTi 6e3 npa- 
bmzlbho 36y40BaHMx i ecjreKTMBHo npaqioiOHMx KOMymKaqid. 

MapKeTMHroBi KOMymKaqii e ccjrepoio 4i5LibH0CTi no po3noBCK>4)KeHHio no- 
3HTMBHMX Bi 40 M 0 CTed npO KOMnaHilO, i"i TOBapH 3 MeTOIO 3airiKaBMTH nOTeHLUMHMX 
cnoiRMBaniB i cxmzlmtm ix 40 noicynKH TOBapy. 

y 6y4b->iKOMy Bnna4Ky petcnaMa 403bozlmtb po3noBCK)4MTM mcjiopMaiuio 
npo 6i3Hec KOMnaHii i npe4CTaBMTM doro 3 Had6Libm npMBa6nnBoi CTopoHM. Fo- 
aoBHe — nocriMHO KOHTpoznoBaTH CTeniHb e(J)eKTMBH0CTi KaMnaHii, i CBoenaaro 
KoperyBaTM i'i. Y qinoMy boi peicaaMHa KaMnamn BicaaqaeTbai b KnacMHHy cxeMy: 
naaHyBaHHii — opraHi3aqin — MOTMBaqin — KOHTponb. 

OcHOBHe qncepeno po3po6KM CTpaTeri'i peicaaMHoi KaMnaHii — 3araabHa npo- 
rpaMa MapKeTMHiy. BnxoqnHM 3 qboro i (JiopMyiOTboi qLd peicnaMHoi KaMnaHii. 
IJqd MO>Kyrb 6yra eKOHOMinHMMM i HeeKOHOMinmiMM, a6o peicaaMa MO)Ke hocmtm 
hmcto eKOHOMinHHM a6o HeeKOHOMiqHMM xapaKTep. I^iai npoBeqeHHn peKnaMHMx 
KaMnamd MocKyTb 6yra caMiiMii pi3HOMamTHMMH i 3aae)KaTb bohm Bi4 qined Map- 
KeTMHiy: BnpoBa4>KeHHH Ha pnHOK hobmx TOBapiB, nocnyr, CTMMyznoBaHmi 36yiy 
TOBapiB nn 36iabineHHJi o6ony peani3aqii nocnyr, nepexi4 nonnTy 3 04HMX TOBa- 
piB (nocayr) Ha inmi, CTBopeHHn cnpnnTyiMBoro o6pa3y ni4npMeMCTBa ((JripMM) i 
TOBapy, 3a6e3neneHH>i CTa6LibH0CTi ynBneHb npo TOBap hm n^npneMCTBo (<f>ipMy) 
y noKynqiB i napraepiB Toiqo [2], 

ToMy peioiaMHa KaMnaHii — qe KOMnaeKC peKnaMHMx 3axo4iB, mo od'eqHam 
04Hieio MeToio (qizniMn), 44H peani 3 aqii MapKeTMHroBoi CTpaTeri'i peKnaMoqaBqn 
mznixoM cnoHyKaHHa 4aHoro Koaa cnoTKMBaniB 40 4ii 3 a 4onoMoroio peKnaMHMX 
3BepHeHb. 

y Hand 4Hi KOHqenqin peicaaMM i KOHqenqin MapKeTMHiy nonnrae b 04H0My 
d TOMy nc: y qenrpi i MapKeTMHroBoi qinzibHOCTi, i peicnaMHoi CToiTb cnocKMBan. 
BmpoGhmk, neprn Hi>i< po3nonaTM BMnycK npoqyKqii, BMBnae cno>KMBana, a noTiM 
BMKopMCTOBye oTpMMaHi 4am y BM3HaneHHi qined MapKeTMHiy i peicaaMM. 

MeTa peicaaMM, m npaBMno, 3 bo4mtboi 40 toto, mo6 nepeKOHaTM noTeHqid- 
hmx noKynqiB y KopMCHocri TOBapy i npMBecTM 40 4yMKM npo Heo6xi4HicTb doro 
KyniBzii. OipMa noBMHHa httko ymAxm MeTy peicnaMM, to 6 to, 3 moio MeToio 6y4e 
npoBe4eHa peicaaMHa KaMnamn [2]. 

FIk npaBMzio, y moori ocHOBHoi MeTM peicaaMHoi KaMnaHii niqnpneMCTBa 
Ha3MBaiOTb 36inbmeHHJi 36yry (cTBopeHHn doro 3 Hy ah , nKiqo MOBa dqe npo 4M- 
BepcMtJnKaqiio) i ni 4 TpMMKa doro Ha nonepe 4 HbOMy piBHi (nKiqo nnaHyeTbcn niq- 
BMiqeHHn qiH TOiqo). 36yT e ymBepcanbHMM 3aco6oM oqiHiOBaHmi b cnny doro 
nepmoneproBoi BancaMBOCTi 4 ZMI niqnpMeMCTBa. 04H3K Ha 36yr GLibinoio Mipoio 
BnziMBaiOTb He peicaaMHi (JiaKTopn: TOBap, qma, posnoqLi, CTMMyznoBaHHn. Peicra- 
Ma BnnMBae Ha 36yT b ocHOBHOMy nepe3 niqBMiqeHmi piBHn miJiopMOBaHocTi npo 
npo 4 yKT i ni 4 npMeMCTBo, d CTBopeHHn o6pa3y npo 4 yKTy Ta niqnpneMCTBa. TaKMM 
hmhom, 36iabmeHHn 36yTy Monce 6yra Ha3BaHe toziobhoio MeToio peicaaMHoi KaM- 
naHii, ane 4 MpeKTMBHe 3a4aHHn doro BennnMHM He Monce cayiyBaTM 4 ocTaTHboio 

OCHOBOIO 4Zin p03po6KM [6]. 
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ripoTe, 36LibiiieHH>i o6oiiy He 3azie)KMTb HanpuMy Biq, ecJreKTMBHOCTi peicaa- 
mm. 06dra npoqaxy 3azie>KaTb Bi4 qncTpMG'iOTopcbKoi Mepead, Bi4HouieHb 3 
4MztepaMM, ce30HH0CTi, M 0411 . ]loTpi6Ho wko czi^KyBaTM, 1406 pe3yzibTaTM 6yziM 
peaziicTMqHHMM, a He 3aBMmeHMMM, i 3aB4aHHJi icaieHTa Ha npoBeqeHHH peicaaMHOi 
KaMnami y qbOMy BnnaqKy e npe4MeTOM oBroBopeHmi, a He 4orMoio. 

HacTynHMM MOMeHT, hkmm ciiq Biqo6pa3MTM y 3aB4aHHi, — qe 6i04*:eT: 3a 
aid rporni icaieHT oniKye oTpMMaTM nocraBzieHi pe3yzibTaTM. OcicLibKM areHqbi bm- 
crynae m pa4HHK 3 iHBecTMqin, in qLiKOBMTo HeoBxiqHO 3HaTM, hmm BOHa MO>Ke 
onepyBaTM. Ha xazib, Ha npaKTnqi 4 ocmtb qacTo 3ycTpHaiOTboi BnnaqKH, kozlm 
6i04>KeT He oroziomyeTboi, azie Bi4 areHqii BMMaraiOTb Ha4aTM npono3Mqii. Y 6Lib- 
mocTi BHna4KiB qe 3aBepmyeTboi po3xoq)KeHmiM dioq^Keiy, hkmm peKOMeHqyBazia 
areHqm n peazibHMM 6i04*:eT0M Kaiemra. 

51k i 6 y 4 b->iKMM npoeKT, peicaaMHa KaMnaHbi Mae wid xapaKTepMCTMKM: mo 
noBHHHo 6ym 3po6zieHo (saqani, pe3yztbTaTn), y paMKax moro BroqxeTy, 3a hkmm 
Bi4pi30K nacy. KziieHTOM, hk npaBirao, (JropMyeTboi npn6ziM3HMn CTpoK peicaaM- 
Ho’i KaMnami. AreHqBi noBMHHa BM3HaqwTM qiTKi nacoBi paMKM nicAH po3noqLiy 
6i045KeTy. Hacrime BCboro CTpoKM noB'n3yiOTbai 3 nixaMM 3pocraHmi npoqa:*y 
(>iKiqo MeTa peioiaMHoi KaMnaHii — niqTpMMKa npoqaxy) a 6 o 40 MOMemy bh- 
BeqeHmi TOBapy Ha pnHOK. 

PeicaaMa CTae rieio 3b'ii3hoio AaHKoio mdk bmpo 6 hmkom npoqyKqii, hkmm ne- 
peciiqye cboio neBHy Meiy, i cnroicMBaneM, akmm, y cboio nepry, Mae cboio MeTy. 
Are HaBiTb iyT peicaaMa e He npocTo «MicTKOM»: qzni toto, 1406 6yzia qodmyTa 
MeTa BiipoGHMKa i 3 aqoBOAem noTpedn cnocKMBana, peicaaMa BMKopMCTOBye paq 
npMMOMiB, nid podzLsiTb 3 HanHMM BnziMB Ha noBeqiHKy cnocKMBana, (JiopMyiOHn y 
Hboro noTpedy i CTiiMyznoiOHM KyniBezibHy noBe4iHKy. Eyqyqn coqiaAbHMM (JreHO- 
MeHOM, peicaaMa, 3 04 hoto 6oKy, Biqo6pa)Kae b co6i KyAbTypy KOHKpeTHoro cyc- 
nizibCTBa, a caMe HopMM, qiHHocri, Tpaqnqii, a 3 inmoro — cnpwae (jpopMyBaHHio 
hobmx qiHHocTen Ta ctmaio ckmtta. 

TezLe 6 aneHmi — iqeaAbHMM peKAaMHMM iHCTpyMeHT 4 aa niqnpMeMCTB, akmm 
noTpidHo «noKa3aTM TOBap o 6 amtoim» a 6 o CTBopwTM, HaBKpyra hboto aTMoaJiepy 
a>KioTa*:y. BaraTo xto BBaxae TeAeBi3iiiHy peKAaMy HaMeiJieKTMBHiiiioio, ocKMbKM 
BOHa nepe 4 ae 3opoBi o6pa3n — Han 6 Libiii Haonm i HaM 6 Libm nepeKOHAMBi 3 ycix 
mo>kambmx. B tom xe nac, TeAepeKAaMa — qoporan 3aci6 peicaaMM, 40 moro Bqa- 
KiTbai (JripMM, mi xonyTb 40 HecTM cboio imJiopMaqiio 40 mMpoKoro KOAa icaieHTiB. 

Me4ianzLaHyBaHHH (Mn) e 04Hieio 3 HaMBaxziMBimMx cicaa40BMx peicaaMHoi 
KaMnaHii. ni4 Me4ianziaHyBaHHJiM cneqiaziicTM po3yMiiOTb qiazibHicTb 3 po3MiiqeH- 
h si peicziaMM y TpaqnqiMHMx 3aco6ax MacoBoi iHijiopMaqii (TezLeBaneHmi, paqio, 
npeca) i Ha 30BHiiiiHix Hociax. 

TepMiH «Me4iannaHyBaHH>i» nyAii yci. Azie Mazio xto 3Hae, iqo >k qe TaKe. A 
Mi)K tmm, 6e3 rpaMOTHo nodyqoBaHoro MeqianziaHy peicaaMHa KaMnama MO)Ke 
CT 3 TM e(J)eKTMBHOIO ZLMme BMnaqKOBO. 

noHUTTn «Me4ianziaHyBaHHJi» 3 'hbmzlooi y cepeqMHi 60-x poKiB y CLUA. Y 
1964 poqi aMepnKaHCBKMM cKypHaziicT i peicaaMicT Poq^Kep EapraH npoBiB paq 40- 
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cri4>KeHi), .siKi cnpAMOBam Ha ni4BMmeHH.a ecjreKTMBHocTi peieaaMHnx aKqin, mo 
npOB 04 My!MOI pi3HMMM KOMnaHMIMM. CaMe T 04 i BiH BCTaHOBMB, mo npOCyBaHHil 
TOBapy hm nodym Ha pMHKy oco6zlmbo ecjreKTMBHe, kozlm KOMnzieKC MapKeraH- 
roBwx 3axo4iB po3po6AaeTboi 3 ypaxyBaffiMM nziaHy po6oTM i3 3aco6aMM MacoBoi 
iHcjropMaqii. Tlpvi qbOMy ni4 podoTOio i3 3aco6aMM MacoBoi iHcjropMaqii BiH MaB Ha 
yBa3i He npocTo po3MimeHH>i peicziaMHMx onxaomeHb, a po3po6icy CTpaTerii, axa 
403B0ZLMZia 6 MaKCMMMbHO pe3yZLbTaTMBHO BMKOpMCTOByBaTM pi3HOMaHLTHi 3aCO- 
6 m MacoBoi iH(J)opMaim. TaK, nooynoBo crazio (JropMyBaTMOi noH^Tra Me4iamia- 
HyB3HH3 [3]. 

TepMiH Me4ianztaHyBaHH3i Bneprne 6 yB pycM(J)iKOBaHMM y KiHid 1994 poicy y 
paMKax HayKOBoro ceMmapy, mo npoB 04 MBOi 40 cri 4 HnimKMM ijeHTpoM «V-ratio» 
y iHCTMTyri coijiozLOrii PAH. «OxpecTMZLM» HOBy 4 AH Hac 4 MCimn/iiHy cnemaziic- 
TM 3 Be 4 yHMX MOCKOBCbKMX peKZtaMHMX areHLjiM, mo 3aMMaZLMC3I 40 di 4 )KeHH>IMM 
peicziaMM i po3po6icoio nziamB peioiaMHMx KaMnamn. Bohm, cnonaTKy acapTyio- 
qn, Ha3BaziM CBoi npo(])ecinHi 36opn «Kpy)KOK Me 4 ianzLaHepiB», a HOBy npocjreciio 
«cnemaziicT 3 Me 4 ianzuHyBaHHH (Me 4 ia-nziaHyBazibHMK)». OqeBM 4 HO, cniB3ByqHO i3 
KpycKKOM nziaHepncTiB Ey 4 MHKy nioHepiB [4]. 

04H3K 3a 6paKOM Kpamoro TepMmy, 6Libm KopoTKoro i tohho Bi4o6pa>Kaio- 
qoro cyTHicTb po6oTM, TepMiH Me4ianziaHyBazLbHMK npM>i<MBOi i B>Ke iHTeHCMBHo 
BMKopMCTOByeTboi y npo<f>ecinHin npeci. M, HacnpaB4i, aHMiMCBKa KazibKa «Me4i- 
anziaHep» me Menm B4azia. 

Me4ianziaHyBaHHJi ( mediaplaning ) — nziaHyBaHHii peioiaMHMx KaMnamn, 3MicT 
3IKOTO 3B04MTBOI 40 BM6opy OnTMMaZLbHOl npOTpaMM p03MimOHH3[ peKZtaMHOTO 
MaTepiaziy. .3 k KpnTepin onTMMaztbHocri BMKopMCTOByiOTb, ak npaBnzio, 04MH a6o 
4eidzLbKa napaMeTpiB KOMymKaTMBHoi e(J)eKTMBH0CTi nziaHy peicaaMHoi KaMnaHii. 

CymicTb TepMiHy noznirae y cnoziyqeHHi aMepMKaHCBKoro media, mo BM3Ha- 
qae yci 3aco6n po3noBCi04)KeHH3[ peioiaMM, BKznoqaioqM 6y4b-5iKi 3aco6M MacoBoi 
iH(j)opMaqii i 30BHiiiiHio peicaaMy, 3 yzno6zieHMM BiTqn3H3HMM nztaHyBaHHiiM. T 06 - 
to MOBa M4e npo onraMazibHe nziaHyBaHHa peicaaMHoro 6 i 04 >KeTy ni4 qac BM6opy 
KaHaziiB po3MimeHHii peicaaMM. iHaKme KacKyqn, npo 40 draeHHJi MaKCMMazibnoi 
e<J)eKTMBH0CTi peioiaMHoi KaMnaHii, ockmbkm 6e3 npocjreciMHo «o6paxoBaHoro» 
Me4ianziaHy 6y4b-5iKi po3MOBM npo ecJreKTMBHicTb peicaaMM HaBpmi qn odrpyHTo- 
Bam [5]. 

Me4ianziaHyBaHH>i — ije onraMazibHe nztaHyBaHHii pejoiaMHoro 6 i 04 )KeTy 
ni4 nac Bn6opy KaHaziiB po3MimeHHH peicziaMM, 3a4zni 40carHeHH3i MaKCMMazibHoi 
ecjreKTMBHOCTi peicaaMHoi KaMnaHii [7]. 

AzibomMH i Eepb03KiH BBa>KaiOTb, mo 4aHe noHHTTa (Me4ianziaHyBaHH3[) 03Ha- 
qae BMMipiOBaHHii i o6qnoieHH>i KLibKocri BMna4KiB, kozlm cnocKMBaq peicaaMM Mir 
nodaqMTM peicaaMHe noBmoMzieHHii [1]. 

OTCKe, npoiiec cjropMyBaHHJi cmctcmm KaHaziiB nepe4aqi peicaaMHMx nooiaHb 
a4pecaTaM peioiaMHoi KOMyHiKami BM3HaqaeTboi jik Me4ianziaHyBaHH>i. 

Me4ianziaHyBaHH>i BKznoqae b ce6e: aHazii3 pMHKy, mzibOBoi ay4MTopii Ta Map- 
KeTMHroBoi CMTyaiiii; nocTaHOBKy qLreM peicaaMHoi KaMnami; BM3HaqeHH3i npio- 
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pMTeTHMx KaTeropiii 3acodiB MacoBoi iH^opMaiiii; BH3HaueHHa onTMMaabHwx 3Ha- 
qeHt noKa3HMKiB ecjreKTUBHocTi; naaHyBaHHa eianiB peicaaMHoi KaMnami b uaci; 
po3no4ia 6i04)KeTy 3a icaTeropiaMH 3aco6iB MacoBoi iH(J)opMaim [9]. 

E(|)eKTMBHicTb Me 4 ianaaHyBaHHH BM3HauaeTbca neBHMMM noKa3HMKaMM. Pe- 
aai3aqia cramtapTHHx (3axi4HMx) MeT 04 MK npo Me 4 iariaaHyBaHHa npnnycicae Ha- 
aBHicTb cneqiaabHoi iH(J)opMaitiMHoi da3M, to6to CTaH4apTM30BaHnx 43 hmx npo 
po3Mip i CTpyKTypy ay 4 MTopin 3acodiB peicaaMH, CTaBaeHHa HaceaeHHa 40 pi3Hnx 
BH 4 iB peicaaMHoi imJjopMaim. 

CTaH4apTM3aiiiii nepe4dauae HaaBHicrb neBHoi Tepiumoaorii: pehTMHr (po3- 
Mip ay4MTopi’i KOHKpeTHoro peicaaMo Hocia), affinity (iH4eKC BmnoBymocri), AQH 
(Average Quarter of an Hour) — cepe4Hih pehTMHr 15-xBMaMHHoro iHTepBaay, 
blinking («MMTOTiHHa», to6to pexaaMHa aKTMBHicTb nporaroM 40 Cmtb TpMBaaoro 
nepio4y 3 kopotkmmm nepepBaMM (1—2 TnacHi)), continuity (de3nepepBHa peicaaM- 
Ha aKTMBHicTb nporaroM TpMBaaoro nepio4y uacy), CPT Aud (Cost-per-thousand 
of Audience) — BapricTb oxonaeHHa 1000 uoaoBiK odpaHoi qiabOBoi ay4MTopii, aid 
dauMaM peicaaMy, mo po3paxoByeTbca 4iaeHHaM 3araabHo'i BapTocTi cxeMii Ha oxo- 
naeHHa b racauax uoaoBiit, CPP (BapTicTb pehraHroBoro nyHKiy, e uacTKoio Bi4 4k 
aeHHa BapTocTi cxeMH po3MiineHHa Ha GRP), GRP (BaaoBMh oluhhmm KoecJameHT, 
cyMa pewTMHroBMx nyHKTiB, cyMapHMh pehTMHr), TRP (Target Rating Point) — cy- 
MapHMh pehTMHr anine 4aa qiabOBoi rpynn, OTS (opportunity to-see) — mmo- 
BipHa ay4MTopia peicaaMHoro 3BepHeHHa, memory lag (imepBaa, nporaroM aKoro 
peicaaMa 3adyBaeTbca), Net-coverage ado Net-Reach (uacTMHa HaceaeHHa ado qi- 
zibOBoi rpynn peicaaMHoro BnaMBy, npoiH(J)opMOBaHa npn noqaui 04Horo peicaaM- 
Horo oroaomeHHa), Accumulated Net-coverage ado Coverage (noKpuTTa), ado 
Reach (4ocaraeHHa), ado GPR (Gross point of reach) — uacraHa HaceaeHHa ado 
qiabOBOi rpynn peicaaMHoro BnaMBy, npoiH(})opMOBaHa npn no4aui Kiabicox pe- 
icaaMHMx 3BepHeHb, Net Rating Point (oxonaeHHa) — BiqcoTOK HaceaeHHa perioHy 
(qiabOBoro pnHicy) ado KiabicicTb aK>4eh, mo Maan xoua d 04Hopa30Bnh KonraKT 3 
peicaaMoio 3a 4eaKMh npoMiacoK uacy, Frequency ado Average OTS (uacTOTa ado 
«cepe4Ha MoacanBicTb nodaunraw), HUR (xapaKTepncraKa nonyaapHocri Me4ia- 
Hocia y pa4iocayxauiB), HUT (xapaKTepiiCTHKa nonyaapHocri Me4aHocia 

y Teaeraa4auiB), Reach (uacraHa qiabOBoi ay4HTopii, mo KOHTaKTyBaaa 3 peicaaM- 
hmm 3BepneHHaM xoua d 04HH pa3 npoTaroM 3anaaHOBaHoro nepio4y) [8]. 

B yMOBax 3pocTarouoi KOHKypeHqii i iH(|)opMaqihHoi HacMueHOCTi cyuacHMM 
TopriBeabHMM KOMnaHiaM 43 a 3ade3neueHHa HopMaabHoro (JjyHicqioHyBaHHa i 
po3BMTKy Heodxi4Ho 3acTocoByBaTM KOMnaeKC MapKeTMHroBMx 3axo4iB, aicnh cicaa- 
4aeTbca 3 peicaaMHoi KOMnaHii, 3axo4iB no npocyBaHHio TOBapy i CTMMyaiOBaHHa 
3dyTy. KpiM Toro, 4aa 34ihcHeHHa qnx 3axo4iB Heodxvmo CTBopiOBaTM cneqiaai- 
30BaHi peicaaMHi BfmiaM, 3anpomyBaTM b hmx 40 CBi 4 ueHMX peicaaMicTiB i HaBuaTM 
BaaCHnh ynpaBaiHCbicMh nepcoHaa MeT 04 aM MapKeraHroBoro ynpaBaiHHa. ToMy 
aKTyaabHMM CTae BmcopncTaHHa MexaHi3MiB ecJreicTMBHMx peicaaMHMx KOMnamh, 
mo i odyMOBMMo aKTyaabHicTb tcmm 4aHoi MaricTepcbKoi podoTM. 
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HeraTMBHe Bi4HomeHH>i 40 peioiaMM, mo cnocrepirazLoai 40CMTB TpMBaziMM 
nac, n p n h it >k e h h sr Ti pozii npiiBeaii 40 toto, mo b YKpaiHi BmqyBaeTBd He4CMiK 
Heo6xi4HMx TeopeTMqHMx i npaKTMHHMx 3aco6iB b o6ziacTi ynpaBZLiHHH peicaaMHoio 
noziiTMKOio 4ZU1 erJreKTMBHoro (JjyHimioHyBaHHa MapKeTMHroBwx Ta peioiaMHMx 
ni4po34iziiB nmnpMeMCTB. I_(e o6yMOBznoe Heo6xi4Hicn> iiiMpoKOMaciiiTa6Horo Ta 
4iziecnp>iMOBaHoro 3acTocyBaHHH riepcneKTMBHMx M04ezteii i MeT04iB ynpaBziiHHii 
peKziaMHOio noziiTMKOio, aid 6yzio anpo6oBaHo npaKTMKOio iH4ycrpiaziBHo-po3BM- 
HyTMX KpaiH i mo pa30M 3 tmm Bi4noBi4aiOTB cneimcpm BiTqM3H>iHoro piiHKy. 

Bmchobkm Ta nepcneKTMBM no4azLBuiMx 40cai4)KeHB. 04HaK, He3Ba)KaiOHM Ha 
4oarHeHHH BiTqn3H>iHHx i 3apy6i>KHiix BqeHMx, y Teopi'i ynpaBziiHHH peKziaMHoio 
noziiTMKOio yKpaiHCBKirx nmnpweMCTB me 3azmmaeTBOi u,iAiiii pn4 npo6zteM, mo 
noTpe6yiOTB no4aaBiiioro BMpimeHHH. Cepe4 ijmx npo6zieM mo>kh3 bm4mmtm TaKi 
npMHL(MnoBo BacKziMBi, hk onTMMi3aimi npcmecy CTpaTerinHoro nziaHyBaHHJi pe- 
KZiaMHOl 4i5IZLBHOCTi, BM3HaHeHHJI OnTHMaZLBHOl BeZLMqMHH peiCZLaMHOTO 6l04>KeTy 
Ta moto CTpyKTypw, onTMMi3am>i npoijeciB Me4ianziaHyBaHH>i / Bce6inHa oqiHKa 
erJreKTMBHocTi peioiaMHoi noziiTMKM Ta mini. 
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2.8. BRAND MANAGEMENT AS A STRATEGY 
TO COUNTER AMBUSH MARKETING 

ynPAB/UHHfl EPEHAAMM flK CTPATErifl 
nPOTHAII nAPA3HTHHHOMY MAPKETHHry 
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Cmenanemo C. B. 
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Henoxyma T. A. 
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Abstract 

Essence and forms of ambush marketing as display of unethical competition 
and its effects on the authentic firm have been determined in the article. The author 
of the article has also defined directions of multipronged resistance to parasitism 
and has revealed its contents. Administrative-judicial and legal protection of 
trademark rights, which were outraged, have been proven in the article. 

Keywords: intellectual property, trademark, brand, unethical competition, 
ambush marketing, administrative and legal protection of intellectual property 
rights, judicial protection of intellectual property rights. 

Ammapin 

Bii3HaueHo cymicTB Ta (JropMu napa3MTMUHoro m apKeiriHry ak npoiiBy He 40 - 
6pocoBicHoi KOHKypeHLu'i, iioro Hacui4KM 4zui opuriHauBHoi (jripMM, otcpecueHo Ha- 
npaMM KOMnueKCHo'i npoTM4ii napa3MTM3My Ta po3KpuTo ix 3 m1ct, ohrpyHTOBaHo 
a4MiHicTpaTMBH0-npaB0BMM Ta cy 40 BMM MexaHi3MM 3axucTy nopymeHux npaB Ha 
ToproBeuBHy Mapicy. 

KAmoei CAoea: iHTeueKTyauBHa BuacmcTB, ToproBeuBna Mapxa, 6peH4, He 40 - 
GpocoBicHa KOHKypeHijiii, napa3MTMUHMM MapKeTMHr, a4MimcTpaTMBH0-npaB0BMM 
Ta cyAOBiiii 3axncr npaB iHTeueicryauBHoi BuacHocTi. 

y npaBuiHHH ToproBeuBHMMM MapKaMM 5 ik 06'eKTaMM iHTeueKTyauBHoi 
BuacHocTi, Mae ocohzniBe 3HaueHH>i 4 ah KOMnamM-BMpohHMKiB. BiiKopnc- 
TaHH^i ToproBeuBHMx MapoK 3a6e3neuye unMauo nepeBar hk 4asi ni4- 
npueMijiB, Tax i 4zui cno>i<MBauiB. Tax, 4zui 6i3Hec-cy6'eKTiB bohm Bi4KpuBaiOTB 
Kpami MOiKUMBOCTi 4ASI 3aXMCTy Bi4 He 406 p 0 C 0 BiCH 01 KOHKypeHIjii, CTBOpiOIOTB 
yMOBH 4AH BMpi3HeHH3I 3-nOMi>K KOHKypeHTiB, (j)OpMyiOTB i 3MiL(HIOIOTB n03M- 
tmbhmh iMi4)K KOMnami, 3a6e3neuyiOTB cmMyzuoBaHRa 36yTy, 3pocTaHBw 
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npM6yTKOBOCTi (JripMM Ta ni4BMiqeHH>i Ti KOHKypeHTocnpoMocKHocri. Cno^KMBauiB 
TOprOBeZLBHi MapKM iH(})OpMyiOTb npO TOBap, npo BMpohHMKiB, CKOpOMyiOTb 
TpaHcaKqiiiHi BMTpaTM, rapamyiOTb cnocKMBauaM neBHMM Ha6ip KopMCHMX 
BZLacTHBocTeii Ta piBeHb modi KOHKpeTHHx TOBapiB, 3a6e3neuyiOTb MoxuMBOCTi 
nopiBHitHHii aHauoriuHMx TOBapiB Ta nocziyr. OT)Ke, BMKopMcraHHii ToproBezibHMx 
MapoK 34aTHe 3a6e3neuMTM y3T04*:eHH>i iHTepeciB BHpo6HMKiB Ta cno>KMBauiB, 
CTMMyziiOBaTM eKOHOMiqHMM po3BMTOK 3aB44KM Mexam3My KOHKypeHqii. 

BoqHouac, ycnimni 6i3Hec-npoeKTM, mo ctbopmum m BMKopucTOByiOTb 6peH- 
40Bi ToproBezibHi MapKM, Macro CTaiOTb 06'eKTaMM He4o6pocoBicHMx qiii 3 6oKy 
KOHKypeHTiB. Taid 411, iqo b yKpamcbKOMy 3aK0H04aBCTBi oTpMMaziM Ha3By Henpa- 
BOMipHoro BMKopMCTaHHJi no3HaueHb [1], y 3axi4HMx qcKepeuax, a Bi4He4aBHa m y 
BiTMM3H>IHMX 40CU4>KeHH}IX, OnMCyiOTbOI nOH3TT3M "napa3MTMqHMM MapKeTMHr". 
HayKOBi po3Bi4KM 3 npohueMM npoTM4ii He4o6pocoBicmM KOHKypeHqii, HenpaBO- 
MipHoro BMKopMCTaHHio no3HaueHb cnp^MOBaHi 34e6izibmoro Ha aHaub iopM4Mu- 
hoto MexaHi3My 3axMCTy npaB Ha ToproBeubHi MapKM i crocyiOTbai CMTyaqiii, kozlm 
qi npaBa y*:e nopymeHi. HaTOMicTb, i3 nozm 3opy qocniqHMKiB BMnaqaiOTb nMT3H- 
H3 npeBeHTMBHoro BnziMBy Ha KOHKypeHTiB Ta cnocKMBaHiB, opraHi3aqiMHi, eKOHO- 
Miqm Ta coqiazibHi acneKTM aHTMnapa3MTapHoi CTpaTerii. Ije ct3bmtb Ha nopaqoK 
qeHHMM HeodxiqHicTb HayKOBoro ohrpyHTyBaHHii qinicHoi CTpaTerii 6opoTb6M 3 Ta- 
kmmm npoaBaMM HeqohpocoBicHoi KOHKypeHqii, CMcreMaTM3aqii Ta y3araubHeHH>i 
BiTqM3HHHoi Ta 3apy6ixHoi npaKTMKM po3B'a3aHH>i cnopiB, noBbi3aHMX i3 nopy- 
meHHHM npaB Ha ToproBezibHi MapKM. 

3k yace 3ra4yBaziooi BMiqe, KoniroBaHHTi uy>Koi nonyzuipHoi MapKM qzui npo- 
cyBaHHii CBoei HeBiqoMoi Mae Ha3By "napa3MTMUHoro MapKeTMHry". MauoBiqoMi 
KOMnaHii MO>KyTb cnp^MOByBaTM CBoi qii Ha iMiTaqiio (niqpoGKy) 4M3aMHy ynaKOB- 
km, Ti (JropMM, zioroTMny KOMnaHii, Ti HaMMeHyBaHHJi, a t3ko>k h33bm KOHKpeTHoro 
6peH4y. ^ocmtb Macro 3ano3MuyiOTbai m oKpeMi eueMeHTM peimaMHoro o6pa3y 
KOMnaHii a6o npoqyKTy. ITpaKTMUHo 6y4b-3iKMM KOMnoHeHT o6pa3y KOMnaHii mm 
Ti npoqyKqii, iqo BMKziMKae y cnocKMBaua CTiiiKi no3MTMBHi acoqiaqii, MO*e 6yra 
BMKOpMCTaHMM He406p0C0BiCHMMM KOHKypeHT3MM. 

.3k npaBMzio, iMfraTopM 3BepTaiOTb yBaiy Ha niqpohKy t6kctobmx eueMeHTiB 
6peH4y. n P M qbOMy BMKopMCTOByiOTb KiubKa ochobhmx npMiioMiB: cniB3ByMHi Ha- 
3BM, BMKOpMCTaHHH nOqiGHMX 40 OpMTiHaZiy 6yKB a6o 3H3KiB, BMKOpMCTaHHa H33B 3 
aHaZLOriMHMM MM aHTOHiMiMHMM 3MiCTOM [2]. OKpiM TeKCTOBMX eZieMeHTiB mMpOKO 
BMKopMCTOByeTbOi iMfraqia 4M3aiiHy. Y qbOMy BMna4Ky niqpohqi niqqaiOTbOi Taid 
ezieMeHTM: Koziip a6o raMMa KOzibopiB, po3TamyBaHH>i qeTaueii Ha ynaKOBqi, (Jrop- 
Ma ynaKOBKM. noimipeHoio e KOMnneKCHa iMiTaqia, kozlm niqpoGzunoTboi KMbKa 
ezieMeHTiB TeKCTOBoro mm rpatJnuHoro otJropMzieHHii. HeqohpocoBicm (})ipMM mo- 
xyTb BMCTynaTM y poui np^MMX KOHKypeHTiB m a p k m - o p m ri h a /i a (HanpMKuaq, 3y6m 
nacTM "Aquafresh" i "Aquarelle"), a MO*yTb po3mMpiOBaTM mjdkmm 6peH4 Ha He- 
BuacTMBi iioMy TOBapn (qnrapKM "BauTMKa" a6o 3y6Ha nacTa "Orbit"). 

riapa3MTMUHMM MapKeTMHT HauBObm p03n0BCK>4)KeHMM Ha pMHKy TOBapiB 
MaCOBOTO CnOCKMBaHHil. OCKMbKM BOHM KVnVIOTbOI 40 CMTB MaCTO i ix M3CTK3 y 3a- 
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raziBHOMy 40x024 cno)KHBaqiB e He3HaHHoio, yBara 40 t3kmx TOBapiB y nponeci ix 
npM46aHH>i e ocaa6aeHoio. Ha HeyBa>i<Hicn> cnroicwBa^a Ta iioro HerpaMOTHicTb 
po3paxoByiOTB (})ipMM-napa3MTM m Ha iHiiinx pwHKax, CKacKiMo Ha pwHKy opnexm- 
km. Ak npaBMzio, nepeciHHMH noKyneifb He b 3M03i 3anaM'5iTaTM Bci eaeMeHTM 4M- 
3aMHy ynaKOBKw; npo6aeMaTMHHMM Moxe 6yra TaKO*: 3anaM'iiTOByBaHH>i h 33 bh 
(JripMH Ta/a6o ToproBeabHoi MapKM, oco 6 zlmbo >iki 40 4i KOMepninm no3HaqeHH>i 
34iMCHeHi iH03eMHoio MOBOio. KpiM Toro, Hepi4KO cnocKMBaq, KynyiOHM ni4po6Ky, 
po3yMie neBHy 3MiHy b 4M3anm ynaKOBKM Bi40Moro iioMy TOBapy jik iioro M04M(J)i- 
Kairiio a6o jik iHiimn npo4yKT Tiei caMoi KOMnami. 

4i^^bHicTb napa3MTMHHMx CTpyKTyp 3aB4ae cyTTeBMx BTpaT opiiriHa/iiiHiii 
cjiipMi. no-nepme, napa3MTMHHa KOMnamji, no-cyri, BMKopncTOBye pecypcw (J)ip- 
MM-opMriHaaa y cboix imepecax, to 6 to, He BMTpanaiOHM KouiTiB Ha npocyBaHHii 
BziacHoi npo 4 yKi 4 T, oTpMMye 3HanHy KiabKicTb noKymjiB. no- 4 pyre, y 3B'>i3Ky i3 
4 mzibHicTio KzioHa BaacHMK 6 peH 4 y BTpanae nacraHy noKynijiB, a OT>Ke, icTOTHo 
CKoponye CBoi 40 X 04 M. EIo-TpeTe, y Bwna 4 Ky, kozlm <|>ipMa-napa3nT BiraycKae to- 
Bapn HM3BK01 mocri, KOMnaHbi-opMriHaa 3a3Hae penyra 4 iMHO-iMi 4 >KeBMx BTpaT. 
IIo-HeTBepTe, napa3MTMHHa KOMnamii Moxe Boao 4 ira 3HaqHMMM cjriHaHCOBMMM 
pecypcaMM, 140 4 acTb in MoxaMBicTb po3iiiiipiiTii cboio nacTicy Ha pMHKy a>K 40 
noBHoro BMTicHeHHa opwriHaabHoi (J)ipMM 3 pnHKy. Orxe, napa3MTMHHMM Map- 
KeTMHr 3arpo)Kye npoBi 4 HMM TOBapoBMpo 6 HMKaM, 34aTeH 3BecTM HamBeijb yci ix 
nepcneKTMBM Ha neBHOMy cerMeHTi piiHKy. 

CaMe TOMy 4451 yHMKHeHHJi a6o ziiKB^aqii no4i6HMx npo6aeM BaacHMKM 
6peH4iB MaiOTb nocTiimo npoBa4MTM aKTMBHi 3axo4M 14040 3axMCTy cboix HeMaTe- 
piazibHMx aKTMBiB y BMca^i KOMepniiiHnx no3HaneHb. EKOHOMinm cy6'eKTM me Ha 
CTa4ii 3anoHaTKyBaHHTi cboto 6i3Hecy Ta/a6o BunycKy Ha priHOK hoboi npo4yK4ii 
MaiOTb 34iiiCHMTM HM3Ky KpoKtB, cnp^MOBaHMX Ha 3ano6iraHH>i KaoHyBaHHio i na- 
pa3MTM3My 14040 ix cjnpMOBoro HaiiMeHyBaHHa Ta ToproBeabHMx MapoK y Maii6yT- 
HbOMy. TaK, npn BM6opi KOMepniiiHoro no3HaneHHJi Mae BpaxoByBaTnoi He znime 
MOTO MOXZIMBMM BnZLMB Ha CnO>KMBaHiB, a M "npM4aTHiCTb" 4AH npaBOBOi OXOpOHM. 
ripo4e4ypa 4ep*:aBHoi peecrpa4ii ToproBeabHnx MapoK i Mae Ha Meri 3axMCT pMH- 
Ky Bi4 04H3K0BMX Ha3B 4AH meHTHHHMx TOBapiB Ta nociyr. Bo4HOHac, cynacHe 3a- 
K0H043BCTB0 i npaKTMKa iioro 3acTocyBaHH>i 4onycKae peecTpa4iio 4epcKaBHMMM 
opraHaMM no3HaneHb, axi MaiOTb Aiime (JropMazibHi Bi4MiHHOCTi, CKaxiMO b 04Hiii 
MM KMbKOX 6yKBaX HM 4M(J)paX, HMM CTBOpiOe m4TpyHT>I 4 AH napa3MTM3My. Ekc- 
nepTH H3B044TB HMM3ZLO CUB, HKi He peKOMeH4yiOTb 3aCTOCOByB3TM y n03HaqeHH>IX 
nepe3 ix nocriMHy eKcnziyaTa4iio. LJe, 30KpeMa, KOM6iHa4ii 3 ArrepaMM rpeqbKo- 
ro azK^aBiTy, iMeHa AK>4eii, Bica3iBKM Ha BH4 4iHAbH0CTi T0140. Pa30M i3 tmm, He 
BapTO BMKOpiTCTOByBaTM CZLOBa, 140 6 p040BMMM Ha3BaMM. 5 [k CBi4HMTb npaKTMKa, 
3apeecTpoBaHi ToproBeabHi MapKM Ha KinTaaT: nenMBO "BiBOiHe" e noBHicTio "6e3- 
33XMCHMMM" Ha pMHKy, OCKizibKM KOHKypeHTM Ha 33KOHHMX ni4CTaBaX MO)KyTb 3a- 
CTOCOByBaTM ix m 3arazibHOB)KMBaHi no3HaHeHH>i TOBapiB i nociyr neBHoro BM4y 
(nenMBo BiBdHe). 06npaiOHM Ha3By Heo6xi4Ho t3ko>k BpaxoByBara, 140 npMB'>i3Ka 
40 Bi40MMx oiiB He e 3anopyKOK> ycnixy, a4)Ke BeziMKy KizibidcTb 6peH4iB cynac- 
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Hocri 6yzio CTBopeHo Ha ochobI <|>aHTa3ii ix aBTopiB ak a6comoTHo hobI cnoBa, mo 
He MaziM aHazioriB y HaMnomnpeHiiiiMx MOBax CBiTy ("Rolex", "Lego", "Nissan", 
"Tefal", "Sony" Toiqo). 

Tlepeq BMX040M Ha pnHOK b BnacHMM KOMepqiMHMM no3HaneHH>iM, HeoGxiq- 
ho nepeBipMTM t3ko>k HaitBHicTb 3apeecTpoBaHMx aHanorinHMx MapoK b iHinnx roc- 
noqapioiOHMx cy6'eKTiB. HenooqMHOKMMM e BHna4KM, kozlm cjripMM — npnxoBaHi 
"napa3MTM" — peecTpyiOTh Ha ce6e HanGinbin nonyznipHi Ha3BM, a noTiM neKaiOTb 
Haro4M nepenpo4aTM ix noTeHqinHMM BupoGHMKaM. _3kiho >k Mapxa qiiicHo opn- 
riHanbHa, BapTo TepMiHOBo 3apeecTpyBaTM Ti 3a BiqnoBiqHoio ropMqnqHoio npoqe- 
4ypoio. nympneMCTBo, mo iHBecTye y po3bmtok BnacHoro opMriHanbHoro 6peH4y, 
nonepe4Hbo He 3a6e3neHMBura iioro peecTpaqiio i npaBOBMM cynpoBi4, pn3MKye 
noBHicTio BTpaTHTH BKnaqem kouith 6e3 6y4b->iKoro pe3yzibTaTy. TloqiGHMM npo- 
paxyHOK e 3Haxi4KOio qzm KOHRypemiB, a4*:e ToproBezibHa Mapxa 3 aHanoriqHMM 
Ha6opoM 03H3K Mo>Ke 6yTM 3apeecTpoBaHa hhmm "Ha BMnepeqxeHHa". 

Ba)KnMBMM KpoKOM b aHTMnapa3nTapmn CTpaTerii 4 AH c})ipMn, jiKa Bqano 
"CTapTyBana" vi y*e TpiiBanuM nac npaqioe Ha pMHKy, e onTMMbaqbi nopT^ezm i’i 
6peH4iB 3 MeToio BMiiBzieHHii tmx aKTHBiB, npaBOBa oxopoHa tikmx e HeqoqLibHoio. 
BpaxoByiOHH Bnacm BMpo6HMni Ta KOMepqiMHi iHTepecn, KOMnaHbi Mae mo*tlm- 
BiCTb Bi4MOBHTHCb Bi4 BMKOpMCTaHHH "He0X0p0H034aTHHx" MapOK, 6peH4iB, mO 
BTpaTMziM aKTyazibHicTb, 3acrapLiHx 3aco6iB iHqMBiqyanbaqii Tomo i 3ocepe4MTiicb 
Ha 3acTocyBaHHi opMriHanbHMx no3HaneHb, mo, 3 04 Horo 6oKy, 403 bozlmtb 3MeH- 
HHITM pM3MK ifflqilOBaHHil napa3MTMHHMX TeXHOZIOriM KOHKypeHT3MM, a 3 iHLOO- 
ro — 3HM3MTM BMTpaTM (})ipMM 3 nepCneKTMBOIO p03IHMpeHH>I pMHKy Ta ni4BIimeH- 
hh aimioHepHoi BapTocri KOMnaHii. "3aMBoio" ToproBezibHa Mapxa Moxe CTaTM y 
BMna4Kax MapKeTMHroBoi 6e3nepcneKTHBHOCTi TOBapy, rkiivi BOHa no3Hanae (3 hht- 
Ta 3 BMpo6HMqTBa), peecTpaqii (JnpMoio aHanorinHoro, ane OHOBneHoro TOBapHO- 
ro 3HaKy, mo BiqoGpaacae 3MiHeHMM 4M3aMH TOBapy, 3 m1hm CTpaTerii KOMnaHii, 3a 
aKOio OKpeMi HanpaMM qiazibHocTi aHynioiOTboi Tomo. 

Bo4Honac ycniuiHicTb Ta rnupoKa Bi40MicTb ToproBenbHoi MapKM iH04i t3ko>k 
34aTHa 3aB4aTH HenpMeMHocTeii (JnpMaM-BnacHMKaM, oco6zlmbo, aKiqo ix npoqyK- 
qia He Mae 3aMiHHMBdB, to6to KOMnama neBHMM nac e MOHononicTOM, CKa>KiMO, 
nepinoio bmxo4mtb Ha pnHOK i3 qieio npoqyKqiio. EaraTo 3axi4Hwx cJ)ipM 3 4o6pe 
Bi40Moio ToproBezibHoio MapKoio, aKa aKTMBHo BMKopMCTOByeTbd b peKnaMi, 3Bep- 
TaiOTb yBaiy Ha Te, mo TaiciM Mapqi 3arpoacye He6e3neKa nepeTBopMTMca Ha poqo- 
Be HaiiMeHyBaHHTi TOBapy, "yBiiiTM" 40 mobm aK 3arazibHa na3Ba. Tate cboto nacy 
CTanoca 3 6e3ZLinqio Ha3B MaTepianiB (qenocjraH, HeiinoH), Ha3B3MM ztiidB i npoqyK- 
TiB (acnipHH, Ba3eniH) i HaBiTb TaKMMM Ha3BaMM, mo 43 bho yBmuiAii 40 y>KMTKy, 
aK c[)eH, 4hkto(J)oh, npMMyc, rpaMO(J)OH, ecKanaTop i TepMOC. Bee qe — ToproBezib- 
Hi MapKM, niq aKMMM cjripMM-nepmonpoxiqqi Bneprne BMnycKaziM Ha pMHOK qi 
BMH3X04M. LlepeTBOpiOIOHMCb Ha p040Be HaMMeHyB3HH3 TOBapy, TOBapHMM 3H3K 
y npMHqnni BTpanae BnacHMKa, nepexoqanM b 3arazibHe posnopaqaceHHa. ITiczni 
qboro CTae hcmo>kzlmbmm i noqanbine npoqoBiKeHHJi peecTpaqiMHoro CBiqoqTBa 
moto BnaCHMKa b naTeHTHOMy BiqoMCTBi. 
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CepM03Hi npo6zieMH Moxyrb cniTKara BAacHMKiB 6i3Hecy ni4 Mac 3Mmn op- 
raHi3aijiMHO-npaBOBOi (JiopMM niqKOHTpoABHoro Tm ni4npMeMCTBa Ta noqLiy iioro 
aKTMBiB. y qbOMy 3B'ii3Ky 40cai4HMKM HaroaomyiOTb Ha Heo6xi4HOCTi peieabHoro 
iopH4HqHoro onpaiiiOBaHHH MexaHi3MiB po3no4iay iHTeAeKTyaABHoi BAacHocri, 
30KpeMa npaB Ha ToproBeabHi MapKM. BaxAMBMM e 40KyMeHTaAbHe BpeiyaiOBaHHJi 
npaB BaacHOCTi Mi>K 3acHOBHMKaMM, BH3HaHeHH3i Haae>KH0CTi ToproBeabHoi Map- 
KM nicAn BMX04y MacrnHM BAacHMidB i3 ni4npMeMCTBa. Pin y tm, mo po3ipBaHH>i 
napTHepcbKMx Bi4H0CMH Mix KoanuiHiMM cniBBaacHMKaMM rarae 3a C06010 HaMa- 
raHHJi koxhoto 3 hmx "ypBaTM" Han6iAbiiinn uiMaT aKTMBiB — Bi 4 Bnpo6HMMnx 40 
HeMaTepiazibHMx, i akiho ToproBeabHa MapKa e 6peH40 M, to "imdpKa BapTa bmmmh- 
km". nicAH peopraHi3aqii 6i3Hecy BAacHMKOBi 6peHqy qoqiABHo neBHnn Mac npn- 
CKinAMBO BMBM3TM MapKeTMHTOBi X 04 M KOAMIIIHix napTHepiB 3 MeTOK) CBOGMaCHOTO 
BMABAeHHA cnpo6 napa3MTM3My, a TaKOx 4 ah oqiHKM MOXAMBocTeii nepexonaeH- 
ha iHTeaeKTyaAbHMx aKTMBiB nicAH no4iAy niqnpMeMCTBa-poqoHaMaABHMKa. 

BaxAMBMM eTanoM aHTnnapa 3 MTMHHoi CTpaTerii cjiipMn — BAacHMKa 6peH4y 
e M04eAK)BaHHA MOXAMBMX aTaK 3 60Ky He4o6pOCOBiCHMX KOMnaHiM. 51 k npaBMAO, 
TaKy po6oTy qopynaiOTb naTeHTHMM noBiperaiM. Ha ochobI peTeAbHoro aHaAi 3 y 
ycix eAeMeHTiB ToproBeAbHoi MapKM: HaMMeHyBaHHA, AoroTMny, ynaKOBKM, koabo- 
poBoi raMM, BMBHeHHA acoqiaqin cnoxMBaMa 14040 npo4yKTy Ta eAeMeHTiB moto 
4 M 3 aiiHy (JiaxiBeqB HaMaraeTboi 3 M 04 eAi 0 BaTM AoriKy Ta cnoci6 411 KOMnamn-na- 
pa 3 MTiB, to6to Bi4HaiiTM TaKi TeKCTOBi, Bi 3 yaAbHi mm KOMnaeKCHi iMiTaqii o 6 pa 3 y 
TOBapy, Hid 6 MOrAM 6yTM BMKOpMCTam He406p0C0BiCHMMM KOHKypeHT 3 MM. nicA 5 i 
qboro yci BiqHaiiqeHi KOM6iHaqii peecrpyiOTbai i ix npaBOBAacHMKOM CTae ba3Chmk 
MapKM-opMriHaAy. 

Cai4 333H3MMTM npO 411 OKpeMMX niqnpMeMqiB, mi CBOIM 6e3Bi4nOBi4aAbHMM 
CTaBAeHHAM 40 K)pM4MMHOTO 3aXMCTy 6peH4y CaMi npOBOKyiOTb 3T3KM napa3MTiB. 
TpanAAIOTbOI BMna4KM, KOAM npe4CT3BHMKM (})ipM p03KpMB3K3Tb 3MI CBOl nA3HM 
3anycKy hobmx MapoK, Ha3MBaiOTb Mandyrai KOMepqinm no3HaMeHHx ^Ik npo- 
BOKyBaHHA napa3MTM3My MOXHa po3qiHiOBaTM i TaKy qiHOBy noAiTMKy BAacHMKa 
ToproBeAbHoi MapKM, 3a moi (JiipMa BCTaHOBAioe Ha TOBap-6peH4 Ha4BMCOKy qmy 
i B04H0Mac Bi4MOBAAeTbCA BMnycKaTM Ha pMHOK 4emeBuii aHaAOTM. Ha 4yMKy c|)a- 
xiBqiB, "Kpaiqe aTaKyBaTM ce6e caMMM, BMnycKaiOMM hobmhkm Ta 4emeBi aHaAo- 
TM, Hix 403B0AMTM 3po6MTM qe K0HKypeHT3M MM "napa3MTaM" [3]. 3a T3KMX yMOB 
napa3MTMMHMM 6i3Hec 3aAMmaeTboi Mawxe 6e3 rnaHciB, ockIabkm opMriHaABHa 
cjiipMa oCBOiAa BMnycK acopTMMeHTy paqy TOBapiB, KOxeH 3 akmx HaqiACHMii Ha 
KOHKpeTHMM CeTMeHT pMHKy. 

TpanAAiOTboi BMnaqKM, koam npeBeHTMBHi aHTMnapa3MTapm 3axoqM 6yAM 
3acTOCOBaHi 3ani3Ho, HenpaBMAbHo a6o He b noBHOMy o6oi3i, iqo He 403 boamao 
yHMKHyra npo6AeMM nomn kaohIb. Y TaKOMy BMnaqKy nocTpaxqaAiii (JiipMi 
BKpaii BaxAMBO 3a6e3nennTM iopM4MHHnn 3axMCT npaB iHTeAeKTyaABHoi BAacHoc- 
Ti Ha CBoi ToproBeAbHi MapKM. 3aK0H04aBCTB0 YKpaiHM nepeqdanae aqMimcrpa- 
TMBHo-npaBOBMM Ta cyqoBMM cnoco6M 3axMCTy nopymeHMx npaB. Y nepmoMy bm- 
naqKy 3axncT npaB iHTeAeKTyaABHoi BAacHocri HaMMacrime 34incHioeTbai ihajixom 
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3BepHeHH>i 40 AHTMMOHoricMbHoro KOMiTeTy YKpa'iHM (AMKY), xkmm po3M5i4ae 
cnpaBy y KOHTeKcri nopymeHHH npaBMzi 4o6pocoBicHoi KOHKypeHqii nepe 3 Henpa- 
BOMipHe BMKopMCTaHHJi no 3 HaneHb. Cy40BMM 3 axMCT npaB iHTeaeKTyaabHoi Baac- 
Hocri nepe46anae 3 BepHeHH>i 40 cy4y 3 no 30 BHoio 3 a 5 iBoio 3 MeToio BM 3 HaHHH aGo 
Bi 4 HOBaeHHJi nopymeHMX npaB Ha ToproBezibHy MapKy, npMnMHeHHii npaBonopy- 
meHHTi, Bi4uiK04yBaHH>i npaBonopyuiHMKOM 3 aB 4 aHMx sGmtklb Tomo. 

OKpecaem cnoco6n 3 axMCTy MOJKyrb 6yra ijLikom 4ieBMMM i 4onoBHiOBaTM 
04MH o4Horo. Tax, 33 - 3 bhhk ni4 nac 3BepHeHHH 40 AMKY Mo>Ke BiiMaraTii BM3Ha- 
hhh (JraKTy He4o6pocoBicHoi KOHKypeHqii, npMnwHeHHii He4o6pocoBicHoi koh- 
KypeHLtii, otJnqiMHoro cnpocryBaHHii 3 a paxyHOK nopyuiHMKa nomnpeHMx hum 
HenpaB4MBMx, HeTOHHMx a6o HenoBHnx BmoMocTeii i HaKzia4eHHa uiTpac^y Ha no- 
pyuiHHKa. ^Kiqo AMKY BM 3 Hae neBHi 411 nopyuiHHKa HenpaBOMipHMM BMKopuc- 
TaHHiiM nosHaneHHii, T04i 33.3bhmk Mae npaBo 3 BepHyTMCb 40 cy4y 3 nc> 30 B 0 M npo 
BMayqeHHH Bi4noBi4HMX TOBapiB i 3 HenpaBOMipHO BMKopMCTaHMM no 3 HaqeHHHM 
hk y BMpo 6 HMKa, TaK i y npo4aBipi. KpiM qboro, Ha ni4CTaBi pirneHb AMKY 3a- 
>ibhhk Mo*e 3 BepHyTiicb 40 cy4y 3 no 30 BOM npo Bi4niK04yBaHH>i 36mtk1b, 3 ano 4 i- 
>iHHx HenpaBOMipHMMM 4iaMM nopyuiHHKa. 

Jfoc cy40Ba, Tax i a4MiHicTpaTHBH0-npaB0Ba npoqe4ypa 3axncTy npaB Ha Top- 
roBezibHy MapKy MaiOTb cboi ocoGzlmboctl Bi4noBi4Hi Mexam3Mii 3axncTy npaB 
icTOTHo Bi4pi3H>noTboi ix cnocoGaMM, MecKaMM po3rzni4y cnpaBM, piBHeM c])op- 
Maai3aiiii npoqecy po3rzui4y cnpaBM, cyG'eKTHMM cicaa40M, iopM4MqHoio cmzloio 
pimeHHJi Tomo [4, c. 29]. BpaxoByiOHM qi ocoGaMBOcri, cyG'eKT rocnoqapiOBaHHii 
oGnpae HanGiabin npuimwmiiii 4351 ceGe cnociG 3axncTy nopymeHMX npaB ime- 
aeKTyaabHoi BaacHocri Ha ToproBezibHy MapKy. 

AHaai3 BiTHM3HaHoi Ta cbItoboi npaKTMKM BMpimeHHa cnopiB, noB'5i3aHMX i3 
3axMCTOM npaB Ha ToproBeabHi MapKM, CBi4HMTb npo Heo6xi4HicTb noqaabinoro 
B 40 CK 0 HaaeHH>i yKpamcbKoro 3aK0H04aBCTBa y qiM qapMHi. /\o aKTyaabHnx npo- 
GzieM npaBOBoro peiyznoBaHHJi ToproBeabHnx MapoK eKcnepTM BKaronaiOTb: nn- 
TaHH.3 a4MiHicTpaTMBHO-npaBOBOTO 3axMCTy npaB Ha ToproBezibHi MapKM, iopM4Mq- 
Hoi BiqnoBiqazibHocTi 3a npaBonopymeHHJi, mo MaiOTb Micqe Ha CTa4ii po3M5i4y 
3aaBOK Ta eKcnepTM3M, MexaHi3My po3rzni4y oKpecaeHMx cnpaB b aqMimcTpaTMB- 
HOMy nopaqKy, npaBOBoi oxopoHM 4o6pe BiqoMMx ToproBezibHMx MapoK i 3ano6i- 
raHHaix peecTpaqii TperiMM ocoGaMM tolu;o [5, c. 28]. 

TaKMM hmhom, napa3MTM3M iiK KyzibTypa "no3MnaHHJi" ycniuiHMX ToproBezib- 
hmx MapoK MeHiii ycniuiHMMM KOHKypeHT a m m CTaaa BMri4Hoio (JropMoio 6i3Hecy y 
GaraTbox Kpamax CBiTy. HeqocKOHaae 3aK0H04aBCTB0 b oKpeMMx Kpamax poGMTb 
4mabHicTb 4y6aepiB npaKTMHHo 6e3KapHoio, hmm 3aoxonye He4o6pocoBicHy koh- 
KypeHqiio y ctjrepi iHTeaeKTyaabHoi BaacHOCTi. BaroMMM hmhhmkom, iqo CTMMyznoe 
napa3MTMHHMM MapKeTMHr, e npopaxyHKM BiqoMMx (})ipM b ynpaBniHHi bzl3Chmmm 
ToproBMMM MapKaMM. HaMGLibm ycnimHMMM 3axo4aMM y GopoTbGi i3 napa3MTM3- 
mom e npeBeHTMBHi 411. AHTMnapa3MTapHa crpaTerbi Mae (JropMyBaTMca >ik Ha eTa- 
ni p03po6KM HOBOTO TOBapy Ta BMBeqeHHJI MOTO Ha pMHOK, TaK i B nepi04 3pOCTaHH>I 
Ta 3pLiocTi KOMnamT. Po3tasi4 cnpaB npo He4o6pocoBicHy KOHKypeHqiio b opraHax 
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AHTMMOHoriCMbHoro KOMiTeTy Ta cy 4 ax Mae ropii/tMqHy nepcneKTMBy, npoie no- 
Tpe 6 ye 3HauHMx cpHaHCOBux, iHTeueKTyaubHiix Ta uacoBux BMTpaT. 
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Abstract 

The purpose of article is in synthesis of theoretical provisions and foreign 
experience, justification of conceptual provisions of formation of structure of a 
brand and development of model of the analysis of efficiency of a brand that allows 
to determine the level of perception by the consumer. The essence and structural 
categories of a brand is defined, the main approaches to process of formation and 
management of a brand are investigated, advantages and shortcomings of brands 
of the western and Asian concepts are proved, advantages of a strong brand are 
defined, the model of the analysis of efficiency of a brand which helps to determine 
the level of perception of a brand by the consumer is offered. 

Key words: brand, trademark, categories of a brand, concept of management of 
a brand, loyalty, potential clients. 

Awmaujn 

MeTa CTaTTi nozuirae b y3araubHeHHi TeopeTMUHux nouo)KeHb i 3apy6i)KHoro 
40CBi4y, ohrpyHTyBaHHi KOHijenTyaubHMx 3aca4 (JjopMyBaHmi crpyKTypn 6peH4y 
Ta po3po6iu M04eui aHaui3y ecJreKTMBHocri 6peH4y, mo 403Bozuie BM3HauMTM pi- 
BeHb uoro cnpHHHaTTa cno>KMBaqeM. Bn3HaueHo cymicTb Ta CTpyKrypm KaTeropii 
6peH4y, 40cai4*:eH0 ochobhI ni4X04M 40 npoitecy c[)opMyBaHH>i Ta ynpaBuiHH>i 
6peH40M, ohrpyHTOBaHo nepeBara Ta He4oaiKM 6peH4iB 3axi4Hoi Ta a3iaTCbKoi 
KOHijenuiM, BM3HaueHo nepeBaru cmubhoto 6peH4y, 3anponoHOBaHa M04eub aHa- 
ai3y e(|)eKTMBH0CTi 6peH4y, ma 4onoMarae BH3HauMTM piBeHb cnpuMH^TTa 6peH4y 
cno)KMBaueM. 
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K\WHoei CAoea: 6peH4, ToproBa Mapjca, TOBapraiM 3Haig KaTeropii 6peH4y, koh- 
Ltenijii ynpaBaiHHH 6peH40M, aojiabHicTb, noTeHijiMHi KaieHTM. 

A KTyaZlbHiCTb. 3 KO>ICHHM pOKOM CnOTKMBaHaM BCe Ba>KHe OpieHTyBaTMCa 
b aaBMHi TOBapiB, i ije He 4 mbho, 31K140 BpaxyBaTM, 3 moio mBM4KicTio 
Ha pnHKy s'aBaaiOTbca HOBi 6peH4 M. Aktobhc i BMiae 3acTocyBaHH3i 
3apy6bKHMMM K0MnaHL3MM iHCTpyMemy 6peH4y y KOHKypeHTHin 6opoTb6i, Ha 
Bi4MiHy Bi4 6iabiiioCTi BiTHM3H>iHMX ni4npMeMCTB, CTaBMTb Cboro4Hi y HepiBHi 
MO)KZLMBOCTi 3a6e3neHeHHJI KOHKypeHTOCnpOMOCKHOCTi He TiabKM Ha 3apy6iCKHMX, 
a M Ha BiTHH3H3IHHX pMHKaX. Pa30M 3 THM, 6e33aCTepe>ICHe BMKOpHCTaHHa 
3apy6bKHoro 40CBi4y 6e3 a4anTa4ii 40 BiTHM3H>iHMx pHHKOBo-npaBOBPix yMOB 
14040 e(J)eKTHBH0CTi 6peH4y t3ko>k e He 3aB>K4M BnnpaB4aHMM i 404iabHMM. 
ToMy Bi4cyTHicTb a4anTOBaHoro 4AH BiTHM3H}iHMX ni4npM6MCTB i pnHKy neBHoro 
TeopeTMKo-MeT04oaoriqHoro 3a6e3neHeHHH CTae Cboro4Hi (JraicTopoM, 140 
3HM)Kye KOHKypeHTHi nepeBarw npo4yK4ii BiTHM3HHHMx BupoSHMKiB. Po3yMiHHJi 
Ta ycBi40MaeHH3i npo4eccy (JropMyBaHHa Ta aHaaby e(})eKTMBH0CTi po3BMTKy 
6peH4y craao Cboro4Hi ainyaabHoio i Heo6xi4Hoio yMOBoio Be4eHH3i KOHKypeHTHoi 
6opoTb6M. 

Anaab ocTaHHix 40C/ii4>Keiib i nySaiicaiUM. ITpo6/ieMi (])opMyisaHH>i Ta 
ynpaBaiHHa 6peH4aMM m y BiTHiOHiiHMX, Tax i y npoBi4HMX KOMnamjix CBiTy npn- 
CB>iqeHo BeaMKy KiabKicTb nydaiicaniM. niiTaHHH e(|)eKTMBH0CTi 6peH4iHiy, ni4- 
BMLqeHHii moto piBHJi, MexaHi 3 MM CTBopeHHJi CMzibHoro 6peH4y, nepcoHaabHoro 
6peH4MHiy BHCBiTaeHi y po6oTax 3apy6i>i<Hiix aBTopiB 5 L. EaByaa, PI. HeBepraHa, 
4 *. PeH4eaaa, M. Mapxa, K. PbipcoHa, 4 - MaKHeaai, K. Cnixa, B. Tatvidepra, 
A. Ba4'iHa; A. Po 4 iHa, A. /^MiTpieBa, I. EaaeHKOBa, O. IUapKOBa, B. My3HKaHTa, 
B. EaaamoBa Ta iH. Cepe4 yKpamcbKMx BqeHwx, mi 3HaqHy yBaiy npn4ia.sian po3- 
BMTKy Teopil Ta npaKTHKH BiTHM 3 H}IHOrO 6peH4MHiy, MO>ICHa BM4MMTM >K. PoHHa- 
peHKO, E. Pa4HeHKO, I. CadypoBa, O. 3o3yabOBa, O. Mopo3a, O. PlameHKa, B. Ilep- 
14 n, 6. PoMaTa Ta iH. IlpoTe aHaab 40cai4>iceHb aBTopiB cb^hhtb npo Bi4cyTHicTb 
64MHOTO ni4X04y 40 (JropiviyBaHHii npo4ecy aHaaby Ta 04iHKM ecJreKTMBHocri po 3 - 
BMTKy 6peH4y. 

OopMyBaHHH 14/ieii CTaTTi. MeTa CTaTTi noaarae b ysara/ibnenHi Teope- 
tmhhhx noaoxeHb i 3apy6i>KHoro 40CBi4y, oGrpymyBaHHi K0H4emyaabHiix 3aca4 
(})opMyBaHHJi CTpyKTypn 6peH4y Ta po3po64i M04eai aHaaby ecJreKTMBHocTi 6peH- 
4y, 140 403Bozi3ie BM3HaHMTH piBeHb Mora cnpMHHHTTa cnoKMBaneM . 

BriK/ia4 ochobhoto xia repia/iy. EpeH4 ni4npMeMCTBa e 04HMM 3 ochobhmx 
3aco6iB (J)opMyBaHH3i wkoto o6pa3y cno>icnBqMx BaacraBocreii, 4iHOBoi no3M4ii, 
piBHii cepBicy T0140. Araab HayKOBMx npa4b 403Boa5ie 3po6MTM bhchobok, 140 ce- 
pe4 (J>axiB4iB 40 TenepiuiHboro qacy He cc})opMyBaaocb e4MHoro po3yMiHHH TepMi- 
HiB «TOBapHMM 3HaK», «TOpTOBa MapKa» Ta «6peH4». 

Y 3aKop40HHiM arrepaTypi noHJiTTsi «TOBapHMM 3HaK» i «ToproBa MapKa» He 
po3Me>KOBaHi, ocidabKM icHye iioro aHraoMOBHMM TepMiH «trade-mark» [3]. Ha 
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4yMKy ®. KoTziepa Ta K. Keaziepa, ToproBa Mapxa — qe iM 'n, TepMiH, 3HaK, cmmbozl, 
pwcyHOK mm ix noeqHaHHH, mo npM3Haqem 4AH iqeHTMcjiiKaqii TOBapiB mm nociyr 
04Horo npoqaBqn qn rpynn npoqaBqiB Ta ix qniJiepeHqiaqii Bi4 TOBapiB qM nociyr 
KOHKypeHTiB [7, c. 258]. ToBapHMM 3HaK (ToproBa Mapica) Ha4ae BaacHMKy bmhhtko- 
Be npaBo Ha Ti BMKopMCTaHHn Ha Heo6Me:*:eHMM TepMiH. HeMae Kpamn y cbM, 4e 6 
He 3acTocoByBaztM i He 3axMiqaaM TOBapHi 3H3 km. 

Ochobhoio MeToio npM ynpaBziiHHi ToproBoio MapKoio BMCTynae niqBMiqeHHii 
Ti cmavl , to6to npameHHn ct3th 6peH40M. Ci>oro4Hi 6peH4 Ha43BwqaMHo Ba*7iM- 
BMM, OCKLlbKM CTBOproe BapTiCTb. npOTe He nOTpi6HO OTOTOCKHIOBaTn 6peH4 3 TOp- 
tobok) MapKoio, hk qe 3ycTpiqaeTboi b 3apy6iacHiii ziiTepaTypi [7]. nepeTBopeHHH 
ToproBoi MapKM Ha 6peH4 Bi46yBaeTboi Toqi, kozim o6'eKTMBHe cnpiiMHUTTn qiH- 
HocTeii TOBapy 3aMiHioeTboi ctImkmm oco6mcthm CTaBaeHHaM 40 hmx. Cno>icnBaq 
Mae cbok) cy6'eKTMBHy oqiHKy momi, HaqiMHocri, 6e3neKM, eproHOMiqHocri, 4M- 
3aiiHy. 51 k BM 3HaqeHo eKcnepTaMii, nKiqo He MeHine 20% qiabOBoi ay4MTopii no3M- 
TMBHO CTaBZlUTbOl 40 qbOTO TOBapy, TO MOTO MOTKHa H33BaTH 6peH40M; 3BMqaMHO, 
qeii noKa3HMK 3aae)KMTb Bi4 KOHKypeHTHocTi piiHKy [2]. 

Ha cboro4Hi y HayKOBMx po6oTax 3apy6iacHMx Ta BiTqn3H>iHnx aBTopiB HeMae 
e4MHoro BH3HaqeHHa 6peHqy. Tax, Ha 4yMKy A. Pen'eBa «6peH4 — qe Ta noiHiJiop- 
MOBaHicTb npo Bi4MiHHi aKOCTi TOBapy, nodyra a6o 6y4b-5iKoro iHinoro oG'eKTa Ta 
penyTaqin, tom iMiq*:, Ti acoqiaqii, nid BMHMKaiOTb y CBi40M0CTi znoqeii, kozim bohm 
noqyaM a6o no6aqMziM aTpnGyTM qboro o6'eKTa» [8]. 

O. 3o3yabOB y CBoin po6oTi 4ae TaKe BM3HaqeHHa: «6peH4 — qe Bqaao 4 M- 
(JiepeHLtiMOBaHa ToproBa Mapxa, to 6 to Taxa, mo y CBi 40 M 0 CTi cnoacMBaqa acoqiio- 
eTbca 3 neBHMMM nepeBaraMM qn BMro4aMM, qiTKO BMpi3HneTboi 3-noMDK MapoK 
KOHKypeHTiB Ta xapaicrepn3yeTboi bmcokmm piBHeM aonabHocri 3 6oKy cno>KMBa- 
qiB» [6]. 

Ha 4yMKy C. 4 eB i ca / 6peH4 — qe HeMaTepiaabHMM 3 ktmb, aae Ha43BMqanHo 
Ba*7iMBMM KOMnoHeHT qisMbHocri KOMnami, Te, mo BOHa co6oio CMMBoai3ye [4]. 

3 ToqKM 3opy 4- AaKepa cyTHicTb 6peH4y — qe oco6aMBa Ha3Ba a6o cmmbozi, 
npM3HaqeHMM 4 ah iqeHTMiJiiKaqii TOBapiB a6o nociyr 04 hoto npo4aBmi qn rpynn 
npoqaBqiB, a TaKOiK 4AH 4M(])epeHqiaqii qnx TOBapiB a6o nociyr Bi4 cxo>kmx npo- 
4yKTiB KOHKypeHTiB [1]. EpeH4 tmm cbmmm cnmaii3ye cnoiKMBaqeBi npo qiKepezio 
npo4yKTy i 3axMinae m cno>KMBaqa, TaK i BnpoGHMKa Bi4 KOHKypeHTiB, mo HaMara- 
lOTbOl npOnOHyBaTM np04yKTM, mi 30BHi BMTAHqaiOTb HeHTMqHO. 

Qrxe, 6pendu — qe o6pa3M, mo CKAaxncx y CBi 40 M 0 CTi cnoiKMBaqiB, mi (Jiop- 
MyiOTbOi 6e3aiqqio acoqiaqin. Mm nponoHyeMO po 36 mtm qi acoqiaqii Ha qoTMpM 
KaTeropii: BMKziMKaHi BiqqymMMM i HeBiqqyTHMMM xapaKTepMCTMKaMM Ta paqio- 
HaabHMMM m eMoqiMHMMM nepeBaraMM, m HaBeqeHo Ha pnc. 1. H]i KaTeropii e 6a- 
3 obmmm b npoqeci (JiopMyBaHHH 6peH4y. 

BiqqyTHi xapaKTepMCTMKM cnpnnMaiOTbai opraHaMM qymB: bohm MOiKyTb 
6yTM (])i3MqHMMM, (JiyHKqioHaabHMMM (Hanpraoiaq (JiopMa naauiKM «Coca-Cola») 
i Bi3yaabHMMM (npMcyTHicTb 6peH4y). CaMe 3aB4mn qMM xapaKTepMCTMKaM y CBi- 
40M0CTi cnoiKMBaqa ciciaqaeTboi ochobhc BpacKeHHn npo 6peH4. 
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HeBvtqymi xapaKTepMCTMKM — ije Bci xapaKTepMCTMKM, noB'ii3aHi 3 meHTMH- 
HicTio 6peH4y: moto noxo4xeHHHM, penyrameio Ta iH4MBi4yaabHicno. Bohh bm- 
KziMKaiOTb acoqiaqii neBHoro po4y — qe MoxyTb 6yra, HanpMKaa4, 4aBHi Tpa4Mim 
a6o coijiaabHa Bi4noBi4aabHicTb KOMnami-BaacHMKa 6peH4y. PIpM m>0My HeBi4- 
qyTHi xapaKTepMCTMKM 6peH4y acoijiioiOTbai 3 BmqymMMM (HanpMKaa4, o6pa3 
kob6o>i — ochobhoto nepcoraxa 6peH4y «Marlboro» — aamiioeTboi y cnoxMBa- 
qiB 3 T3KMMM 5IKOCT3IMM, JIK He3aaeXfflCTb Ta npMCTpaCTb 40 npMT04). 

PairioHaabHi nepeBarM 3a6e3nenyiOTboi, no-nepme, (JryHKmoHaabHMMM xa- 
paKTepMCTMKaMM npo4yKTy (eKOHOMinmcno); no-4pyre, opram3aijieio po6oTM 
3 KziicHTaMM (Typ6oTa npo 3pyqmcTb cnoxMBaniB); no-TpeTe, Bi4H0CMHaMM Mix 
cnoxMBaneM i BaacHMKOM 6peH4y (nporpaMM 4AH nocriMHMx KaieHTiB aBiaKOM- 
namM). PamoHaabHi nepeBarM naCTO noB'5i3aHi 3 BmqymMMM xapaKTepMCTMKaMM 
6peH4y. HanpMKaa4, y BMCOKoniBM4KicHMx noi34ax TGV (Bmqyma nepeBara) na- 
caxMpM npoB04>iTb MeHine nacy b 4opo3i, a qe e pamoHaabHOio nepeBaroio. 

BpeH4 CTBopioe eMomMHi nepeBarM, 3x140 cnpM3ie ni4BMmeHHio caMoottin- 
km i caM0CTBep4xeHH>i cnoxMBaniB. BpeH4 Moxe CTBopiOBaTM Bi4qyTT3i 6e3neKM 
(HanpMicaa4, «Volvo») a6o 4eMOHCTpyB3TM bmcokmm CTaTyc ZL104MHM («Porshe» a6o 
«Ferrari»). CnoxMBani nacTo cnpMMMaiOTb eMoijiMHy nepeBaiy 5iK404aTK0By acaa- 
40 By 6peH4y, to6to mycb mHHicTb, mo bmhmk 3G 3aB4>iKM noe4HaHHio iforo Bi4qyT- 
hmx i HeBi4nyTHMx xapaKTepMCTMK Ta patuoHaabHMx nepeBar. 

Ak npaBMao, ycniuiHicTb 6peH4y 3aae>KMTb Bi4 KOM6iHami Bcix noTMpbox Ka- 
TeropiM. 4y*e BaxaMBi moto Bmqymi xapaKTepMCTMKM (HanpMKaa4, opMriHaabHa 
KOHijenijm npo4yKTy a6o peKaaMM) i o6yMOBaem hmmm pamoHaabHi nepeBarM. 
,4ocai4xeHH>i 40 B 044 Tb, mo caMe Brnnymi xapaKTepMCTMKM 6peH4y (jropMyiOTb y 
cnoxMBaniB yiiBaeHHH npo moto HeByrnymi akoctl KpiM toto, BMaBaeHo, mo ctIm- 
Ki 6peH4M BM4iainoTboi Ha 3araabHOMy Tai 33B44 km cboim iiCKpaBO BMpaxeHMM 
eMOLUMHMM npiopMTeTaM. 

B eKOHOMinHiii aiTepaTypi BM4ia>noTb 3 ochobhI ni4X04M 40 npouecy cjropMy- 
BaHHa Ta ynpaBaiHHH 6peH40M: 2 3 araabHi ( 3 axi 4 HMM, a 3 iaTCbKMii) Ta 3 MimaHMM 
(«napacoabKOBMM»). 

3 axi 4 Ha KyabTypa (JropMyBaHHH Ta ynpaBaiHna 6peH40M CTaaa CBoepi4Hoio 
KaaCMMHOio niKoaoio MapKeTMHry, npMHaMMHi y raay 3 i cnoxMBHMX TOBapiB, mo 
UIBM4KO 3 MiHK)K)TbOI. OCHOBHOIO Ti KOHLtenL(ieiO e «TOB 3 pHMM 6peH4», 3IKMM ne- 
pe46anae 4M<|>epeHmaLmo npo4yKTy y t 3 kmm cnci6, mo6 H 343 TM iioMy Bi4MiHHMx 
BaacTMBocTeM 4351 33 BoiOBaHHa nepeBarM Ha4 KOHKypeHTaMM, 6peH4 po 3 po 6 a 3 ieTb- 
01 i noumpioeTbai TiabKM Ha KOHKpeTHMM npo4yKT (TOBapHMM p.44). 

A3iaTCbKa KOHt(enL(i>i (JropMyBaHHa Ta ynpaBamna 6peH40M 3acTocoBye npo- 
TMaexHMM ni4xi4, a caMe: KOMnaHii po6a3iTb iHBecTMim nepe4yciM b KopnopaTMB- 
hmm 6peH4, i aMine b 4pyiy nepiy, 3HanHo MeHinoio Mipoio b 6peH4 TOBapy. B ^ino- 
Hii TOBapn ni4 KOHKpeTHoio mopzoeow MapKOW 6e3 rapaHTii KopnopaTMBHoi MapKM 
B3araai 6 He npo4aBaaMCb [5]. 

IllMpoKoio nonyaapHicno KopMCTyeTboi CMCTeMa «napacoabKOBMx 6peH4iB», 
KoaM y Ha 3 Bi pi 3 HOM 3 HiTHMX TOBapiB naCTKOBO a6o maKOM npMcyma Ha 3 Ba KOMna- 
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Pmc. 1. Cymnicm cmpyicmypa dpendy 



HiT-BMpo6HMKa. n P M IJbOMy KOXHHM np04yKT n03ML(iOHyeTbOI nO-CBOEMy, i pa30M 
3 l(mm bohh o6'e4HyiOTboi i cnoayqaiOTbDi Mix co6oio 3arazibHMM KopnoparaB- 
hmm 6peH40M. npMKzia4M TaKMx KOMnamn — Nestle i L'Oreal, b tikhx koxhiim 
npo4yKT Mae BaacHe im'r, aae b 6 y 4 b-aKMx peicaaMHMx MaTepiaziax BKa3yeTboi, mo 
ix Bnpodzme L'Oreal ™ Nestle [9]. 

OckObkh KOHqenqbi (J)opMyBaHH>i Ta ynpaBaiHHa 6peH40M 3HaqHoio Mipoio 
BnziMBae Ha moto ecJreKTHBHicrb, npoaHaai3yeMo ochobhI nepeBara i He40ztiKM pi3- 
hmx ni4X04iB 14040 6peH4iB, no6y40BaHwx 3a 4BOMa 3araabHMMM KOHqemmiMM, 
iiK HaBe4eHO y Ta6zi. 1. 3a pe3yabTaTaMM npoBe4eHoro nopiBHaHHii bm4ho, mo 4 ah 
TOB apiB cnoxMBqoro npM3HaqeHHH a6o TOBapiB iMnyabCHBHoro nonMTy 4oqLib- 
HiuiMM e 3acTOcyBaHH3 3axi4Hoi KOHijenqii, axa He meHTMtjmcye, kmm BMpodaeHo 
TOBap, a aKqeHTye yBaiy Ha TOMy, m moto 3po6aeHo i aid itoro cnoxuBqi Baacra- 
BOCTi Ta nepeBara. /\ax TOBapiB npoMiicaoBoro npMSHaneHHJi, kozlm BaxziHBy pozib 
y peazLi3aqii TOBapiB Bmirpae niczumpo4axHMM cepBic, 4oqiabHiimiM BMiiBAsieTboi 
3acTocyBaHHH a3iaTCBKoi KOHqenqii. 

Bci 6 peH 4 M no 4 izonoTb Ha ciMbHi, cepe 4 Hi i cradid. CnztbHMM 6 peH 4 — (strong 
brand) — TaKHit 6 peH 4 , tikmm 3HaiOTb i Moxyrb Bi4pi3HMTH Bi4 iHuinx MapoK 6Lib- 
rne 60% cnoxMBaHiB 4 aHoi TOBapHoi rpynw. BpeH 4 , akmm 3HaiOTb i Bni3HaiOTb Bi 4 
30 40 60% cnoxMBaqiB, — 6 peH 4 , mo po3BMBaeTboi. EpeH 4 , tikhm Bni3HaiOTb cepe 4 
KOHKypeHTiB 40 30% cnoxHBaniB — caa 6 KMM 6 peH 4 [2]. 
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TadAUii , m 1 

riepenain Ta ire/i.O/iiKii operi/iin aaxi/inoi Ta a3iaTCbKoi Komjermiii 



3axidna KOHU,ennisi 


A3iamcbKa Kom^eni^isi 


IlepeBarM 


HaMKpame ni 4 X 04 im> 4 aa cno^KMBHMx TOBapiB Ta iH- 
HOBaLtiMHMX np 04 yKTiB, pM3MK BMBe4eHH3 JIKMX Ha pn- 
HOK e BMCOKMM, OCKMbKH B pa3i HeB 4 ani HeBi 40 Me m'jI 
BMpo 6 HMKa He nocTpa^ae 


KopnopaTMBHMM 6 peH 4 3a6e3nenye BMiimii ciyniHb 
40 BipM CnOJKMBaHiB, OCKiabKM BMP 06 hMK 40 pO>KHTb 
CBOIM m'jIM i n03MTMBHMM iMi 4 >KeM 


4w4)epeHitiau;m 6 peH 4 iB 3a pi3HMMM TOBapHMMM rpy- 
naMM 4 ae KOMnaHii 3MOiy TOHHime (J)opMyaiOBaTM 
i 4 eio 6 peH 4 y 4 a*! pi3HMx BM 4 iB np 04 yKu;n Ta 3HanHO 
ycniuiHime 34iwCHiOBaTM TOBapHy 4 MBepcM^)iKai;iio 


OCKiabKM OCHOBOK) TOBapHOTO 6 peH 4 y e n03MTMBHMM 
iMi 4 ^c KOMnami, to TaKHii 6 peH 4 e Kpame iHTerpoBa- 
HMM (Ha OCHOBi KOTO CMabHMX CTOpm) y BCi piBHi opra- 
Hi3aitii, 3a6e3neqyi0HM bmto 4 m y raay3i ai 4 epcTBa Ha 
pnHKy, BHyTpiniHboro (J)OKycy i 40 xi 4 HOCTi 


3a6e3nenye 36iabmeHHJi npn 6 yTKOBOCTi b pe3yahTaTi 
po3niMpeHHa acopTHMemy TOBapiB 


3MeHmye BMTpaTM Ha npocyBaHHa hoboi MapKM TOBapy 


4onoMarae ni 4 TpMMyBaTM ni 4 npMeMCTBy o 6 car npo 4 a>KiB Ha pnHKy 


/\ae 3MOiy BcraHOBaroBara Birnjy BapTicTb Ha 6 peH 40 BMM TOBap 


CnpMfle iH 4 eHTM^)iKai;ii TOBapy i cnpomye npoijec aoricTiiKti 


lloaermye npoijec BcraHOBaeHHH b^hocmh Mixc bmpoShmkom Ta cnoxcMBaneM 


4onoMarae po3BMB3TM raay3i BMpoSHnijTBa i eKOHOMiKM 3araaoM 


He 40 aiKM 


He ni 4 X 04 MTb 4 ax. TexHMHO CKaa 4 HO - i npo 4 yKu;n / m;o 
noTpeSye iHTeHCMBHoro nicAanpo 4 a>KHoro cepBicy, 
jncicTb moro MO)Ke rapaHTyBaTMCb tlibkh bviommm 
iM'^M BMpoSHMKa 


y pa3i HeB4ani 3 4)opMyBaHHaM no3MTMBHoro iMypKy 
OKpeMoro TOBapHoro 6peH4y HeraTMB nepeHOCHTbCJi 
Ha bck) ^)ipMy 


no 6 y 40 Ba BeanKoi KiabKOcri 6peH4iB 4aa pi3Hiix to- 
BapHMx rpyn BMMarae KoaocaabHMX c|)iHaHCOBHX Ta 
tacoBMx BttaTpaT, a Taxoac icTorao ycKaa4Hioe ynpaB- 
aiHHa 6peH4aMM 


BiabinicTb 6 peH 4 m MiijHO npMB'^3am 40 oci 6 cboix 
B aacHMKiB, TOMy 6 y 4 b-axi CBapKM Miac hhmm MOxcyTb 
npn3BecTM 40 nocaaSaeHHH a 6 o «3ara6eai» 6 peH 4 y 


Y peaai3au;ii KOHijenijii 6 peH 4 y noTpiSHO 6 yra 
nodi 40 BHMM, He3Ba«aiOHM Ha 6 y 4 b-jnci 3 mmm 
KOH' lOHKTypM 


Heo 6 xi 4 HMii itiaicHMM ni 4 xi 4 40 6 peH 4 MHiy 


YcniniHMH 6 peH 4 33b>k4h noBMHHa ni 4 TBep 4 xcyBaTM BMCOKa axicTb TOBapy a 6 o nocayra, 
mo BMnycKae hm Ha 4 ae KOMnama 


noTpeSye npoBe4eHHa nocriMHux MapKeTHHroBnx 40 cai 4 aceHb KyniBeabHux nepeBar, 
mothbIb 34iiicHeHHa noxynoK 


3MiitHeHHa 6peH4y noTpeSye iHHOBaijiri Ta aKTyaabHOCTi b ycix acneicrax MapKeTHHroBoi nporpaMM 



y CMziBHoro 6peH4y e 4Bi Bi4MiHHi pucii. Ilo-nepme, BiH Braou/ncae y cnocKMBa- 
qiB no3MTHBHi acoijiaipi i BCM04ie BziacHMM HenoBTopHHM «o6zLMqq>iM». rio-4pyre, 
cmzlbhmm 6peH4 3Myuiye cnoiKMBaqiB npoiiBZLiiTM CBoi CMMnaTi'i b 411, to 6 to b no- 
Kymii Bi4noBi4HMx TOBapiB. ]Je 4y*e Ba>KzmBa BziacraBicTb 6peH4y, i po3BMHym 
11 HefiMOBipHO CKzia4Ho. HanpMKzta4, eBponeMCBid ezteKTpoeHepreTbram KOMnaHi'i, 
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npamynn 3po6MTM cboi dpeHqn dLibin b^omhmh, 3a 4 ocmtb kopotkhh TepMiH 
npoBezm KizibKa peicaaMHMx KaMnamn. Pe3yzibTaTM hobmx qociiqaceHb roBopaTb 
npo Te, mo, xoua peicaaMn CTazio Ha 10% 6Libuie, ecjieKTHBHicTb Ti Bnazia Ha 18%. L[i 
3ycnzLra oy/in BiiTpanem 4apeMHo: bohm Manace He no3HaunzLMca Ha cnoacnBuin 
noBeqmqi — zuoqn He crazm 3MiHiOBaTM nocrauazibHHKiB ezieKTpoeHeprii. L[e 03Ha- 
uae, mo 6peH4M, HesBaacaioun Ha cboio Bni3HaBaHicTb, He CTazin cmzlbhmmm. 

ripaKTMKa noKa3ye, mo y KOMnamn, tikmm Bqazioca CTBopiiTM cmzlbhmm 6peH4, 
odcar npoqaadB icTOTHo Bniqe, Hi>K y KOHKypeHTiB, i qbOMy, 34e6Libmoro, He nepe- 
uiKoqacae 6Labm BMCOKa qma Ha ixtri TOBapn. npmoiaqaMH chzlbhhx 6peH4iB, aid 
3afiMaiOTb ziiqMpyiom no3nqii Ha piiHKax daraTo poxiB, e «Nike», «Apple», «Pepsi», 
«Microsoft», «Nokia», «McDonald's», «Audi», «BMW» Ta iH. Y Taicoro chzlbhoto 
6peH4y, aic «Coca-cola», 96% BapTocri — qe BapTicTb dpeHqy, i tLibkh 4% — MaTe- 
piazibHi aKTMBM. 

CwabHi 6 peH 4 M daraTo pa3iB niqTBepqacyBazni cboio 34aTHicTb npMHociiTM 
BiicoKi 40 x 0414 , azie aK hochavltii 6 peH 4 M i TpHBazmn uac ecJieKTMBHo ynpaBzia- 
TM HMMM, He 30BCiM 3p03yMM0. KepiBHMKM i BZiaCHMKH niqnpneMCTB U3CTO 3a- 
4 aiOTb 4 Ba ochobhmx nwTaHHa: «^[k cnoacHBaui Ha qaHnii momcht cnpnnMaiOTb 
Ham 6peH4 b nopiBHaHHi 3 dpeHqaMM KOHKypeHTiB?» i «.2k nocnzieHHa dpeHqy 
Bmid'eTbca Ha HarnoMy npo4aacy?» [10]. 

3 MeToio BMpimeHHa qnx nwTaHb naMii 3anponoHOBaHa Moqezib aHaai3y 
erJieKTiiBHocTi 6peH4y, aica 4onoMarae BM3HauMTM piBeHb cnpwHHaTTa 6peH4y cno- 
acMBaueM, HaBe4eHa Ha pnc. 2. 

Moqezib nodyqoBaHo Ha ochobI BM3HaueHoi h3mm cyTHicHo’i CTpyiaypn dpeH- 
4y, a caMe ctJiopMOBaHo npoqec aHazii3y po3BMTKy KoacHoi fioro KaTeropii (eMoqiii- 
Hi, paqioHazibHi nepeBarn, Biqqymi, HeBiqqymi xapaKTepucTHKii) 3a BiqnoBiqHMMn 
KpiiTepiaMM etJieKTMBHocTi dpeHqy. Pe3yzibTaTM aHazii3y KpiiTepiiB 6peH4y de3no- 
cepe4Hbo BnziHBaiOTb Ha npoqec npwHHaTTa cnoacnBaueM pimeHHa npo KyniBzuo, 
aKnn nepeqdauae BnaBzieHHa qizibOBoi ay4MTopii; noqLi Ti Ha KMbKa rpyn 3azieacHO 
Bi4 Toro, Ha aidd CTaqii npoqecy npriMHUTTa pimeHHa npo KyniBzno 3Haxo4aTbca 
cnoacMBaui, to6to HaadzibKM bohm roTOBi npnqdara TOBap ni4 KOHKpeTHMM dpeH- 
40 M; BH3HaueHHa npoqeHTHoro cniBBi4HomeHHa qnx rpyn. 

y pi3HMX raziy3ax e cboi ocodziMBOCTi, azie b qLroMy rpynn po3no4LiaiOTbca 
Tax: cnoacMBaui, aid uyzni npo dpeHq; 3HaiOTb npo Hboro (i, inBM4ine 3a Bee, npn- 
iiMyTb pimeHHa npo KyniBzno); posraaqaiOTb noro HapiBHi 3 iHmnMM dpeHqaMH, 
npMHMaiomi pimeHHa npo KyniBzno; Bace KynyBazm TOBapn ni4 qiiM 6 peH 40 M i 
roTOBi po6nTn qe 3HOBy. BnaBHBmn qi rpynn Ta ix npoqeHTHe cniBBiqHomeHHa, 
MoacHa 3po3yMiTM, mo caMe b npoqeci npnnHaTTa pimeHb 3aBaacae cnoacnBaueBi 
04H03HauH0 BiqqaTn nepeBaiy dpeHqy i Ha aicnx maqiax KOMnaHia BTpauae no- 
TeHqinHMX icaieHTiB. 

Bmchobkm. 3acTocyBaHHa 3anponoHOBaHoi cyTHicHoi CTpyKTypn dpeHqy Ta 
Moqezii aHazii3y iioro e([)eKTMBH0CTi qaiOTb 3Moiy Ha 6a3i cmzlbhmx CTopiH niqnpn- 
eMCTBa i qiHHOCTen icaieHTiB 3a6e3neunTn peazii3aqiio BaacanBoi KOHKypeHTHoi 
nepeBarn Ta aKTMBy niqnpneMCTBa: CTBopeHHa zioazLbHimnx i MiqHimnx 3B / a3KiB 
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Pmc. 2. ModeAb anoAhy e$exmu enocmi 6pendy 

3 KziieHTaMM, Hi>K KOHKypyio'ii 6peH4M, mo 3a6e3nenye 40 BrocTpoKOBi Biiro4M b 
raay3i amepCTBa Ha pMHKy, BHyTpiuiHbO(j)ipMOBoro (J)OKycyBaHHa Ta ni4BMmeH0i 
peHTa6ezibH0CTi. ]Je Ha4ae MoxaMBicTb c(J)OKycyB3TM yBaiy cnocKMBana Ha nepe- 
Barax npo4yKim i n^npiieMCTBa, BpaxoByKMM Mo6aabHi itBiima Ta npoLjecM cyc- 
niabHoro ckhtt^i, a6cTpaiyioHMCb Bi4 npo4yKOBaHMx KOMnameio npo4yKTiB a6o 
nocayr. 

riepcneKTMBM no4aabuiMx 40 cai 4 >KeHb. 3anponoHOBaHi MeT 04 MHHi iHCTpy- 
MeHTM e 6 a 30 BMMM b <|)opMyBaHHi noaiTMKM ynpaBaiHHii 6peH40M Ha nmnpMeM- 
CTBi, mo b nepcneKTMBi 6y4e tcmoio no4aabiiiMx HayKOBwx 40 cai 4 >KeHb. 
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2.10. MARKETING COMMUNICATIONS 
IN THE MARKETS OF PRODUCTS 
OF SUGAR-BEET SUBCOMPLEX 



MAPKETHHrOBI KOMyHIKAU,li HA PHHKAX 
npo4yKii,ii ni4nPHCMCTB 
EypflKOijyKPOBoro ni4KOMn/iEKcy 

Chetvenjk 0. V. 

HemeepiiK O. B. 



UDC 658.8:338.439.5:664.1 
JEL M3, M3 7 

Abstract 

The purpose of the article is to study some theoretical and applied aspects 
of the use of marketing communications by companies of sugar-beet subcomplex. 
Classification of marketing communications is specified. A complex of marketing 
communication with priority for enterprises sugar-beet subcomplex is presented. 
The principles of application of marketing communications enterprises of the 
industry is reflected. 

Key words: marketing communications, marketing communication types. 

Anomayb i 

MeTa CTaTTi nozmrae y 40di4>KeHHi TeopemuHux Ta npuKua4Hux acneKTiB 
3acrocyBaHHJi MapKeraHroBux KOMymKaqiu n^npueMCTBaMM 6ypiiKoityKpoBoro 
ni4KOMnueKcy. YTouHeHo Kaacu^iKaitiio BM4iB MapKeTHHroBux KOMyHiKaitiii . 3a- 
nponoHOBaHO KOMnueKC 3aco6iB m apKeTMHroBux KOMymKaitiM, npiopiiTeTHiix 4451 
ni4npueMCTB dypmoityKpoBoro nktKOMnueKcy. HaBe4eHo npiiHuumi 3acTOcy- 
BaHHii MapKeTMHroBux KOMymKaqiM nmnpiiGMCTBaMM itiei rauy3i. 

KAtoHoei CAoea : MapKeTMHroBi KOMyHiKaitii, bm4h MapKeTMHroBux KOMyHiKa- 

qiu. 



C Boro4Hi KOMyHiKaqii np040B)Kyr0TB Bi4irpaBaTM BajKUMBy pouB jik y 
noBC>iK4eHHOMy tkmttI, Tax i b pi3Hux ccjiepax rocno4apcBKoi 4maBH0CTi. 
3a 4onoMoroio hmx BmdyBaeTBOi nocTitiHuu o6m1h iH^opMariieio mur 
opraHi3aiti>iMH Ta OKpeMMMH ocodaMM, mo 4ae 3Mory BupimiiTii dy4B-jud 
nuTaHHii. Oco6uuBicTio KOMyHiKaiiiM b MapKeTMHiy e Te, mo bohm BftdyBaiOTBai 
6e3nocepe4HBo ni4 uac odMmy KOHKpeTHiiMM TOBapaMM Ha puHKy, a t3ko>k 
H a nmroTOBHOMy Ta niczninoKynHOMy eTanax. TaKMM umhom, MapKeTMHroBi 
KOMyHiKaitii cum po3r/ui4aTM jik ynpaBuiHHJi npoitecoM npocyBaHHH TOBapy Ha 
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Bcix Moro craqiax: nepeq npoqaaceM, y momcht npoqaacy i nicaa npoqaacy, ni4 nac 
cnoaoiBaHHa i nicaa cnoaoiBaHHa. 

3HaqHMM BHeCOK y p03BMT0K CMCTeMM MapKeTMHrOBMX KOMyHiKaqiM BHeCZLM 
BiTqM3HaHi i 3apy6i>KHi Bnem, aid 30KpeMa: I. EaaHK, B. ByTeHKO, A. Boimaic, A. 
FoHqapoBa, K. KpnaoBa, T. HyidaHeqb, A. HayMOBa, A. naBaeHKO, T. IlpiiMaK, O. 
P oMaHeHKo Ta mini HayicoBqi. PIpoTe TeopeTMqm m MeToqiiqm acneicra Mapice- 
TMHroBMx KOMyrnKaijiM He40CTaTHbo a4anTOBaHi 40 OKpeMiix raay3eM. 3oKpeMa, 
Heo6xi4HMM e onpaqiOBaHHa CMCTeMM 3aco6iB Ta npMHquniB BnpoBaqaceHHa Map- 
KeTMHroBiix KOMymKaqin ni4npM6MCTBaMM 6ypaKoqyKpoBoro niqKOMnaeKcy. 

Ha 4yMKy B. ByTeHKO, « . . . MapKeTii HroBa KOMyrnicaqia — qe KOMnaeKCHMM 
BTMMB ni4npM6MCTBa Ha BHyTpilHHe M 30BHiuiHe Cepe40BMme 3 MeTOK) CTBOpeH- 
Ha cnpHaTZLMBMX yMOB qaa CTa6iabHoi npn6yTKOBOi qiaabHocri Ha pnHKy» [2, c. 
112]. ripw qbOMy caiq yroHHMTM, mo y 4aHOMy BM3HaqeHHi MOBa nqeTbca HacaM- 
nepe4 npo iH(|)opMaL(iMHMM BnaiiB, 40HeceHHa mcjiopMaqii 40 cnoacMBana 3a 40- 
noMoroio pi3HOMaHiTHMx 3aco6iB. Y pa3i wkoto (JiopMyBaHHa qiaen, BM3HaqeHHa 
nepeaiicy KOMyHiKaqiMHMx 3axo4iB, ix ysroqaceHHa oTpMMaeMo MapKeTHHroBy no- 
AiTHKy KOMymKaqin. 3 m1ct qboro noHaTTa TpaKTyiOTb aK KOMnaeKC 3axo4iB, aid 
niqnpneMCTBo BMKopncTOBye qaa imJiopMyBaHHa, nepeKOHaHHa nn Hara4yBaHHa 
cnoacMBanaM npo cboi TOBapw nn nocayrn [5]. BaacanBMM e Te, mo MapKeTMHroBi 
KOMymKaqii nepeqGanaiOTb He tLibkh bimmb Ha cnoaoiBana 3 6oKy TOBapoBnpo6- 
HMKa, a me i 3BopoTHin 3B'a30K — BnanB 3 6oKy cnoacnBana, mo e qyace BaacanBiiM 
qaa niqnpneMCTBa. TaKnn 3B'a30K qo3Boaae niqnpneMCTBy oTpraviyBaTM KopncHy 
iH(])opMaqiio, axa 4ae 3Moiy HaaeacHMM hmhom opieHTyBaTnca b HaBKoamiiHbo- 
My 6i3Hec-cepe40BMmi, a TaKoac bhochth KopeKTMBM y cboio qiaabHicTb, 30KpeMa, 
ctocobho iHCTpyMeHTiB i qin KOMyHiicaTMBHoro KOMnaeKcy. TaKHM hmhom, Map- 
KeTMHTOBa KOMymKaqia — qe qBOCTopoHHin npoqec iH(])opMaqiHHoro BnanBy Ha 
qiabOBi ii iHini ay4MTopi’i Ta oqepacaHHa 3ycTpiqHoi mcjiopMaqn npo peaKqiio qnx 
ayqnTopin. 

44a niqnpneMCTB, aKi BnroTOBaaiOTb TpaqnqinHo MaaoqmJiepeHqiMOBaHy 
npo4yimiio / BHKopircTaHHa MapKeTMHrOBMX KOMymKaqin e MaaoBacnBaHnM, i He 
3aB>K4M KepiBHimTBOM BBaacaeTbca 3a qoqiabHe BMTpanaTM KouiTM Ha npoBe4eHHa 
KOMyHiKaqiMHMX 3axo4iB. 3 qiei tohkm 3opy BaacanBO Bn3HannTn qoqiabHicTb Ta 
npiopwTeTHicTb oKpeMiix BM4iB MapKeTMHrOBMX KOMymKaqin. E. B. TiOHiOKOBa Ta 
A. B. HayMOBa [8] noqiaaiOTb m apKeTMHTOBi KOMymKaqii Ha Tpn rpynn: 

1) oCHOBHi 3aco6n MapKeTnHTOBnx KOMymKaqin, aKi BMKOHyiOTb (JiyHKqiio 
npocyBaHHa TOBapy, nocayrn, ToproBoi MapKM i opieHTOBaHi Ha qiabOBy ayqnTO- 
piro; 

2) niqTpMMyiOHi 3aco6n MapKeTMHrOBMX KOMymKaqin — 3aco6n npocyBaHHa 
caMo'i opramsaqii, mo (JiopMyiOTb Ti iMiqac b MapKeTHHTOBOMy cepeqoBniqi Ta b 
cycniabCTBi, opieHTOBaHi Ha qiabOBy rpoMaqcbKicrb; 

3) qoqaTKOBi — 3aco6n npocyBaHHa b Micqax npoqaacy, opieHTOBaHi Ha no- 
KynqiB (Ta6 a. 1). 
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BpaxoByKMM npoqecn qMBepcMtJnKaqi'i, po3iiiMpeHHJi acopTMMeHTy npoqyK- 
qiT, qoqLibHo t3ko>k bm4Li>itm me 04 Hy qeTBepyy rpyny 3aco6iB, aid cnpaMOBam 
Ha cycnizibCTBo b qiaoMy i noiciMKaHi o3H3mommtm 3 nepeBaraMM hoboi npoqyK- 
1411 (romapoBa A. B. Ta Bpe3e K). B. Ha3MBaiOTb 'ix coqiaztbHMMM) — Ta6a.l. 3aco- 
6 m MapKeTMHroBMX KOMymKaqiM niqTpMMyiOHoi, qoqaTKOBoi Ta coqiazibHoi rpyn, 
(JjyHKLtiOHyiOHM 5IK 4043TKOBMM KOMnaeKC, BCMOqilOTb HK CneqMcjnqHMMM, TaK i 
4y6aiOIOMMMM (J)yHKqblMM. 



Ta6xuupi 1 

Kaaonjuicaqiii MapKeTMHroBMX KOMyiriKaniiT 3a BiiqaMM* 
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CoiiiaAbHi Mepe)Ki 

lH(J)opMati;iiiHi 

pe^epeHTHi rpynM 

4pyKOBaHa 

npo4yKu;m 


OpieHTOBaHi 
Ha LJMbOBy 
ay4MTopiio 


OpieHTOBaHi 

Ha HLibOBy rpoMa4CBKicTb 


OpieHTOBaHi Ha 
noKymjiB 
y Micipix npo4a>Ky 


OpieHTOBaHi 
Ha noTeHiiiiiHMx 
cno^MBaniB 
OCHOBHOI Ta 

noSwHoi npo4yKL(ii 



AxepeAo: po3po6Aeno aemopoM m ocnoei [3, 7] 



* nidKpecAeno eudu Mapicemumoeux KOMynixaniu, npiopumemm Saji nepepo6nux 
nidnpueMcme QypsiKonyicpoeozo nidxoMnAeKcy 

/\ax ni4npM6MCTB qyKpoBo’i raay3i b mocTi ochobhmx MapKeTMHroBMX KOMy- 
HiKaqiM 4zi5i 0CHOBH01 npoqyKqii BM4L1MM0 peicaaMy, CTMMyaiOBaHHJi 36yTy (ne- 
peBa>KHo luhoboto xapaKTepy), nepcoHazibHMM npoqa*:; 40 niqTpMMyiOHMx BiqHe- 
ceMo na6aiK pLieMuiHS, bmct3bkm Ta apMapKM, npoBeqeHHJi KOH(])epeHqiM Ta qmB 
iioasi , cyBeHipHy npoqyKqiio, enoHeopeTBo; 40 qoqaTKOBMx, opieHTOBaHMx Ha npo- 
cyBaHHii b Micqiix npoqaxy — Mep i reH4aM3MHr / ynaKOBKy Tomo. 

KopOTKO p03TA3HeM0 MOTKZLMBOCTi 3aCTOCyB3HH3[ OKpeMMX BM4iB KOMymKa- 
qin Ha pMHKax ochobhoi Ta no6iHHoi npoqyKqii qyKpoBMX 3aB04iB. 

PeicaaMa — qe 6y4b-ma (JropMa Heoco6MCToro naaTHoro npeqcTaBaeHHH m 
npocyBaHHii npoqyKTiB, nocayr Ta iqen Biq iMem Txhboto BMpo6HMKa a6o Baac- 
HMKa (nocepeqHMKa) Toiqo [6, c. 255]. PeicaaMa cayiye ecjreKTMBHMM 3aco6oM 4351 
oxonaeHHii BeaMKoi KiabKocri cnocKMBaMiB. /\ax niqnpMeMCTB 6ypmoqyKpoBoro 
niqKOMnaeKcy BMnpaBqaHMM 6yqe 3acTocyBaHH.a pexaaMM Ha perioHaabHMx Ta ao- 
KazibHMx pMHKax, i3 30cepe4*:eHHJiM Ha npoMMdOBMx cnocKMBaqiB. HeqoaiKaMM 
peicaaMM e bmcok 3 i’i BapTicTb, qocTaTHa CKaaqmcTb b opraHi3yBaHHi 3BopoTHboro 
3B r 3I3Ky. 
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CTMMyzuoBaHHJi 36yTy jik 04Ha 3i cioiaqoBnx cncreMn MapKeTMHTOBnx KOMy- 
mKaqin nepeq6aqae BMKopncTaHHa 3aco6iB craMyznoioqoro BnnnBy, mo Mae Ha 
Meri npMCKopMTM qn nocMziMTM peaKqiio pnmcy y Bi4noBi4B. 3a BM3HaqeHHJiM T. 4- 
KpMZLOBOl, CTMMyZLIOBaHHa 3&yTy — Lie pi3Hi BM4M MapKeTMHrOBOl qisMbHOCTi, 5IKi 
Ha neBHMM qac 36LibmyiOTb BMxi4Hy qiHHicTb TOBapy qn nodyrn Ta 6e3nocepeq- 
hbo CTMMyziioiOTb KyniBezibHy aKTMBHicTb cnoacMBaqiB, po6oTy 4MCTpM6'iOTopiB i 
ToproBoro nepcoHaziy [4]. Tlpii npoqa:*i ochobhoi Ta no6iqHoi npoqyKqii qyKpo- 
bmx 3aB04iB 40 TaKMx 3aco6iB Mo>Kyrb HaziexaTH cneqianbHi 3hm>ickm qzui noKynqiB 
Ta nocepe4HMKiB, po3npoqa)K. Taici 3axo4M 3a3Bnqan npnBa6znoiOTb cnosKMBaqiB, 
npoTe cnocrepiraeTboi KopoTKocTpoKOBMM ecJreKT ix 411, rkiivi He 3a6e3neqye npn- 
xMzibHicTb noKynqiB 40 TOBapiB KOHKpeTHoro niqnpneMCTBa, a Mae zinme nepio- 
4HHHMM i ce30HHMM xapaKTep. 

riepcoHazibHHH npoqa:* — qe ycHe npeqcTaBzieHHii TOBapy b npoqeci 6eci- 
4M 3 04HMM HM KMbKOMa nOKynq^MM ((JjaKTMqHMMM a6o nOTeHqiHHMMM), MeTOIO 
jikoto e yiciaqeHHH yroqn (KOHTpaKTy) npo KyniBzno TOBapy. ]jen 3aci6 BTMMBy 
Mae oco 6 mctmm xapaKTep, mIcthtb 6e3nocepeqHin 3BopoTHnn 3 b3i30k i e qocraT- 
hbo nepeKOHziMBMM. PIpnioiaqoM oco 6 mctoto npoqaxy Moxe 6yrn peazu3aqbi 
qyxpy ToproBMM qoMaM, axi Bxoq^Tb b CTpyKTypy nepepo6Hwx niqnpneMCTB Ta 
arpoxozLqMHriB. HeqoziiK qboro 3aco6y — HanBiiiqa BapTicTb cepeq ycix 3aco6iB 
npocyBaHHa b po3paxyHKy Ha 04 MH koht3kt, HeBnnpaBqam BMTpaTM qacy (>iKiqo 
pe3yzibTaT0M neperoBopiB He e yicraqaHHJi KOHTpaKTy). Ochobhoio bmmotoio 40 
ecjreKTMBHoro oco 6 mctoto npoqa*:y e BMiHHii npoqaBqii noqara noBHy iH(])opMa- 
qiio npo npoqyKqiio, a t3ko>k 3apeKOMeH4yBaTM ce6e m o6i3HaHoro Ta KBazii(|)iKO- 
BaHoro (JiaxiBqii. PIpoTe icHye MMOBipHicTb po3nMomeHH>i iHcjropMaqii npo TOBap 
i He3aqiKaBzieH0CTi cno)KMBaqa y KyniBzii. 

«rTa6ziiK pLreMuiH3 (PR) — qe BM 4 MapKeTMHTOBnx KOMyHiKaqin, tucmm cnpa- 
MOBaHHM Ha Haziaro 4 >KeHHH i niqTpnMKy B3aeMopo3yMiHH3t, B3aeM03B'3i3Ky Ta 40B- 
rocTpoKOBoro cniBpo 6 iTHnqTBa Mi>K niqnpneMCTBaMM, napTHepaMM, cnocKMBana- 
mm a 6 o cycnizibCTBOM y qinoMy «...3a qonoMoroio nomnpeHHJi po3'5iCHK)BazibHoro 
MaTepiaziy, o 6 MiHy iH(]>opMaqieio Ta oqiHKM cycnizibHoi peaKqii» [3]. l^ro CKziaqoBy 
cncTeMH MapKeTMHTOBnx KOMyHiKaqin xapaKTepn3ye BncoKa qocTOBipmcTb iH- 
cjropMaqii b onax cnocKMBaqiB i oxoiueHHii mnpoKoi ayqnTopii. 3m1ct iH(})opMaqiT 
niqnpMeMCTBo He 3 aB>K 4 M b 3M03i KOHTpoziiOBaTM, TOMy PR piqKO imye caMocrin- 
ho. BapTo HaMaraTMca CBoenacHo BiqciiqKOByBaTM qocroBipmcTb Ta noBHOTy iH- 
(JropMaqii npo niqnpneMCTBo, aq>Ke icHye MMOBipHicTb nouinpeHHa HeraTMBHoro 
cnpnMH3TT3i, iqo CTBopiOBaTMMe HeraTMBHMM iMiq)K cepeq cnocKMBaqiB, nocTa- 
qazLbHMKTB Ta nocepeqHMKiB. 

CnOHCOpCTBO p03M3I4aeTbC3I 5IK CMCTeMa B3aeMOBMri4HMX BiqHOCMH Mi)K 
enoHeopoM i cnoHCopcbKoio CTopoHoio, iqo pemaMeHTyeTboi yMOBaMM qoroBopy; 
iHTepaKTMBHa (JropMa BiqHomeHb, qe noeqHyeTboi BMKopncraHHii iHCTpyMeHTa- 
piio MapKeTMHTOBnx KOMyHiKaqin, >ik peicziaMa, CTMMyznoBaHHH 36yTy, na6ziiK pi- 
zienmH3, oco6mctmm npoqax [6, c. 287]. PliqnpneMCTBaMn 6ypiiKoqyKpoBoro niq- 
KOMnzieKcy, b TOMy qnczii qyKpoBMMn 3aBoqaMn cnoHCopcbKi 3axoqn npoBoqiiTbai 
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b ocHOBHOMy Ha MicijeBOMy Ta perioHazibHOMy piBHi iim>ixom ni 4 TpMMKM MicijeBMx 
KyZLBTypHMX 3aX04iB, UIKizi Ta 4 MTOTMX Ca 40 HKiB. MkIIIO ITyKpOBi 3aB04M BX 044 TB 40 
CTpyKTypM BepTMKaZLBHO iHTerpOBaHMX CTpyKTyp, TO CnOHCOpCTBO p03BMTBaeTBOI 
3a3BHqafi 6 mbui MaciirraGHO. 

/\ax ni4npM6MCTB 6 ypiiK 04 yKpoBoro n^KOMiMeiccy, SLibiiiicTb 3 rkux nepe- 
6yBaiOTb b 4y>ice cicia4HMx yMOBax, b3>kzlmbmm e npaBMztbHMM Bn6ip 3aco6iB btizlm- 
By KOMTLieKcy MapKeTMHroBMx KOMyHiKaiiiM 3 MeToio npocyBaHHii ochobhoi Ta no- 
6iHHo'i npo4yK4i'i Ha HOBi pHHKH i 3aKpinzieHH>i no3Mniii Ha hmx. 

noTOHHa KOMyHiKaijiMHa noziiTMKa ni4npM6MCTB 6ypiiK04yKpoBoro ni4- 
KOMnzieKcy e He40CTaTHbo etJreicTMBHoio. ELibmicTb 3 hmx BMKopMCTOBye znime 
Taici MeT04M npocyBaHHii TOBapy, iiK CTMMyztiOBaHHa 36yTy Ta oco6mctmm npo4a*:. 
Il];040 CTMMyZLIOBaHHa 36yTy, TO OCHOBHMMM 3aCo6aMM CTMMyZLIOBaHHa CnO>ICMBa- 

qiB e: 3hm;kkm y pa3i upn/\, 6 amm BeziMKOi KMbKocTi npo4yK4ii; npoBe4eHH>i eicc- 
nepTM3 Ha nepeBipicy AKOcri npo 4 yK 4 ii 4 ah 03HaM0MzieHH3i ohtobmx noKyniiiB 3 
TOBapoM, ZLoazibHicTb b yMOBax onziaTM Ta Ha43HHa Bi4CTpoHOK b onziaTi a6o Ha- 
4aHH>i npo4yK4i'i «ni4 peazti3aiiiio» znime 3a yMOBM 4 obtoctpokoboto cniBpo6iT- 
HMijTBa Ta noCTiMHMM noKymiiiM npo4yK4ii. 

UyKpoBi 3aB04M, mi BX04>iTb 40 CKzia4y iHTerpOBaHMX CTpyKTyp, opram3o- 
ByiOTb KOH(})epeHL(ii 3 o6roBopeHHH nMTaHb 14040 npoBe4eHH>i cepTM(J)iKa4iM- 
hmx nporpaM 4AH ni4BMi4eHHJi KBazLicJriKaqii cboix npaqiBHMKiB i KOHKypcn 4451 
nopiBHHHHH pe3yzibTaTiB po6oTM ToproBeztbHMx nocepe4HMKiB 3 no4azibmMM Ma- 
TepiazibHMM 3aoxoHeHH>iM nepeMO^KqiB, TpemHm 4451 n^BMLqeHHa KBazti^iKauii 
iH>KeHepHo-TexHiqHMx npaqiBHMKTB, <<4™ no4«», 40 mnx 3aziyHaiOTboi npoBi4Hi 
nepepo6Hi n^npMeMCTBa, ochobhI cnocKMBaHi. IloTyjKHMM KOMymKaLUMHMM 3a- 
X040M e t3ko>k 6e3nocepe4H>i ynacrb 3aB04iB y njopHHMx HayKOBo-npaKTMHHMx 
KOH^epeHqiiix, mi opraHi30Bye HauioHazibHa aco4ia4i>i 4yKpoBMKiB YKpaiHM «Yk- 
p4yKop», 4e mo)kzlmbo Haziaro4MTM 6e3nocepe4Hi koht3ktm 3 nocTaHazibHMKaMM 
MaTepiaziiB Ta o6zia4HaHHJi, Haziaro4MTM 4o6po3M t MMBi Ta 40BrocTpoKOBi koht3k- 
TM 3i CnOCKMBaHaMM, p03UIMpMTM KOZLO npOtfretiMHOTO CniziKyBaHHa Ta OTpMM3TM 
4043TKOBMM 40CBi4. Y cboim npaKTMiu 3aB04M BMKopMCTOByiOTb TpM tmoti nep- 
coHazibHoro npo4a*:y: npiiinwTrn 3aMOBzieHHH, 0TpMMaHH>i 3aMOBzieHb Ta 3a6e3- 
neHeHHii 36yTy. Peazii3a4m npo4yK4i'i b 6LibiiiocTi ni4npM6MCTB Bi 46 yBaeTbai 3 
Micijb 36epiraHH>i 6e3nocepe4Hbo 3 ciczia4iB 3aB04iB. Ha >Kaztb, HeiHTerpoBam ni4- 
npM6MCTB3 3a3BMHaM OMMHaiOTb y CBOIM 4i5MbHOCTi TaKi MeT04M npOCyBaHHH TOBa- 
py 3IK peioiaMa, nponaraH4a, npaMMM MapiceTMHr qepe3 oOMexemcTb cjriHaHCOBMx 
pecypciB. U 4 BMiciMKae 3By*:eHH>i pMHKiB 36yTy ochobhoi Ta no6iHHoi npo 4 yK 4 iT, 
HeMoacziMBicTb nouiyKy hobmx noKyn4iB i HeBeziMKy naCTKy pMHKy. 

Grace, MapKeTMHroBa K 0 MymKa 4 iMHa nozuTMKa Bi 4 irpae BaaciMBy pozib b 
ynpaBzuHHi 4imbH0CTi ni4npMeMCTBa (30KpeMa b ynpaBzuHHi 4mzibH0CTi nepepo6- 
hmx ni 4 npM 6 MCTB 6ypiiK04yKpoBoro n^KOMnzieKcy), ocicLibKM, 33B4^ikm npo4y- 
MamM i rpaMOTHiii CTpaTeri'i npocyBaHHa TOBapy Ha pmhok i 3aBOiOBaHH>i BeztMKo'i 
npMXMZLbHOCTi CnOCKMBaHiB, MOCKHa 40 OirTM BMCOKMX eKOHOMHHMX pe3yZLbTaTiB. 
4,asi ycniuiHoi peazii3a4ii TOBapy Ha pMHKy Heo6xi4He onTMMazibHe noe4HaH- 
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hti ycix 3aco6iB BnanBy KOMiMeiccy MapKeraHroBiix KOMymKaqin. ripn qbOMy 
caiq 3a3HaqiiTM, mo o6ob'5I3kobmmm npnHqnnaMM MapKeTMHroBHX KOMymKaqin 
Mae 6yrn: 1) qizibOBa cnpuMOBamcTb 3 qoMiHyBaHmiM imJiopMaqinHoi Ta motm- 
BaqinHoi cicaaqOBnx; 2) nocaiqoBHicTb BiMiiBy Ha qiabOBy ay4MTopiio i qiabOBy 
rpoMa4CbKicTb, noqnHaioqn 3 (JiopMyBaHmi o6i3HaHOCTi i 40 cjiopMyBaHHJi 30 Mb- 
HOCTi; HaaBHicTb qoMmyioqoro eaeMeHTa KOMymKaqii b paMKax o6paHoi CTpaTerii 
[3]; 3) pi3Hocrip3iMOBaHicTb m apKeTMHroBiix KOMymKaqin: Ha 6i3Hec-napTHepiB, 
qncTpn6'iOTopiB, nocepe4HMBdB, ToproBnii nepcoHaa, cnoacnBaqiB [3]; 4) qoacoHa- 
Ae 3HaHH^i (J)axiBq>iMn 3i 36yiy Ta MapKeramy BaacraBocTeii TOBapy i TexHoaorii 
MOTO BHpo6HHL(TBa. 

IHe 04HMM 3aco6oM npocyBaHmi npoqyKqii qiei raay3i e Event marketing — 
npocyBaHHii TOBapiB 3a 4onoMoroio CTBopeHmi cneqiazibHnx 3axo4iB m naaT- 
(JjopMM npe3eHTaqii ToproBoi MapKn 44a toto, iqo6 aKTMBi3yBaTM yBaiy qizibOBoi 
ayqnTopii 40 TOBapy. CneqiaabHi 3axoqn qzm niqnpneMCTB 6ypmoqyKpoBoro niq- 
KOMnaeKcy — He npocTo 3aci6 npuBepHyTir yBaiy cno)KMBaqiB. 3aae)KHO Bi4 (Jiop- 
MaTy i KOHTeHTy 3axo4y Bi46yBaeTboi no3nqioHyBaHmi niqnpneMCTBa/npoqyKqii. 
npMHOMy, Ha6araTO qindme i sposyMLiime, mac 3a 4onoMoroio 3BnqanHoi peicaa- 
mm. Aae qzm toto, mo6 event marketing npuHociiB Biqqaqy, Heo6xi4Ho rpaMOTHo 
i nocaiqoBHo BH6y4yBaTM Becb npoqec — Bi4 nocTaHOBKn qiaen i 3aqaq 40 Bw6opy 
KomeHTy 3axo4y i 3aco6iB iioro BncBiTzteHHa. (KoMy i akiavi 3m1ct 3BepHeHHn Ma- 
eTboi Ha MeTi TpaHcriOBaTM 3a 4onoMoroio 3axo4y? Rkiim oqiKyeTbd ecJieKT Bi4 
CBoix BiqBiqyBaqiB? II[o bohm noBMHHi BMHecTir 3 3axo4y?) Event marketing bkzho- 
qae b ce6e qeKiabKa KznoqoBnx MOMeHTiB [3]: iH^opMyBaHHn ayqnTopii npo npo- 
BeqeHmi 3axo4y; npoBeqeHmi 3axo4y; nocaiqoBHa imjjopMaqinHa xbmzlh. EIpo Bci 
qi MOMeHTii HeodxiqHO qyna tm 3a34aaeriqb i nepeqOaqnra ix Ha roaoBHin CTaqii 
npoeKTy — po3po6aeHHi. lH(J)opMyBaHmi qiabOBoi ayqnTopii npo 3axiq, ak npa- 
bmao, npoBoqiiTboi Biq 2 40 4 TM>KHiB 40 no4ii. 3aco6n 3aae>KaTb Bi4 (JiopMaTy 
i qLibOBoi ay4MTopii: 4MpeKT-MapKeTMHr, peioraMa b 3MI, 30BHimmi peicaaMa, 
aecjMeTMHr, iHTepHeT. ,4py ra xBnzm imJiopMaqii npo 3axi4 noBHHHa 6yrn 3any- 
iqeHa niczm noro npoBeqeHmi — «nocT-Bnxo4n» iH(J)opMaqii b 3MI i iHTepHeri, 
npocJieciMHo-opieHTOBHMx >KypHaaax Ta 36ipHMKax. Eyqb-me sraqyBaHmi b 3MI y 
cjiopMaTi hobmh ni4Bniqye CTaTyc noqii, Ha4ae in 3HaqnM0CTi. /\o toto qe 3aci6 
HaraqaTH cno>KMBaqaM npo ToproBy MapKy, Ti no3nqioHyBaHmi. Event Marketing 
MOCKe CT3TM 04HMM 3 BaCKZLHBilllMX iHCTpy M eHTapilB PR-nOaiTMKM KOMnaHli: 3a- 
npomyiOTboi Ha npec-KOHtjiepeHqiro xypHaaicTn qzn i BncBiTaeHHfl noqii y 3MI, 
HaqcnaaeTboi npec-peai3 i 4)OTorpa(J)ii 3i CBUTa qzm po3MiiqeHH>i y HOBHHax Ha 
iHTepHeT-nopTaaax Ta nporJiecinHnx 3 MI. II[e oqHieio 3 oqeBnqHnx nepeBar Event 
marketing e 3qincHeHmi oco 6 mctoto KOHTaKTy ayqnTopii He anme 3 npoqyKTOM 
(Te caMe qooiraeTboi H iHmnMn peicaaMHMMH 3aco6aMn), a n 6e3nocepeqmn koh- 
t3kt 3 npeqcTaBHMKaMH niqnpneMCTBa [3]. BpaxoByioqn TpnBaaicrb KOHTaKTy Ta 
CTBopeHHn KOMnaeKcy Bpa>KeHb, 6e3nocepeqHbo noB'>i3aHnx 3 npoqyKqieio, oTpn- 
MyeMO BCTaHOBaeHHJi 3B'5i3Ky Mix niqnpneMCTBOM Ta qizibOBoio ayqnTopieio, Timi 
3 b'h3kh 3 rpoMaqcbKicTio. TaKMM qnHOM, b yMOBax HecTaqi (jiiHaHCOBnx pecypciB 
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3acTocyBaHH>i TaKoro po/ty no4iii e 4y*e cmzlbhmm i 4ieBMM KaHaaoM KOMymKaim 
BMpo6HHKa i3 cnoacuBaqeM. 

Cneim<l>iHHMM ciioco6om npocyBaHHii TOBapiB i nocayr e iHTepHeT-M apKe- 
TMHr. CoqiaabHi Mepe>Ki — qe t3ko>k 04 Ha 3 (JjopM npocyBaHHH b Mepexi inrepHeT 
3a 4onoMoroio 3aayHeHH5i noTeHqiMHMx cnocKMBaniB b pi3Hi rpynw i oimbhotm, 
mo Bi4noBi4aiOTb 'ix noTpe6aM Ta iHTepecaM. iH^opMaqiMHi pet^epeHTm rpynn — 
ije Ta rpyna aioqeM, miiti iH<l>opMaqii cnocKMBan 40Bip5ie. Aa% (J)opMyBaHH5i pe- 
(JrepHTHLix rpyn caiq BMKopHCTOByBaTM 3aco6M, 5iKi B*e 3ra4yBaaMC5i BLime, cnpa- 
MOBaHi Ha (})opMyBaHHJi cycniabHoi 4yMKM. 

nopL!4 3 iimm Heo6xi4Ho 3ayBa)KMTM, mo nmnpHeMCTBa 6yp5iKoqyKpoBoro 
niqKOMnaeKcy qacTo po3ra5i4aiOTb 3aco6n KOMyHiKaiiii m oKpeMi bm4m qiiiabHoc- 
Ti, y tom Mac 5 ik hmhI (Jnaoco^bi MapKeTMHry Hanoaiirae Ha TOMy, mo HeodxiqHa ’ix 
iHTerpaqra. /\ar npMMHjmn iqei iHTerpyBaHHii MapKeTMHroBMx KOMymKaqiM Heo6- 
xi4Ho ycBmoMMTM, mo Bci eaeMeHTM KOMnaeKcy MapKeTMHry e KOMymKaqiMHMMM 
3aco6aMM i iqo6 4ooirTM ycnixy yci bohm MaiOTb "roBopMTM b ymcoH" [1]. 

Oco6aMBy yBaiy b yMOBax 4MBepcM(})iKaLiii qisiabHocTi niqnpMeMCTB 6yp>iKo- 
iiyKpoBoro niqKOMnaeKcy nociqae npo6aeMa npocyBaHHii no6iHHoi npo4yKiiii. 
ripocyBaHHLi >KOMy Ta Meaacn Bi46yBaeTboi 3a 40 cmtb cnpomeHoio cxeMoio. Eiab- 
rnicTb 3aB04iB po3MimyiOTb oroaomeHHa y MicqeBMx, pairoHHMx Ta o6aacHMx 3MI 
3 MeToio noiHMpeHHJi iHcjropMaqii npo peaabaqiio Ta nornyK noKynqiB. A qy- 
KpOBMX 3aB04iB >KOM 6 CTMMyZHOIOHMM TOBapOM Ta 3aCo6oM PR OqHOHaCHO, aqxe 
b nepio4 ce30Hy qyKpoBapiHHii 3aB04M BM4aiOTb )kom BaacHMKaM BPX Ha 6e3KO- 
HiTOBHiM ocHOBi npomroM nepeqnacHo o6yMOBaeHoro CTpoKy (BMqana >KOMy npo- 
B04MTbai b po3paxyHKy TpM tohm Ha 04Hy roaoBy xy4o6M). Cepeq 3aco6iB MapKe- 
TMHry 4-351 npocyBaHHii MeaiiCM t3ko>k BMKopMCTOByiOTboi peicaaMHi oroaomeHHn 
b 3MI MicqeBoro Ta o6aacHoro SHaneHHii, 6i3Hec-nopTaaax y npo(J)iabHMx po34i- 
aax, a t3ko>k nponoHyBaHHn Ti cnnpTOBMM Ta qyKpoBMM 3aB04aM, 5iKi BMpo6a5iiOTb 
6ionaaMBo. PeaaHaqbi )KOMy Ta MeaiiCM, ix 6e3nocepe4He BiqBaHTacKeHHJi Bi46yBa- 
6TbC5i 3a nonepe4Hboio qoMOBaemcTio Ta hmcbmoboio 3a5iBKOio no4aHoio 3a qono- 
motoio 3aco6iB (JraKCMMiabHoro hm eaeKTpoHHoro 3B'5i3Ky. 

PIpOCyBaHHil HOBMX BM4iB naZLMBa nOB'5I3aHO 3 eKOHOMiHHOIO 3aqiKaB3eHiCTI0, 
To6to 3 OTpMM 3HH5IM npM&yTKy Ta npMMH5ITT5[ Bi4nOBi4HMX 3aK0H04aBHMX aKTiB. 
Imye npo6aeMa HeraTMBHoro cnpMMHnrra 6ionaaMBa KiHqeBMMM cnoTKMBaqaMM, 
TOMy Ba)K3MBMM e noiHMpeHHJi iHcjropMaqii npo OTpMM aHH3 eKoaoriHHoro et^eKTy 
Bi4 iioro 3acTocyBaHH5i. Ha nonaTKOBOMy eTani MapKeTMHroBi KOMymKaqii niq- 
npMEMCTB MaiOTb 6yTM cnp5iMOBaHi HacaMnepe4 Ha noqoaaHHii He 40 BipM Ta He- 
raTMBHoro Bi4HomeHH5i cnocKMBaqiB. 

B 43hmm nac b YKpaiHi MO)KHa peaai30ByBaTM tLlbkm ri npoeKTM, noB'5i3aHi 3 

BMpo6HMI(TBOM 6iona3MBa, B 5IKMX BMKOH3Hi TaKi yMOBM [2]: 

1) 33MOBHMK 6 B33CHMK0M CMpOBMHM; 

2) 6ioMaca yTBopioeTbC5i 5 ik Bi4X04M Bi4 ochobhoto BMpo6HMiiTBa; 

3) OTpMM aHe naaMBO HeodxiqHO 33MOBHMKy 4351 BMpimeHH5i Baaorax eHepre- 
tmhhmx i TexHoaorinHMx 3aB4aHb; 
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4) 33MOBHMK caM 343thmm (])iHaHcyBaTM peauHaqiio npoeKTy. 

HaMBajKZLMBiuiMM (})aKTOpOM 4ZL5I MOvKZLMBOCTi nepepo6KM 6iOMaCM B YKpaiHi 
e CTBopeHHa BHyTpiuiHBoro pMHKy cno>KMBaHHa, npoMMCziOBoro Ta cnoxMBqoro, 
RKiiii HanpiiMy 6y4e 3aue*aTM Bi4 BHyrpimHboi qiHM Ha TBep4e naziMBO (ByrizLia), 
iqo (})opMyeTi>oi Ha ochobI qiHM Ha ra3. 

Bmchobkm. MapKeTMHroBa KOMymKaqbi — qe qBOCTpoHHiM npoqec iH(])opMa- 
qiHHoro BnzuiBy Ha qiubOBi m iHini ayqMTopii Ta oqepxaHHH 3yCTpiqHoi iH(])op- 
Maqii npo peaKqiio qwx ayqMTopiM Ha 34iMCHiOBaHMM biiavib 3 MeToio CTBopeHHJi 
CnpMilTZLMBHX yMOB 4ASI CTaGizibHOl npM6yTK0B01 4ULlbHOCTi Ha pMHKy. y KOMMeK- 
ci MapKeTMHroBMx KOMymKaqiM niqnpMeMCTB 6ypiiKoqyKpoBoro niqKOMiMeKcy 
(JjyHqaMeHTOM e (JropMyBaHHH cycnLibHoi qytviKM. 

Ha CboroqHiuiHiM qeHb 6LibmicTb 3axo4iB no npocyBaHHio TOBapiB, 5nd bm- 
KopMCTOByiOTboi Ha niqnpMeMCTBax 6yp>iKoqyKpoBoro niqKOMnueKcy, m npaBM- 
AO, MaiOTb KOpOTKOCTpOKOBMM e(])eKT i He 403B0UiM0Tb C(])OpMyBaTM qOBTOCTpO- 
KOBi nepeBara 4AH cno>KMBauiB. HeodxiqHO 3aoxouyBaTM noTeHqiMHMX noKynqiB, 
CTMMyznoBaTM nocTanazibHMKiB. 4oqiubHMM e 3acTOcyB3HH3 t3kmx KOMymKaqiM- 
hmx iHCTpyMeHTiB, aKi GyqyTb npnBepTaTH yBaiy cno>i<MBauiB, „ni4iiiTOBxyBaTM" 
40 34iMCHeHHa noKymai i npn qbOMy MaTMMyTb „He kpmtmmhmm" 4351 niqnpM- 
GMCTBa 6104*61, a TOMy 6y4yrb ecJreKTMBHMMM. 3 ypaxyBaHHJiM nepeHacMueHHJi 
cno*MBaniB TpaqMqiMHoio peicaaMoio Ta CKuaqHoro eKOHOMiuHoro CTaHOBinqa b 
Kpami, npiopMTeTHHMH iHCTpyMeHTaMM 3BepHeHH3 40 cno*MBaniB 4AH niqnpM- 
6mctb 6ypmoqyKpoBoro niqKOMnueKcy e petuiaMa Ha perioHazibHMx Ta uoKaubHMx 
pnHKax, CTMMyznoBaHHii 36yTy, cnp>iMOBaHe Ha nocepe4HHKiB, na6uiK pLieMmH3, 
nepcoHazibHHH npoqa*, enoHeopeTBO, yuacTb y BMcraBKax Ta apMaptcax, Event 
Marketing, y t.m. opraHi3aqbi Ta 6e3nocepe4HH yuacTb y KOHtjrepeHqiax, iHTep- 
HeT-npoeKTM. Ha nouaTKOBOMy eTani BMBeqeHHa Ha pmhok iHHOBaqinHo'i no6iu- 
Hoi npo4yKqii (dionauMBa) MapKeraHroBi KOMyHiKaqii niqnpMeMCTB MaiOTb 6yra 
cnp^MOBam HacaMnepe4 Ha noqouaHHH He40Bipn Ta HeraTMBHoro BiqHomeHHH 
cno*MBaniB. npw qbOMy HaiidLibiii ecjreKTMBHMM BBa*aeMO 3acrocyBaHHa ime- 
rpoBaHMx MapKeTMHroBMx KOMymKaqiM. 

CnncoK BMKopMCTaHMx deepen 

1. Be3nazibKo O. B. HIahxm noqouaHmi peicaaMHoi Kpn3n 44a niqnpMeMCTB xap- 

qoBoi npoMHcaoBocTi / O. B. Ee3nazibKO, H. n. CicpMiyH [EueKTpoHHMM pecypc] — 
Pe*MM 40CTyny: http://dspace.nuft.edu.Ua/jspui/bitstream/123456789/16380/l/ 

Ways%20of%20advertisement%20crisis%20overcoming.pdf 

2. ByHeqKMM B. A. B YKpaHHe mo*ho npon 3 B 04 MTb dwoTonuMBo BToporo no- 
KOueHMii / B. A. ByHeqKMM [EueKTpoHHMM pecypc] — Pe*MM qocryny: http://maub. 
com.ua/n/v/1815 
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B (J)OpMMpOBaHMM ZLOJMbHOCTM nOTpe6MTeZLbCKOrO pbIHKa / A. B. FomapoBa, K). B. 
Bpe3e // 3zieKTpoHHbiM pecypc. — PeacMM 4 ocryna: http://www.uecs.ru/finansi-i- 
kredit/item/3350-2015-02-11-08-14-02 
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2.11. MARKETING COMMUNICATION POLICY 
OF CREDIT UNIONS 

MAPKETMHrOBA KOMyHIKAIJMHA 
IKMITMKA KPE4MTHMX CIIMOK 

Malinovska O. Y. 

MaAinoecbKa O. ft. 



UDC 339.138:336.73 
JEL G23, M31 

Abstract 

The aim of the article is to determine the characteristics of the elements of 
marketing communications and prospects of marketing communications activities 
of Ukrainian credit unions. The article covers the basic theoretical features of 
marketing communications of credit unions. Various approaches of scientific on 
the definition of this concept were examined. The basic elements of marketing 
communications and their basic stages were defined. The general procedure of 
attracting clients was described. The most proficient method of attracting clients is 
straight application to the audience. The consolidation of all marketing methods in 
complex leads credit unions to successes. Right marketing strategy is also the way 
to increase trust and authority of credit unions. 

Key words: credit unions, the system of marketing communications, advertising, 
and audience contact. 



Awmayn 

MeToio CTaTTi e BM3HaueHHa xapaicrepHMx oco 6 uuBocTeu eueMemiB komimck- 
cy MapKeTMHroBiix KOMyrnKaitiu Ta nepcneKTUBM BUKopucTamni MapKeTHHroBux 
KOMyrnKaitiu b 4bMbHocri yKpaiHCBKMx Kpe 4 UTHux cniuoK. Y ciani po3rzuiHyTo 
ocHOBHi Teoperuum ocoduuBocTi MapKeTHHroBux KOMyrnKaitiu Kpe 4 iiTHux cniuoK. 
,4ocii4)KeHo pi3Hi ni 4 X 04 u 40 BU3HaueHH>i noHUTTn «MapKeTMHroBi KOMyHiKaitii». 
Bu3HaueHo ochobhI eTanu po3po6KM nporpaMu MapKeTHHroBoi KOMyHiKaitii Kpe- 
4 MTHMX cniuoK. OnucaHo npoitec 3auyueHH>i KuieHTiB. 3anponoHOBaHo ochobhI 
4>aKTopu ycnixy MapKeTHHroBoi 4 mui)H 0 CTi Ha puHKy Kpe 4 UTHux cniuoK YKpaiHu. 
3Ba)KeHa MapKeraHroBa CTpaTerhi po3BMTKy Kpe 4 MTHux cniuoK (JropMye 40 Bipy 
noTeHitiuHux KuieHTiB. 

KAwnoei CAoea: Kpe4MTHi cniuKu, cucieMa MapKeTUHroBux KOMyHiKaitiu, pe- 
KuaMa, KOHTaKTHa ay4MTopi>i. 
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H a cyqacHOMy eiani po3BMTKy cycnizibCTBa 04HMM i3 Heo6xi4Hiix 4)Kepezi 
3a6e3neqeHH>i (JriHaHCOBMx MoiKanBocTeii iH4MBi4yaabHoro cno>KMBaHHH 
KocKHoro rpoMa4>iHMHa MO*e ct3tm Kpe4MTHa Koonepaqbi, nxa b YKpaiHi 
4ie y (})opMi Kpe4MTHiix oiLiok. nicAH nporoaomeHHa He3azie>icH0CTi YKpaiHM 
po3noqaBCi npoiiec Bi4po4)KeHH>i 4biAbH0CTi Kpe4MTHMx cniziOK. Ha 4aHnn 
qac Kpe4HTHi cniaKM o6'e4HyiOTb noHa4 2 mah. rpoMa4>iH b YKpaiHi. 3ri4Ho 
3aKOHy YKpaiHM «npo Kpe4MTHi cniAKM» ni4 Kpe4MTHMMM cniAKaMH po3yMiiOTb 
Henpii6yTKOBi opraHHami, 3acHOBam (])i3MqHMMM oco6aMii, npcxJicnLiKaMM Ta ix 
o6'e4HaHHHMM Ta KOoneparaBHMx 3aca4ax 3 Meioio 3a40BoaeHHn noipe6 Ti qaemB 
y B3aeMHOMy Kpe4myBaHHi i Ha4aHHi cjiiHaHCOBMx nocayr 3a paxyHOK o6'e4HaHMx 
rpomoBMx BHeciciB qAemB Kpe4MTHoi cniAKH [1], 

Y ctJiopMOBaHMx pMHKOBMx yMOBax, 4e icHye BeAMKa KOHKypeHLUA Ha4aHHA 
(J)iHaHC0B0-Kpe4MTHMx nocAyr, Kpe4MTHMMM cniaKaMM e He40CTaTHbo npocTO 
po3po6iiTM hob nii KOMnaeKCHHH naxeT nocayr. Bee 6iabuioi yBarn b ynpaBAiHHi 
Kpe4MTHMMM cniAKaMH Ha4aeTboi po3po6m KOMnaeKCHoi nporpaMM MapKeraH- 
roBoi KOMymKami. Ha nporpaMa, b neprny qepiy, cnpAMOByeTbca Ha iH(])opMy- 
BaHHn, nepeKOHaHHJi, Hara4yBaHHn cnocKMBanaM npo TOBap qii nocayiy, a TaKoiK 
po3inMpeHH3i KaieHTCbKoi 6a3M. Kpe4MTHa cniAKa noBHHHa 4ocKOHaao B0A04iTM 
iHCTpyMeHTaMM MapKeniHroBoi KOMyHiKami, ohoboio ukoto e KOMyrnKaijiMHa no- 
ziiTMKa. Ha Ham nora>i4 3Ba)KeHa MapKeTMHroBa CTpaTeria 4onoMO)Ke 36iAbiiiMTH 
piBeHb 40Bipn rpoMa4HH Ta Ma£i6yTHix KAiemiB 40 4aHoro BM4y nocayr. 

KoMyHiKaijiio He MoacHa po3TAH4aTM tmbkm hk o 6 m 1 h mcJiopMameio mt* 
cyfi'eKTaMM cycniABCTBa. BoHa oxonaioe me 3MicTOBHMM acneKT couiaAbHoi B3ae- 
M041L ToMy KOMyHiKaijiii qe me i mhctcittbo Be4eHHn 4L10BMX neperoBopiB (nncb- 
mobhx i ycHMx), (])opMa BiTaHHH, iMi4)K (30BHimHiw BMM5I4, MaHepa noB04*:eHH>i / 
pyxy, napaMeTpn mobm i T.4.), a t3ko>k 6e3nocepe4He cniAKyBaHHa. To6to KOMy- 
HiKaiim nepe4ae eMomMHMn i iHTeaeKTyaabHMM 3MicT. CaM TepMiH «KOMyHiKami» 
noxo4MTb Bi4 «communicatio» (aaT.) — e4HicTb, nepe4aqa, 3'e4HaHHa, noBmo- 
MaeHHn, noB'n3aHoro 3 4iecAOBOM «communico» (aaT.) — po6aio cniabHHM, no- 
BmoMAsno, 3 , e4Hyio / noxi4HMM Bi4 «communis» (aaT.) — cniABHiin. InmMMM cao- 
BaMM, KOMymKama e npouec nepe4aqi neBHoi iH(])opMaim [2, c. 249]. 

Orace, MapKeTMHroBi KOMymKami Bapro po3TAa4aTM ak ynpaBAmna npoue- 
com npocyBaHHn TOBapy (nocAyra) Ha Bcix eTanax — nepe4 npo4a>KeM, y MOMeHT 
npo4a)Ky / ni4 qac cnoiKHBaHHa, nicAA cnoACHBaHHa. npn ijbOMy 4y:ace BaiKAHBMM 
e npaMMM i 3BopoTHMH 3 b'a30k mt>k ycTaHOBoio Ta MOTo a4pecaTaMH. 

BiiBqeHHJiM MapKeTMHroBMx KOMyrnKaijin Ta ix 3acTOcyBaHHaM 3aiiMaziocb 6a- 
raTo BqeHwx. Tax, O. Gb 4 okmmob Ta B. faBBa BBa>Kaan, mo MeToio TaKMx 3axo4iB e 
4onoMora noKymieBi y Bn6opi TOBapy cjiipMH, H343HH3 iH(})opMami npo nepeBara, 
He4oaiKM npo4yK4ii, mo nponoHyeTboi [3, c.199— 208]. C. FapKaBeHKo 3a3Haqae, 
mo m apKeTMHroBe npocyBaHHn TOBapy nepe46aqae CTBopeHHn Ta ni4TpMMaHHn 
nocTiwHHx 3B'n3KiB Mix (JiipMoio i piiHKOM 3 MeToio aKTMBi3airii npo4a*:y TOBa- 
piB i (JiopMyBaHHB no3MTMBHoro iMi4)Ky mauxoM iHcJiopMyBaHHH, nepeKOHaHHH Ta 
Hara4yBaHHn npo 4inabHicTb (JiipMM [4, c. 409—449]. ®. 4eHe i C. HapcoH Hapaxy- 
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B&Aid 6zlm3i>ko 130 BM3HaqeHb cziOBa «KOMymKaiu>i». Ha ix 4yMKy, iji BM3HaHeHHii 
po3M>i4aiOTb KOMytiiKai^iio m «npoijec B3aeM04i’i» to, HanpnKzia4, y3arazibHioiOTb 
ni4 KOMymKaiiieio «yci nponecM, 3a 4onoMoroio mux zlk> 4 m BnziMBaiOTb 04MH Ha 
c>4Horo. y KiHqeBOMy 3HaHeHHi, yci KOMymKaiuHHi nponeCM ni4po34iAsnoTbOi Ha 
Bep6azibHi i HeBep6azibHi» [5, c. 15]. 

3'5icyBaBmii cyTb hohhttji MapKeTMHroBa KOMyrnKanla, Heo6xi4HiiM e bmo- 
KpeMMTM eTanw BnpoBa4)KeHH>i nporpaMM 4 Z 151 ecJreKTMBHoro nponecy MapKeraH- 
roBMx KOMyHiKairiH, ak HaBe4eHo y Ta6zi. 1. 



Ta6Aui\si 1 

Eraim nponecv MapKermiroruix KOMymKaijiM* 



Henan emany 


Cyitib 3uxody 


no eiduouieHHw do Kpedummx chuok 


BM3HaHeHHfl UMbOBOi 
ay4MTopii 


L[iAbOBa ay4MTopm MO>Ke CKAa4a- 
TMCb 3 OKpeMMx oci6, rpyn, neBHO- 
ro KOAa cneijiaAicTiB nn mnpoKoro 
KOAa cnoKMBaniB 


UjiAbOBOK) ay4MTopieio MO)KyTb 6ym 
AMine ^>i3MHHi oco6n, a Taxo^c npocj)e- 
cinHi cniAKM, rpoMa4CbKi Ta peAiriiiHi 
opram3ai^ii. 


OKpecieHHfl Ta 
oSrpyHTyBaHHA 
u;LieM KOMymKaijii 


E<j)eKT, akmm oniKye KOMnaHm bU 
CBOTO 3BepHeHHA. 


Mmm SiAbme y HAemB cniAKM BHecxiB 
Ha (JjopMyBaHHfl naiioBoro KaniTaAy — 
tmm 4euieBme i’i Kpe4MTM Ta MeHmi 

PM3MKM. 


Po3po6Ka 

e^eKTMBHoro 

3BepHeHH3 


3BepHeHHA noBMHHO npMBepHym 
yBaiy, BTpnMaTn inrepec, bmkam- 
KaTM 6 a>KaHroi i nUniTOBXHym 40 
411 . BM 4 iAAiOTb pauioHaAbHi, eMO- 
u;iMHi Ta MopaAbHi 3BepHeHHA. 


B 4aHOMy Bnna4Ky noTpiSHO bmko- 
pncTOByBaTM paijioHaAbHi 3BepHeH- 
H A, OCKLAbKM BOHM G nOB'A3am AMUie 3 

ocoSmctoio BMro 40 io ay4MTopii. 


Bn6ip 3aco6iB 
BIMMBy 


PeKAaMa, nponaraH4a, craMyAio- 
BaHHA 36yry nn oco6mctmm npo- 
4a;K. 


BnnycK Ta po3noBCK)4^ceHHa cneu;i- 
aAbHMx iH(j)opMaijiMHnx SiOAeTemB, 
3anpoBa4)KeHHA TeAe(|)OHHoi «rapjiHoi 

AfflilV, yTBOpeHHA a60 B40CK0HaAeHHA 
KopnopaTMBHoro caiiTy. 


3a6e3neneHHii 
3BOpOTHOrO 3B'fl3Ky 


OTpMMaHHH iH(j)opMaijii npo Te, AKa nacraHa pnHKy 4i3HaAacb npo TOBap, a 
AKa noro cnpoSyBaAa i HacfdAbKM BOHa hum 3a40B0AeHa. 


Bi 04 ^ceT npocyBaHHfl 


PeaAmijDi npoijecy MapKeTMHroBMx KOMyHiKaijin noTpeSye neBHiix BMTpaT, 
TOMy 4AA K03KH01 (j)ipMM B3>KAMBMM 6 CKAa43HHA 3araAbHOrO 6 l 04 >KeTy 
npocyBaHHA. 



*CKAadeno aemopoM 



Tpy4Homi peazti3aqii KOMnzieKcy KOMymKaiuMHMx 3axc>4iB o6yMOBzieHi, rozio- 
bhmm tohom, cneijM(|)iqHoio 4i>iyibHicTio Kpe4MTHwx cniziOK, a caMe: (JriHaHCOBMM 
xapaKTepoM a6coznoTHoi GLabmocri npc>4yKTiB Ta nocayr; iropoKMM acopTMMeH- 
tom Kpe4MTHMx nocziyr. no40ziaHHJi tmx to inninx npoGzieM, 4onoMo>Ke po3po6n- 
tm B 4aziy MapKeTHHroBy CTpaieriio, ma ni4BMmMTb iMi4)K Ta nocuAwib 40Bipy 40 
Kpe4MTHMX CniziOK. 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



182 



Section 2. Marketing Communications: Theoretical Research and Practice of Realization 



CneKTp 33B43HL LLf 040 3a6e3neHeHH5I 3B'5I3KiB 3 rpOM34CBKiCTIO BKaiOHae 33- 
6e3neneHH5i rpoM34CBKOCTi imJiopMameio npo Kpe4MTHy cniaicy, BMBneHHa rpo- 
M34CBK01 4yMKM npO Hei, BMBHeHHil TeH4eHL(iM, mo CKZL343IOTbOI / 3aBHaCHy p03- 
po6Ky 33X04iB 14040 3Mib(HeHHa SBTOpMTeTy Kpe4MTH01 CniaKM, 33no6ir3HHiI 
MOvKaMBMM KOH(J)ZliKT3M i Heil0p03yMiHK3M . 33B43HHTI peaai3ami n04i6HMX 33X0- 

4 iB riOAHrae b 3a6e3neneHHi cnpMiiTaMBoi 4 yMKM npo Kpe 4 MTHy cniaKy, no 4 oaaH- 
hh 63p'eps He 40 Bipn 40 Hei ts Ti nocayr. 

4^51 40C5irHeHHH 406p03MqZLMB0r0 CTSBZLeHHH rpOM34CbKOCTi 40 Kpe4HTHHX 
CnLlOK BMKOpHCTOByiOTbC-3 pi3Hi MeT04M, 3 C3Me: 

■ CTBopeHHH iMi4)Ky; 

■ Bi4eo- i 3y4ioBi3ys3bHi 33 Co6m; 

■ ycH3 npon3r3H43; 

■ oco6mctmm npo43)K; 

■ 40 di 4 >KeHHH rp0M34CbK01 4yMKM T3 pe3K4ii pMHKy. 



PeKZL3M3 nOKZLMK3H3 BMpilliyBSTM H3MCK334Hiine 33B43HHH — (})0pMyB3TM i 
CTMMyZHOBSTM nOnMT. PeiCZLSMy BMKOpMCTOByiOTb 4451 (J)OpMyB3HH5I 40Br0TpMB3- 
aoro iMi4)Ky cjiiHaHCOBoi ycraHOBM, 4351 BimLieHHH KOHKpeTHoro cneijH(})iqHoro 
np04yKTy, 4451 BMCBiTaeHHH KOHKpeTHOi 3KL(ii. 33B43HH5I peKZL3MM noaiirae H3C3M- 
nepe4 y TOMy, 1406 Bi4noBi4 HMM hmhom BnaMHyrn hs mabOBy ay4MTopiio 3 Me- 
TOK) 33IfiK3BHTM 11 np04yKT3MM Kpe4MTH01 yCT3H0BM, 51K3 peK33MyeTbC51. PeKZ13M3 
cnpnM0B3H3 anine H3 KiHLieBoro KopMcryBana nocayroio (hk Ha icHyronoro, tsk i 
Ha noTeHLuiiHoro) [6, c. 254] . 

y ccjiepi H343HH5I (|>iHaHCOBo-Kpe4MTHMx nocayr penyTaiiin npo4aBmi Mae 
6iabiiie 3HaneHH5i, Hi>ic b iHiiinx ajiepax 4isiabH0CTi. /I104M iH04i KynyiOTb npo4yK- 
th «3 pyK», Ha ByziMiji y He3HanoMnx ToproBijiB, aae He6araTo 40Bip5ii0Tb cboi cj)i- 
HaHCOBi 3aoma4>KeHH5i He3HaM0Miii (JiiHaHCOBin KOMnami a6o 6aHKy, y uKOMy He 
BneBHeHi. Y 3B'5i3Ky 3 ijmm nnTaHHii 40Bipn Bncrynae, 3 04Horo 6oicy, HanBaiKan- 
BiuiMM KpiiTepieM Bw6opy KaieHTOM toi a6o inmoi (JiiHaHCOBoi ycTaHOBM, 3 inino- 
ro — ochobhok) iMi4)KeBoio Ta peicaaMHOio crpaTerieio (jimaHCOBoro nocepe4HMKa, 
mo nponoHye cboi npo4yKTM (nocayra) noTeHimiHMM cnoacHBanaM. 

PeicaaMa cjiiHaHCOBnx nocayr Kpe4HTHnx cniaoK Bi46yBaeTboi 4emo 3a iHiiiHM 
npMHttimoM — «ai04CbKMM». PoaoBHy iH(])opMamio npo Ty hm iHiny Kpe4MTHy 
cniaKy ai04M 4i3HaiOTboi 0411H Bi4 04Horo. TyT BaiKanBy poab Bmirpae aK>4CbKnn 
(JiaKTop: 04Ha ai04MHa BCTynnaa 40 naemB Kpe4MTHoi cniaKM i OTpMMaaa Ha bm- 
ri4HMx yMOBax Kpe4MT i nopeKOMeH4yBaaa 4aHy Kpe4HTHy cniaKy cboim 4py35iM 
Ta po4nqaM. 

EtJieKTMBHMM KOMyHiKamnHnn npouec 3a6e3nenye MOxanBocri 3aayneHH5i 
iiKOMora 6iabinoro Koaa KaieHTiB 40 Kpe4MTHoi cniaKM, 3aMH5iTT5i npoBi4HMx Ti 
no3MijiM Ha pMHKy He6aHKiBCbKMX nocayr Ta niTKe cjiopMyaiOBaHHii 4351 rpoMa4- 
CbKocTi comaabHoi poai Kpe4MTHoi cniaKM. 4,0 Heo6xi4HMx 3aco6iB 3a6e3neneH- 
hh pi3HonaaHOBoi KOMymKami Ta 3BopoTHoro 3B'n3Ky 3 naeHaMM Kpe4MTHMX cni- 
aoK, 40mabH0 BMKopMCTOByBaTM HacTynm 3axo4M: BMnycK Ta po3noBCi04>KeHH5[ 
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cneijiazLbHMx miJiopMamnHnx 6KMeTemB, 3anpoBa4HceHHH TeziecJioHHoi «rapHqoi 
zuHii», yTBopeHHH a6o B 40 CK 0 HazieHHH KopnopaTiiBHoro canyy, BCTaHOBzieHHH 
o6ob'h3KOBMX T 04 MH npMMOMy HZiefflB KepiBHMITBOM Kpe4MTH01 CniziKM, p03Mi- 
meHHH onepaTMBHo’i (JimaHCOBoi mcjiopMaim npo 4inzibHicTb Kpe4MTHoi oiLtkm y 
40 CTyriHMx 4 zl>i 6e3nepeuiK04Horo 03HaM0MzieHHH Micimx y Ti nMOBHOMy ocjiici Ta 
npMMimeHH>ix Bi 40 KpeMzieHMx ni4po34MiB, 3anpoBa4>KeHHH ecjieKTMBHo’i npoije- 
4 ypM peaiyBaHHa Ha iH 4 MBi 4 yazibHi CKapra Ta 3BepHeHHH nziemB Kpe 4 MTHoi ctiLikm 

TOHfO. 

TaKOiK Heo6xi4HMM e npoBe4eHHH moKBapTazibHMx iHiJiopMamnHnx 3 ycrpi- 
nen i3 nzieHaMM Kpe4HTHMx oiLiok. Taici 3ycTpini noBMHHi npoB04MTMCH 3a bct3 - 
HOBzteHHM rpar^iKOM, hkmm Mae 6yrn po 3 MimeHnn y 40CTynH0My 4 ah 03 H 3 mom- 
zieHHH Miciji i mIctmth 4aTy, Micije Ta nac npoBe4eHHH 3 ycTpweii. iHiJiopMaimiHi 
3 ycTpiqi noBMHHi npoB04MTMCH KepiBHML(TBOM Kpe4MTHoi cniziKM i MaTM 3 a MeTy 
40Be4eHH>i mtJiopMaim npo o6'eKTMBHMM noTOHHnn ct3h cnpaB y Kpe4MTHifi cnLi- 
ifi 40 i’i nzieHiB. Taici 3axo4H 04H03HanH0 6y4yn> 36LibmyBaTM 40Bipy 40 Kpe4MT- 
hmx cniztOKix noTeHtuMHiix Ta Maii6yTHix nziemB. 

6 4Ba KznonoBi nMTaHHn, Hid noTpe6yiOTb 40CKOHazio npo4yMaHoi nozliTnKM 
MapKeTMHroBoi KOMyHiKami: po3imipeHHH KaieHTCMcoi 6a3M Ta yrpMMaHHH icHyio- 
qnx icaieHTiB. Be3 HziemB Kpe4HTHa cniziKa He Mae ceHcy cboto icHyBaHHH, TOMy mo 
Ti 4iiMbHicTb HanpaBzieHa Ha 3a40BozieHHH noTpe6 By3bKoro Kozia cnoHcnBaniB — 
zno4eM, mo BCTyniMii 40 Kpe4MTHoi cniziKM Ha 4o6poBLibHMx ocHOBax i Hid He 6y- 
4yTb MaTM HiHKiix nepeuiK04 npn BMX04i 3 Hei, mo6 4onoMorTM 04MH 04H0My 3a 
paxyHOK o6'e4HaHMx KouiTiB. 

IlpoaHazii3yeMo ochobhI 3axo4M, HKi MOHCHa BMKopMCTOByBaTM 4 zih 36Lib- 
uieHHH KaieHTCbKoi 6a3M. I^izibOBMMM rpynaMM 6y4yTb: po4Mni, 3HaiioMi Ta Kozie- 
tm; (JiepMepn Ta ceziHHH; npMBaTHi nmnpMeMm; M 0 zi 04 b; neHcioHepn. /\ar qboro 
Heo6xi4HMM e npoBe4eHHH MapKeTMHroBoro 40Cii4>KeHHH 3 MeToio 40HeceHHH 40 
pi3HMx BepcT HacezieHHH npo icHyBaHHH Kpe4MTHoi ctiLikm. Po3MHHeMo 4eTazibHi- 
me, Hid MapKeTMHroBi 3axo4M 6y4yTb KpaiimMM 4 zih ko>ichoi i3 rpyn. 

/\ah ecJieKTMBHoro 3aziyneHHH rpynn «po4MniB Ta 3H3 mommx» MaiOTb 6yra 
po3po6zieHi peicziaMHi MaTepiazin (GyicaeTn), mo Tpe6a po3noBCK>4>KyBaTM cepe4 
HziemB npn ix Bi4Bi4yBaHHi oiLikm. Tlpn qbOMy 4ynce BanciMBy pozib 6y4e Bi4i- 
rpaBaTM 6eci4a po6iTHMKa oiLikm 3 Z1104MH010, HKa npMMinzia 3 mctoio oTpMMan- 
hh iHiJiopMaim mo40 nocziyr, md Ha4ae cniznca. ni4 nac TaKoi po3MOBM zno4MHa 
OTpnMae 6e3yM0BH0 6Libiiie miJiopMaLm, HaMH4HMM 40Bi4HMK, po3paxyHOK cyMM 
Kpe4my hm npoijeHTiB Ha bhccok nn Bicaa4. TaKOuc cam BmMiTMTM, mo im rpyna 
Mae 6iabiiiy MoncanBicTb y oTpMMaHHi Kpe4MTy, TOMy mo po4Mni hm Koziern nziemB 
MOncyTb H34aBaTM noTpi6Hy iH(})opMat(iio 04MH npo 04Horo Ta BMCTynaTM nopy- 
HMTeziHMM hm 4aBaTM cbo 6 MaMHO ni4 3aCTaBy 4 an iHinoro. Tlpn ijbOMy y t(iM rpyni 
nzieHCTBa noMiTHo MeHini pM3MKM, noB'n3aHi 3 HenoBepHeHHHM Kpe4MTiB Ta He- 
4o6poHKicHoio cnziaToio, TOMy mo iH^opMaiiin npo no3MnazibHMKa, hk npaBMZio, 
Monce nepeBipMTMCb y 6y4b-Koro 3 Kozier hm po4MqiB, a 3Bi4CM i 6izibma 40Bipa i 
noBara 40 Kpe4MTHoi cnLncn, TOMy mo cniziKa, nicy 3HaiOTb hk Taity, HKin He noBep- 
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TaiOTh rporni, He Mae (JrmaHCOBoi CTa6Ln>Hocri Ta b KopoTKi CTpoKM zuKBi/tyeTBOi nn 
BM 3 HaeTBOI 6aHKpyTOM. 

/\Ai i 36 Lii>meHHJi rpynn «(J)epMepiB Ta ceaaH» Heo6xi4Ho Haaaro4MTn Tic- 
Hy cniBnpaijio 3 acoiiiaiiieio (JrepMepiB, 6paTM ynacn> y Ti 3 i 6 paHHax Tomo. KpiM 
toto Heo6xi4HO npoB04MTn nponaraH4y po 3 BMTKy ceaa. D41 rpyna — 6Libiiii no- 
3 MqaztbHMKM. HanpnKiHiii poKy 6yaa Bi 43 HaneHa noaBa 3 amKaBaeH 0 CTi y (JrepMep- 
CbKMx Kpe4MTax cepe4 BaacHMKiB 40Morocno4apcTB. /I104M nonaan 6para He 3 Ha- 
nm Kpe4MTM Ha npM46aHH>i xy4o6n, KyniBzii Heo6xi4Horo o6aa4HaHHa Tomo. 

/\Ai i 36LibmeHHJi rpynn «npMBaTHMx ni4npneMLUB» Heo6xi4Ho npoB04n- 
th aKTMBHy po6oTy 3 Acoiiiaiiieio nmnpneMiiiB Ta nponaiyBaTM b 3aco6ax Maco- 
Boi iH(j)opMaqii, mo po3MimyiOTb mcjiopMaiiiio (jimaHCOBoro xapaKTepy. IJ^ii rpyna 
3a CB06I0 KiZLbKiCTIO, aK npaBMylO 40CMTB BeZLMKMM n03HqaZLbHHK. Azie aK nOKa3ye 
40di4)KeHH>i Ha4aHH>i Kpe4HTiB 4aHin rpyni e Han6Libiii pn3MKOBam y cboim nn- 
cezibHocri, aae i BKpan noTpi6Hi y nac CTaHOBaeHHa Maaoro Ta cepe4Hboro nmnpn- 
eMHMijTBa. BaHKM He 3aB>K4H roTOBi cniBnpaqiOBaTn 3 nmnpneMiiaMn, aid MaiOTb 
He40CTaTHiM KaniTazi Ta i npoiie4ypa Kpe4myBaHHa y 6aHKa BKpan HeiyMaHHa no 
Bi4HoineHHio 40 no3nnazLbHMKa. Hanpnioia4 Kpe4MTHa cniziKa «Ao6po6yT», no 
cboim cyri, Mae cnpomeHy npoiie4ypy Kpe4myBaHHa Ta ni4TpnMKy cboix naemB 
y CKpymy 4,1a hmx xbm/Iiihv acnrra. IH040 pn3HKiB, noB'a3aHnx 3 Kpe4MTyBaH- 
HaM iiiei rpynn, to tjt cniziKa Mae CBin ni4xi4 . _3kiho 40 cniziKM BCTynae HeBi40- 
Ma zno4MHa, to luoS 3a40BoabHMTM Ti noTpe6n Ta He MaTH pm3mkobmx cnTyaqin 3 
npwB04y Ti Kpe4MTyBaHHa, cniziKa nponoHye nmnpneMiiio b ni4TBep4*:eHHa cboix 
cub Ha4aTM nopyxy 3 6oicy CBoei 4iaubH0CTi un uuemB ciM'i a6o kom naHbnoHiB no 
6i3Hecy. HacTynHoro pa3y, kozlm nmnpneMeiib 3BepHeTbca 40 cniuKn 3HOBy, Kpe- 
4MTHMH KOMiTeT Moace 3MiHMTH nonepe4Hi yMOBii un Ha4am HOBy cyMy Kpe4my 
no3aneproBO [7]. iHinnMM caoBaMn, BeunKy poub Bi4irpae periyTaiiia no3nuazibHn- 
Ka Ta noro Kpe4MTHa icTopia. 

4 ua 36 LrbmeHHa rpynn «M0U04b» noTpi6HO npoB04HTH aKTMBHy poSoTy 
3 HaBHazibHMMn 3 aKua 4 aMM Ta Mozio4i>icHMMM opram 3 aiiiaMM. TaKoac e ceHC 40- 
hocmtm TaKy iH(|)opMaLuio nepe 3 rpyny « 3 HanoMi Ta po4nui», T04i cepe4 M0U04i 
6y4yrb aKTyazibHMM n Taid Kpe4HTn, aK Kpe4nm Ha BecLuia, Hapo4aceHHa 4htmhh, 
npn46aHHa cnoacnBunx TOBapiB a6o Ha Bi4nycTKy. 

/\ax 3azLyneHHa rpynn «neHcioHepn» noTpi6Ho npn4LiaTM ocoGunBy yBaiy, 
TOMy mo ire, aK npaBnuo, BKZta4HMKn cniuKM i caMe 3a paxyHOK TaKoi rpynn mock- 
umbo 36izibmeHHa aKTMBiB cniziKM Ta KpyrooGiiy rpornen. 3 iiboto npnB04y no- 
Tpi6HO noCTinHO po3MimyBaTM peicuaMy npo 4eno3MTHi bhcckm y TaK 3BaHnx 
ra3eTax 4x1a neHcioHepiB. Aue TaK cicuauoca y naci, mo Cboro4HimHi neHcioHepn 
Bi44aiOTb nepeBaiy CTaGiubHMM 4epacaBHMM (J)iHaHCOBMM ycraHOBaM. He40Bipa 40 
inninx He6aHKiBCbKnx ycraHOB noB'a3aHa 3 tmm, mo y 90-ri pp. MMHyuoro crouirra 
6yua TaK 3BaHa TeH4eHqia 40 BTpara BKua4iB, aKi uk> 4 m kaaam 40 oll^khmckkm 
a6o 40 cyMHiBHHx opram3aiiiM. ToMy noTpi6Ho ni4BHmyBaTM 40Bipy cepe4 BKua4- 
HnKiB-neHcioHepiB y Kpe4MTHi cniziKn. 
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Bapro Bi 4 MiTMTM tom (J)aKT, mo y Ham uac icHye BeziMKa KiubKicrb cniuoK, 
mi npaipoiOTb 6e3 nmeroii Ha 3auyueHH>i BKua 4 iB, a pe 3 hob t3km ni 4 pMBae peny- 
Tatuio Ha 4 iiiHMx Kpe 4 MTHMx cniuoK. TaKO)K icHyiOTb Taxi Kpe 4 MTHi cniuKM, aid 3a 
paxyHOK BeziMKMx Kpe 4 MTHMx npoitenriB npMBa 6 zuoiOTb HacezieHHa cboimm noMrr- 
ho 3HauHMMM npopeHTaMM no Bioia 4 aM nopiBHaHO 3i cnimaMM, aid MaiOTb 3HauHO 
MeHiuy CTaBKy. 3 imoro npMB 04 y noTpiGHo BecTM nocriMHy poGoTy, 4 ohocmtm 40 
mupoKMx BepcTB HaceueHHn npo 4 iazibHicTb Kpe 4 MTHMx cniuoK, a mojkumbo uMiue 
3a 4 onoMoroio 3aco6iB MacoBoi iH(])opMami. 

TaK um iHaKiue, npoaHaui3yBaBiuM KoacHy 3 rpyn MoacHa 3po6MTM bmchobok 
npo Te, mo noTpiGHo po3po6ua™ Ta nourapiOBaTM peicuaMHy 4iazibHicTb Kpe4MT- 
hmx cniuoK, TOMy mo He 40 CTaTHa noiH(})opMOBaHicTb rpoMa4aH Moace ThibKM Ka- 
33tm npo He3HauHe 3pocT3HHa CBi 40 M 0 CTi HacezieHHa Ta Memuoro 3pocT3HHa Kiub- 
KOCTi uzieHCTBa y cniziqi. 

Hk bmchobok MoacHa 3a3HauMTM, mo MapKeTMHTOBi KOMyHiKam'i Bi 4 irpaiOTb 
4 yace BaacaMBy pozib y cyuacHOMy cycniubCTBi. Bohm nocmaiOTb peHTpaubHe Mkme 
cepe 4 3aco6iB KOHKypeHTHoi GopoTbGn. PamoHanbHe 3acTocyBaHHa MapKeTMHro- 
bmx KOMymKaqiM e ochoboio (JiopMyBaHHa ctImkoto iMi 4 acy (juHaHCOBoi ycTaHOBM. 
lip 4 ae ecJreKT npM 46 aHHa neBHoi pMHKOBo'i ciiaii , 3Miimioe no3Mm'i c[)ipMM mo 40 
TOBapiB-3aMiHHMKiB, nouemiye 40 CTyn (})ipMM 40 cjnHaHCOBMX, iH(])opMamMHMX Ta 
Tpy 40 BMx pecypciB. He MeHiu BaacuMBMM e npoBe 4 eHHa erJieKTMBHoi MapKeTMH- 
roBoi KOMyHiKam'i Kpe 4 MTHMx cniziOK. A 4 ace, 3axo4M ecJieKTMBHoi KOMyHiKam'i 40 - 
noMaraiOTb 36LibmMTM KuieHTCbKy 6a3y Kpe 4 MTHoi cniuKM Ta 36LibmMTM piBeHb 
cjnHaHCOBoi 40 Bipn 40 TaKMX opram3amM. 
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Abstract 

The article is aimed to compare terms of business's social responsibility, its 
impact on the formation and use of institutional factors and national particularities 
of legislation. It was approved theoretical and practical need to clarify the meaning 
of "social responsibility". It was determined the recognition criteria of the social 
responsibility of the entity. It was proved correct use the term "social responsibility" 
in Ukraine. As the information base of research was selected publications of foreign 
and Ukrainian experts, researchers and regulations. 

Key words: social responsibility of business, corporate social responsibility, 
institutional impact, national model, analysis terminology. 

Anomayb i 

MeTa CTarri noaarae b nopiBUMbHOMy aHaabi TepMiHOAorii KOHqenqi'i co- 
qiaabHoi BiqnoBiqaabHOCTi 6i3Hecy, BnauBy Ha ii (J)opMyBaHH>i Ta BUKopircTaHHA 
iHCTMTyqiuHux (J)aKTopiB Ta HaqioHaabHux ocohauBocTeu 3aK0H04aBCTBa. 06- 
rpyHTOBaHo TeopeTMUHy Ta npaicmuHy HeohxiqHicTb yrouHeHHJi 3MicTy noramn 
«coqiaabHa BiqnoBiqaabHicTb)). Bu3HaueHO KpHTepi’i BH3HaHHa coqiaabHo'i Biqno- 
BiqaabHocTi cy6'eKTa rocnoqapiOBaHHa. ^oseqeHo KopeKTHicTb BUKopucTaHHa b 
YKpaiHi TepMiHy «coqiaabHa BiqnoBiqaabHicTb 6i3Hecy». iH^opMaqiuHoio 6a30io 
qocaiqiKeHHa o6paHo nyhaiKaqii 3apy6bKHux Ta yKpaiHCbKux 40 cai 4 HMKiB i eicc- 
nepTiB Ta HopMaTMBHi 40 KyMeHTH. 

KAWHoei CAoea: coqiaabHa Bi4noBi4aabHicTb 6i3Hecy, KopnopaTMBHa coqiaabHa 
Bi4noBi4aabHicTb, iHCTMiyqiMHMM BnauB, HaqioHaabHa M 04 eab, TepMiHoaoriuHMH 
aHaai3. 

H a Bcix eTanax po3BMTKy eKOHOMiuHoi 4yMKM ai 04 MHi BiqBoqMTboi 
qeHTpaabHe Micqe b eKOHOMiumu cucTeMi, BOHa e ochobhhm c[)aKTopoM 
BM3HaqeHHa npiopHTeriB eKOHOMiKM. 6araTbox noKoaiHb 
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HayKOBijiB 6yAu noBla3aHi i3 3a40BCMeHKHM noipe6 neBHiix coma,n>HMx rpyn: 
BitacHMKiB ni4npneMCTBa, po6iTHMKiB, noKynLUB-cno>KMBaqiB npo4yKim (nodyr) 
a6o cycnLiBCTBa b imtoMy, m y3ara,iBHioiOHoro coiiia^iBHoro cy6'eKTa. 

EKOHOMiqm Bi4H0CMHM Ha MiKpopiBHi npaMO hh onocepe4KOBaHo Bi4o6pa- 
cKaiOTB iHTepecw ,no4en. CaMe nepe3 inrepecH, jik 3a3HaqaB ®. EramrBC, npoaBAa- 
iotbc-3 eKOHOMiqm b^hocmhm KO>KHoro cycnLiBCTBa [13, c. 271]. OckUkm iHTepec e 
CTMMyAOM 4LSMBHOCTi Cy6'6KTiB, BiH BM3H3Ha6 IX nOBe4fflKy Ta MOTMBye piuieHHn. 
3 04Hiei CTopoHM, cneimc[)iKa eKOHOMinHiix iHTepeciB 3a^e>KMTB Bi4 o6'6ktmbhmx 
yMOB, a 3 iHuioi, Mipa ycBi40M,ieHHa eKOHOMinHHM cy6'eKTOM qnx iHTepeciB 3y- 
MOBitioe iforo noBe4iHKy b CMCTeMi coma^BHo-eKOHOMiHHMx b^hocmh Ta piBeHB 
MOTO COIlia^LBHOi Bi4nOBi4a^LBHOCTi. 

CBoro4Hi y cycniyiBCTBi o[)opMyBaBca 3anwT Ha Bi4noBi4a^BHicTB 6i3Hecy 3a 
pe3yaBTaTM CBoei 4ia,iBHOCTi. Y cynacHOMy KOHTeKCTi KOHiienqia Bi4noBi4a^LBHOCTi 
6i3Hecy ccJropMyBaiiaoi y eKOHOMiqHo-po3BMHeHMx Kpamax y XVIII ct. Ha nonaTKy 
XX ct. BOHa CTa^ta oB'crtom HayKOBiix 40 cai 4 )KeHB, a Btace y cepe 4 MHi 1970-x pp. 
BMHMicao nonaTTa «coma^BHa Bi4noBi4aitBHicTB 6i3Hecy». 

3a uefi nepio 4 6 y am HMce^iBHi cnpo 6 M HayKOBLUB i npaKTi«dB 43th BM3Ha- 
qeHna nomura «coniaai>Ha Bi 4 noBi 4 aiLBHicTB 6i3Hecy». BcTaHOB^ieHo, mo 3MicT 
COLtia^LBHOl Bi 4 nOBi 4 a^LBHOCTi 3MiHIOeTBOI 04 H 0 HaCH 0 3 eBOiLKmieiO CyCnMBHOl 
CBi 40 M 0 CTi i nepeoL(iHKoio cycnLiBHHx mHHocTeM. Pi3Hi ni 4 X 04 M 40 po3yMiHna 
cyTHocri Ta po^ii coma^BHoi Bi 4 noBi 4 aiLBHocTi npMBe^tri 40 noaBM y HayKOBiii Ta 
cneijia^BHiM iiiTepaTypi, aHaaiTMHHMx 3anMCKax i HopMaraBHHx 40 KyMeHTax (npo- 
eKTax) pi3HMx 6 ^m3bkmx 3 a 3 m1ctom TepMiHiB. nop^4 i3 TepMiHaMM «coma^LBHa 
Bi4noBi4a^LBHicTB 6i3Hecy» i «KopnopaTMBHa coiiia^iBHa Bi4noBi4MBHicTB», 3Haxo- 
4 MM 0 nonarra «KopnopaTMBHa cottia^iBHa 4 iayiBHicTB», «KopnopaTMBHa coma^iBHa 
4o6pocoBicHicTB», «eTMKa 6i3Hecy», «KopnopaTMBHe rpoMa4aHCTBo», «Kopnopa- 

THBHa Bi4nOBi4aylBHiCTB», «eKOHOMiHHa Bi4nOBi4a^LBHiCTB», «COt(ia^BHO-eKOHOMW- 
Ha Bi4noBi4a^tBHicTB» Ta inuii, mo ctocviotbch pi3HMX CTopiH a6o piBHiB coma^LB- 
Ho'i Bi4noBi4a^LBHocTi Ta xapaKTepn3yiOTB nocTynoBy eBO^iKmiio m>oro noHnrra Ta 
cnpo6M po3umpeHH>i noro Me:* [4]. HaBe4eHnn pmi nonaTB 4eMOHCTpye TepMiHo- 
itoriqHy Ta 3MicTOBHy HeBM3HaneHicTB 40 Cii 4 *yBaHoro aBwma. 

FIk 3ayBa*ye O. Fep3eMaHH, «npn TOMy, mo KOHimnijia coma^iBHoi Bi4no- 
Bma^iBHocTi 6i3Hecy KopucryeTBca TaKOio nony^apmcTio, BOHa Ha 4MB0 Hewica. 
HeacHo HaBiTB, mo * BKaKwae b ce6e coqia^BHo Bi4noBi4MBHa noBe4iHBta» [3]. 

I. OpiMeH Ta A. XacHaoyi t3ko>k nmKpeciioiOTB, mo «KopnopaTMBHa comaaB- 
Ha Bi4noBi4a^LBHicTB npaKTMKyeTBca y 6araTBox KpaiHax i BMBHaeTBca b HayKOBMx 
KO^tax no BCBOMy CBiTy. Tmm He MeHin, He icHye ymBepcayiBHi npuMnaToi KOHijen- 
nii, TOMy mo BOHa po3yMieTBd no-pi3HOMy. . . Ilia BmcymicTB hItkoto BH3HaneHHa 
ycioia4HioeTBca BMKopiiCTaHHaM Heo4H03HaqHMx TepMiHiB y nponoHOBaHMx bm- 
3HaneHHax i cynepenoK npo Te, Ky4M Kpanm cnpaMyBaTM KopnopaTMBHe ynpaB- 
aiHHa» [18]. 

BMpimeHHa 4aHOi npoB^teMM KpiM HayKOBoro, Mae Ba*anBe npaKTMHHe 3Ha- 
qeHHa. EIpoBe4eHi 40C^ti4)KeHHa ni4TBep4n^LM, mo «jik KepiBHMKM nmnpMeMCTB, 
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TaK m inini 3a4iKaBAem oco6m (KOHTpareHTM, MeHe4)KepM n^npMEMCTBa, nepco- 
Ha a, yp.a40Bi Ta Heyp440Bi opraHHanii, 4ep>KaBHi 4imi toluo), He Maroon wkoto 
ymAeHHJi npo couiaAbHy B^noB^aabHicTb, no-pi3HOMy iHTepnpeTyiOTb m ocaa- 
40Bi coLuaabHo'i Bi4noBi4aAbHOCTi 6i3Hecy, TaK i caMy cyTHicTb TaKo'i 4biAbH0CTi» 
[4]. He MeHui BacKAMBO, mo 3a3HaneHe y KOCKHOMy pa3i 3aBa)Kae 4ocmHeHHro B3a- 

6M0p03yMiHHa MDK pi3HHMM CTOpOHaMH COUiaAbHO-eKOHOMiHHMX Bi4HOCMH i, HK 

pe3yabTaT, BMHMKae npo6aeMa vteHTMcjmauii i oqiHKM 4biAbH0CTi 6i3Hecy 14040 'fit 
C04iaabH0i Bi4noBi4aAbHOCTi. 

OcHOBHi (JraKTopw btihiikhchh^i coiiiaabHo'i Bi4noBi4aabHOCTi 6i3Hecy, i’i 3MicT 
i bimmb Ha cycniabHo-eKOHOMiqHMM po3BHTOK 40cai4>KyBaaMCb 6araTbMa HayKOB- 
4A Mil 3 no3ML(iM cjriAococJm, couioAorii, npaBa Ta eKOHOMiKM. Harnoro 40CAi- 
4>KeHH>i HanGiabuiMM iHTepec npe4CTaBA3iroTb po6oTM 3apy6i)KHnx eKOHOMicriB 
M Opi4MeHa, X. rop40Ha OiTna, K. CiviiTa, M. BeiiKepa, M. Xonxmca, I. OpiivieH, 
A. XacHaoyi, T. Bpe4rap4a, O. Fep3eMaHHa, a TaKoac BiTHM3HAHMx 40cai4HHKiB 
A. M. KoaoTa, C. G. HiTOBneHKa, A. I. LibnyKa, O. M. FoAOBiHOBa Ta iHuinx. 

M. XomdHC, excnepT y a[)epi KopnopaTMBHoi comaabHoi Bi4noBi4aabHocri, 
4ae TaKe po3ropHyre BM3HaHeHHH 4aHoro noHimn 40CAVpKyBaHoro noHATTro 

1 . KopnopaTMBHa couiaAbHa Bi4noBi4aAbHicrb nepe46anae eTMHHe a6o Bi4no- 
Bi4a^LbHe CTaBaeHHa KOMnaHii a6o ycTaHOBH 40 3 a 4 iKaBAeHnx CTopiH. «ETiiqm a6o 
Bi4noBi4aabHi» 03 Hanae TaKe noB04)KeHH>i 14040 ochobhmx 3 a 4 iKaBAeHwx CTopiH, 
me BBa>KaeTbOI npMMHATHMM 3 ri 4 HO 3 Mi>KHap04HMMM HOpMaMM. 

2. Co4iaabHa BKAronae b ce6e ere>HOMiqHy Ta eKOAoriqHy Bi4noBi4aAbHicrb. 
3a4iKaBAem CToponn imyiOTb m b cepe4MHi (})ipMH, TaK i no 3 a Hero. 

3. y 6iabiH umpoKOMy 3HaneHHi couiaAbHa Bi4noBi4aabHicTb nepe46aHae ni4- 
BHLLteHHil CTaH4apTiB >KMTT>I m BHyTpilHHix, TaK i 30BHilIIHix OCi6 3a yMOBM 36epe- 
iKeHHJi peHTa6e^tbH0CTi Kopnopauii. 

4. KCB-npo4ec 3a6e3nenye 4ocmHeHH>i CTaaoro po3BMTKy b cycniabCTBi [21]. 
40CH4HMK BKa3aB Ha 6LibmicTb Ba*AMBMx xapaKTepwcTMK couiaAbHo Bi4no- 

Bi4aabHoi 4isiAbH0CTi nmnpueMCTBa: 3MicT, MacuiTa6H, croia40Bi, Meyy Ta cycnLib- 
He 3HaneHH>i. 

npoTe, HaBe4eHe BM3HaHeHH>i 6y4e He hobhmm 6e3 ypaxyBaHHA HacTynHMx 3a- 
yBa*;eHb M. XonKiHca: «Becb ceHC 4 boto pyxy noAarae y 3aoxoneHHi KOMnaHiii 40 
OTpuMaHHA npn6yTKy Ha ocHOBi noe4HaHHn qboro «npo4ecy» 3 Bi4noBi4aAbHoro 
noBe4iHKoro, 140 03Hanae He npocTo npM6yroK 3a 6y4b-my 4my, aAe 3BepTaroHM 
yBary Ha Te, rkiim hmhom oTpwMaHHH npM6yTOK» [21]. To 6 to, nepBMHHa MeTa ere>- 
homHhoi 4mAbH0CTi — oTpMMaHHJi npM6yTKy iHTerpyeTbCA 3 Heo6xi4Hicrro Bi4no- 
Bi4aTH eKOHOM H hm m iHTepecaMM CTeiiKxoA4epiB. no4i6Ho 40 6y4b-moi ak^mhii, 
ma, «b npMHqwni, He noBMHHa HiKOMy Bi44aBaTM 6e3onAaTHo pe3yabTaTM BAaoroi 
npaqi, 4iAMTHCb CTBopeHMM 40 X 040 M, aAe 3MymeHa noro4>KyBaTMCb Ha qe, no3a- 
m TKMBe b cycniAbCTBi i He BiAbHa Bi4 Hboro» [9, c. 8 ], cy6'eKT rocno4aproBaHHA b 

CMCTeMi C04iaAbH0-eK0H0MiHHMX Bi4HOCHH 3a4A5I 3a40B0AeHHA CBOIX eKOHOMiHHHX 

iHTepeciB (npumiun eKOHOMinnoi euzodu) bmxo4mtb Ha neBHMM piBeHb co4iaAbHoi 
Bi4noBi4aAbHOCTi. 
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HaiidiAbm aaKomnHe BM3HaneHHii 3anponoHyBaB M. EenKep, hkmm BM3Ha- 
hmb KopnopaTMBHy coqiaabHy BianoBiaaabmcTb hk Te, hkmm hhhom «KOMnaHii 
ynpaBainoTb 6i3Hec-npoqecaMM, 1406 cnpaBMTM 3araabHnn no3MTMBHnn BnanB Ha 
cycniabCTBO [20]. 4 aHe BM3HaqeHHn Bace wko BKa3ye Ha iunAeMeHmaum KCB y 
eKOHOMinny disiAbnicmb KOMntmiu, m BaacHe i npnHocnTbin ochobhmm npnGyroK. 

HaBe4eHMM KOMnaeKC 03 HaK coqiaabHoi BianoBiaaabHOCTi 6yae He noBHHM 
6e3 ypaxyBaHHii CB0604M Bw6opy 14040 npnnHJiTTH 6 i 3 HecoM Ha ce6e 3 o 6 oB'>i 3 aHb 
nepea 3 aqiKaBaeHMMM oco6aMH Ta Baame 3 MicTy TaKMx 3 o 6 oB'n 3 aHb. /[ane nMTan- 
hji, iiK He 4MBHO, aoci 3 aanmaeTbai ancKycinHMM i He tLibkh b YKpaiHi. BncaoBmo- 
lOTboi a6coaiOTHo npoTMae>KHi tohkm 3 opy. HanpMKaaa, A. LibnyK 3 anBAae, 140 
«He Moxe 6yTM BianoBiaaabHicTb ao6poBiabHa — qe a6cypa!» [ 4 ]. Ha npoTMBaiy 
iiOMy, X. BLMaMaiiopa craepa^ye, 140 «KCB (a t3ko>k Bci BM4H BianoBiaaabHOCTi) 
e 3a BM3HaneHHJiM 4o6poBMbHoio» [ 19 ]. 

II[o CTocyeTbd Baame BM3HaneHH}i noHHTTa «BianoBiaaabHicTb» aicaaeMw- 
HMM TayMaHHMM CAOBHMK yKpaiHCbKOl MOBM CBiaHMTb, 140 BianOBiaaabHiCTb MOCKe 
MaTM pi3He noxoa*;eHH3i m «noioia4eHMM Ha Koroa>» (cropoHHH imqiaTMBa) a6o 
«b3>itmm Ha ce6e» (BaacHa imqiaTMBa) o6ob'5I30k BianoBiaara 3a neBHy aLniHKy 
po6oTM, cnpaBy, 3a hmicb ai'i, bhmhkm, caoBa. CoqiaabHa BianoBiaaabHicTb BiqHO- 
cmtboi caMe ao apyroro BMqy. To6to, BOHa Mae ao6poBLibHMM xapaKTep, b inuiOMy 
BwnaaKy qe 3o6oB'n3aHmi a6o TaKMii o6ob'h30k, 140 Mae HeBiaBopoTHMfi xapaKTep, 

3IKMM BM3HaHeHMH HanpMKMa 3aKOHOaaBCTBOM . 

iHina cnpaBa, 140 hmckhio Me*:y coqiaabHoi BianoBiaa^bHocri BM3Hanae 
«HaB'5i3aHa 330BHi» BianoBiaa^ibHicTb. CaMe TaM ae BOHa 3aKiHqyeTbd, nonwHaeTb- 
C5i ao6poBiabHo B3.3Ta cy6'eKTOM BianoBiaaabHicTb, 30KpeMa coqiaabHa. 

BMaLiem eKcnepiaMM acneKTii, Ha Ham noraaa, e k/liohobmmm 4 ah iaeHTMcjii- 
Kaaii coaiaabHo BianoBiaaabHoro 6i3Hecy. To 6 to ochobhmmm 03HaKaMM cynacHoro 
4MBiai30BaHoro 6i3Hecy caia BBaxaTM aiiCKpeaiiiHe ynpaBammi 6i3Hec-npoaecaMM 
3 MeToio OTpMMaHHa npM6yTKy Ha ochobI npMH4MniB, nKi 3a6e3neHyi0Tb 3araabHMM 
no3MTMBHMM Bn^iMB Ha cycnLibCTBO. MocKHa npMnycTMTM, 140 noeaHaHHa eKOHo- 
mHhoi 4i>MbH0CTi KOMnaHii Ta npMXMabHocri cycniabHMM imepecaM He aacTb y ko- 
poTKifi nepcneKTMBi ciiHepreTiiHHoro ecjieKTy — He npimece cyTTCBoro 36LibmeHmi 
npM6yTKy. HaBnaKM, «3BepTaKKM yBaiy Ha Te, hkmm hmhom oTpMMaHMM npw6y- 
tok», KOMnaHii aoBeaeTboi nocTynMTMOi cboimm noTonmiMM iHTepecaMii. 

Ha npaKTwai po3po6Ka i BnpoBaa*;eHHn KOHqenqiii coqiaabHoi BianoBiaaab- 
HOCTi 6i3Hecy 3Mymye KOMnaHii KepyBaTHCb HaqioHaabHMMM npaBOBMMM aoKy- 
MeHTaMM i MilKHapOaHMMM HOpMaMH, BpaXOByBaTM HOBi cnocodn BeaeHHH 6i3Hecy 
Ha CBiTOBOMy pnHKy, a t3ko>k cynacHi 3 m1hm b KOMneTeHqmx KepiBHHKiB i niaxoaax 
40 ynpaBaiHHU. KpiM TaKnx 3araabHxix iHCTpyMeHTiB «m'hkoto BnaHBy» Ha Kopno- 
paTMBHy noBeaiHKy m, Hanpracraa, TpMCTopoHHa aeicaapaaH MOn, Fao6aabHMM 
aoroBip OOH, i KepiBHi npMHqnnH OECP aaa GaraTOHaqioHaabHMx nianpneMCTB, 
KopnopaTMBHy coqiaabHy BianoBiaaabHicTb npocyBaiOTb 6araTO iHiiiMX Mi>KHapoa- 
hmx i m iiKypaaoBnx opraHi3aaiM. 3HaxoaMMo TaKi BaiioiMBi 3ayBa)KeHHJi. 3oKpeMa 
KoMicia 6C 3a3Hanae, 140 «KopnopaTMBHa coaiaabHa BianoBiaaabHicTb BiaHocMTb- 
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oi 40 KOMnamw, mi 6epyn> Ha ce6e Bi4noBi4a^ibHicTb 3a ix bimmb Ha cycniabCTBo. 
^Ik CBi4HaTb 4am, KCB CTae Bee 6Libiii BaacimBMM 4AH KOHKypeHTocnpoMo>KHocTi 
ni4npMeMCTB. BoHa Mcme npMHecTM BMro4M 3 tohkm 3opy ynpaBmHHa pM3nicaMn, 
3HM)KeHH>i BMTpaT, 40CTyny 40 KaniTaxiy, B3aeM0Bi4H0CHH 3 icaieHTaMM, ynpaBaiH- 
Ha J aK)4CbKMMM pecypcaMM m iHHOBaijiMHoro noTeHqia^ty» [14]. 

Opram3ama 06'e4HaHiix Hamit 3 npoMnciOBoro po3BMTKy (IOHI40) 4ae 
6araToacneKTHe BM3HaHeHHa i BKa3ye, mo «KopnopaTMBHa comaxibHa Bi4noBi4a^Lb- 
HicTb e KOHijenLiieio ynpaBaiHHa KOMnamaMM Ha ochobI iHTerpami comamHMx Ta 
eKO^ioriqHMx npo6xieM y ix 4MOBy npaKTMicy Ta B3aeM04ii i3 3amKaB,ieHMMM cto- 
poHaMM (iimax 4ocameHHa 6a^iaHcy etcoHOMiqHMx, ei«MoriqHMx Ta comamHMx 
iMnepaTMBiB — Triple bottom line), BpaxoByronn y tom ace nac OHiicyBaHHa aimio- 
HepiB i 3a4iKaB7teHMx CTopiH» [24]. B pe3yxibTaTi b ycix Kpamax, 4e 6 KOMnamit He 
BeAii CBiii 6i3Hec, KOHijenma coiiia^ibHoi BmnoBmamHOCTi 6i3Hecy b Ti cynacHOMy 
BMm5i4i Bi4o6paxae ni4BMmeHHa cycnLibHMx bmmot 40 ix noBe4iHKM Ta BMMarae 
ny6mHHoro 3BiTyBaHHa [25]. 

BcecBima pa 4 a nmnpMeivmiB 3i maxtoro po3BMTKy (WBCSD) po3tcpMBae 3MicT 
KopnopaTMBHoi coiiia^ibHoi Bi4noBi4a^LbHocTi nepe3 3B'a30K Kopnopamii 3 3am- 
KaB^ieHMMM oco6aMM i BKa3ye Ha «KopnopaTMBHa comaabHa Bi4noBi4axibHicTb e 
He3MiHHOIO npMXM^LbHiCTIO 6i3HeCy po6MTM CBiii BHeCOK B eKOHOMiHHMM P03BMT0K, 

ni4BMmeHH>i aicorni jkmtth npaLtiBHMKiB Ta ix ciMeii, a TaKoac cnLibHora i cycniab- 
CTBa b 4M0My» [23]. KCB b mnpoKOMy po3yMiHHi, nepe46anae eTMHHy noBe4iHKy 
KOMnaHii no Bi4HomeHHio 40 cycnLibCTBa. 3 oKpeMa, qe 03 Hanae, mo KepiBHMijTBo 
nOBMHHO 4MITM 3 ypaXyBaHHaM Bi4HOCMH 3 iHmilMM 3 amKaB^teHMMM CTOpOHaMM, 

aid MaiOTb 3aKOHHMii iHTepec y 6i3Heci — He tLibkh aicmoHepiB» [15]. 

BaaowiBo Bi43HanMTM 3aramHe po3yMiHHa toto (JraKTy, mo ochobhoio MeToio 
6i3Hecy e i sarnmaeTbca oTpMMaHHa npn6yTKy. Aright po6nTbca He Mine Ha 
npiiHimnax Bn6opy MeT04iB i CTpaTerii 4imbH0CTi. 

Cri4 ni4TpMM3TM ni4xi4 40 BM3HaneHHH 40di4acyBaHoi 4ec[)iHimi, rkuvi Ha 
Bi4MiHy Bi4 6Libiii paHHix BM3HaqeHb, npaKTMHHo no36aBxteHMM KOHKpeTM3am'i 
«cycnLrbCTBa» — iioro 3aqiKaBxieHMx oci6. HeKopeKTHo 3B04MTM comamHy Bi4no- 
BmaxibHicTb 40 KOMneHcaijiMHMx BMnaaT nepcoHaxty, BHecKiB 40 (})OH4iB comaab- 
hoto CTp axyB aHHa, cnxiaTM no4aTKiB i TOMy no4i6Horo. Koxio oci6, inrepecn aicnx 
(])ipMa BionoHae 40 C(})epM CBoei comaabHiii aKTMBHocTi, y icoacHOMy Bnna4Ky bm- 
3HanaiOTboi OKpeMo. Ee3yM0BH0 (})ipMa MO*e Ha4aBaTM nepeBary neBHMM rpynaM 
3amKaByieHMx oci6, npoTe b aco4HOMy pa3i Ha mil ochobI He MoacHa po 6 mtm 3a- 
ramm bmchobkm. CaMe TOMy He MoacHa cjropMaxtbHO o6MeacnTn comaxibHo Bi4no- 
BmaxtbHy 4mxibHicTb nmnpneMCTBa — Bn6ip noB'a3aHnx oci6 Heo4H03HaqHMii, a ix 
noTpe6n nocriiiHo 3MiHioiOTbca. ^1 k CBmnMTb npoBe4eHe 40Oii4aceHHa, «coiiiaxib- 
Hy BmnoBmaxibHicTb KOMnaHii noTpi6HO cnpaMOByBaTM HacaMnepe4 Ha Ti opra- 
Hi3aqii Ta oco 6 m, Ha aid, 3ri4HO 3 po3yMHMMM omicyBaHHaMn, cyTTEBO BTMMBaiOTb 
4imbHicTb, npo4yimia Ta/a6o nocryra opraHi3am'i i aid, b cboio nepiy, MoacyTb 
BnxiMBaTM Ha 34aTHicTb opraHi3ami ycnimHO peam30ByBaTM CBoi CTpaTerii Ta 40- 
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oiraTM nocTaBTtem KOMnameio qLii. L[e yMoaoiMBMTh ni4BMmeHHa ecJreKTMBHocri 
coLiia^LbHo-eKOHOMiqHo'i noTiiTMKM KOMnaHi'i» [ 6 , c. 53]. 

IlponoHOBaHi MiacHapo4HMMM opram3amaMM BM3HaqeHHa e po3ropHyTMMM i 
b qLiOMy BpaxoByiOTb pi3Hi acneKTii 4ia7ibHOCTi coqiaTLbHO BmnoBmaabHMX KOMna- 
Hifi b pi3Hiix Kpamax CBiTy. 3oKpeMa, «47ia KMTaiicbKMx cnoacMBaniB coqiaTibHo Bi4- 
noBmaabHa KOMnama po6MTb 6e3neHHi, BMCOKoaidcHi npo4yKTn; 47151 HiMijiB BOHa 
Ha4ae 6e3nenHy po6oiy; b IliB4eHHiM AtjipMqi — po6mtb ho3mtmbhmm BHecoK y 
coqiaabHi noTpeGn, Taid m oxopoHa 34opoB r a Ta ocBiTa. I HaBiTb b GBponi qMCKycia 
npo coqiaTtbHy BiqnoBiqaTibHicTb 6i3Hecy qyace Hec>4Hopi4Ha» [16]. 

BitacHe TaKMM CTaH He cynepenMTh 3aKOHy Bi4noBi4HocTi opram3aqiMHoi m 
HaqioHaTibHoi KyTtbTypM, a caMe: «M04e7ib coqiaTibHoro ynpaBTUHHa ii rocnoqapio- 
BaHHa, npMMHiiTHa 471a 04Hiei KpaiHH (perioHy), Moxe BMaBMTMca He3a40Bi7ibHoio 
ii He4ieBOio 44a iHurnx qepe3 pi3Hwqio y BMaBi ocoGTiMBocTeii HaqioHaTibHoi KyTib- 
Typn» [12]. TaKMM hmhom, ecJreKTMBHa coqiaTibHa noTiiTMKa, aKi M04e7ib coqiaTibHoi 
Bi4noBi4a7tbHocTi, MaiOTb «HaqioHa7tbHMM» xapaKTep. 

TIpoBe 4 eHMM aHa7ti3 aMepMKaHCbKo’i, eBponeMCbKo’i i a3iaTCBKoi M04e7ieM co- 
qiaTibHoi Bi 4 noBi 4 aabHocTi 6i3Hecy 403botlmb bct3hobmtm, iqo Ha ix cjropMyBaHHa 
BnaiiHy/ui coqiaTibHa CMCTeMa, CTyniHb ynacTi 4 ep>KaBM b npoqecax coqiaTiisaqii 
6i3HecoBoi 4m7ibH0CTi, 6i3Hec-Ky7tbTypa HaqioHaTibHoi cnLibHOTM, motmbm, aid 
cnoHyKaiOTb KOMnami 40 coqiaTibHoi aKTMBHOCTi, aid nopa 4 i3 iHiHMMM 3ara7ibHM- 
mm 03HaKaMM BM3HaHaiOTb xapaKTep noBe 4 iHKM Ta MoqeTii ynpaBTiiHHa niqnpMeM- 
CTB3MM [7]. 

L[bOMy BMCHOBKy Bi 4 noBi 4 ae TBepqaceHHa T. Bpe 4 rap 4 a 14040 MiacqepacaBHO- 
ro nopiBHaHHa coqiaTibHoi BiqnoBiqaTibHocTi 6i3Hecy: «Te, mo b 04 HM Kpami BBa- 
acaeTbca 4 o 6 poBLibHoio coqiaabHoio BiqnoBiqaTibHicTio, b minin Moace BMaBMTMCb 
npaBOBMM 3o6oB'a3aHHaM» [2, c. 51]. 

npo iHuiy ocoGaMBicTb HaqioHaTibHMx MoqeTieM coqiaTibHoi BiqnoBiqaTibHicTb 
6i3Hecy, 30KpeMa aMepMKaHCbKoi, CBiqqMTb nopiBHaHHa ni4X04iB 40 coqiaTibHoi 
BiqnoBiqaTibHocTi 6i3Hecy b14ommx aMepMKaHCbKMx eKOHOMicriB. 

TaK, BKpan HeraTMBHoio e TOHKa 3opy, BMCTiOBTieHa BiqoMMM aMepMKaHCBKMM 
eKOHOMicTOM M. ®pi4MaHOM (y 1960-x pp.), rkuu CTBepqacye, mo «Ma7io aKa no- 
4ia 3Moace niqipBaTM caMi ochobm BinbHoro cycninbCTBa TaK caMO cmtibho, aK 
npMMHaTTa KepiBHMKaMM Kopnopaqin aKoi-He6y4b coqiaTibHoi BiqnoBiqaTibHocTi, 
KpiM BiqnoBiqanbHocri 3apo6nTM 44a cboix aKqioHepiB aKOMora Sinbine rpomeib 
[11, C. 158]. OaKTMHHO BHeHMM 4a7li BM3HaHMB MifflMaTlbHMM piBeHb COqiaTlbHOi Bi4- 
noBmaTibHocTi 6i3Hecy 3a yMOB Binwroi (pmhkoboi) eKOHOMiKM, a caMe: «6i3Hec Mae 
04Hy i tLtbkm 04Hy coqiaabHy BiqnoBiqaTibHicTb: BMKopncTOByBaTM cboi pecypcn 
Ta 3aiiMaTMca qiaTibmcno, aKa po3paxoBaHa Ha 36LibiiieHHa cboix npM6yndB, 40- 
TpMMyiOHMCb npn qbOMy npaBMa rpn, to6to 6epynM ynaCTb y Bi/ibHiii KOHKypeHqii 
6e3 o6MaHy Ta maxpaMCTBa» [11, c. 157]. 

Ihiiimm aMepMKaHCBKMM eKOHOMicT X. Top40H Orra (y 1976 p.) po3ma4ae Kop- 
nopaTMBHy coqiaTibHy BiqnoBiqaTibHicTb aK «cepii03Hy cnpo6y» BMpiiiiMTM coqiaTibHi 
npo67ieMM, aid 3yMOB7ieHi noBHicTio a6o nacTKOBo 4iaMM Kopnopaqili [20]. BneHMM 
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BH3Haqae coqiaubHy 4iiMbHicrb >ik «po3nuaTy» 3a HeraTiiBHi Hacii4KM 4i5MbHOCTi 
ni4npneMCTB i He 3anepeuye cjjaKT coqiaubHo'i BLmoBmaubHocTi, aue po3ma4ae i'i 
y peTpocneKTMBi, rqo neBHoio Mipoio Hara4ye K>pii4MHHy Bi4noBi4aubHicrb. B o6ox 
BMna4Kax 3acy4xyiOTbC5i 411 «npaBonopyniHMKa» Ta HeraTiiBHi 4AH Hboro oco6MCTi i 
MaiiHOBi Hacii4KM [17]. OcHOBHa Bi4MiHHicTb noAarae y Bi4cymocTi, y pa3i coqiaub- 
HOl Bi4nOBi4aHbHOCTi, KOHKpeTHMX 33KOHiB i HOpM 4epXaBHOTO peiy^IOBaHHa, 5IKi 

BH3HaHaiOTb, rqo Moxe, a mo He noBMHeH po6mtm cy6'eKT [8, c. 143]. 

Hapeuni K. Cmtt (y 1994 p.) roBopiiTb npo Te, mo «MeHe4>icepM cothI kom- 
namM, y TOMy uncii AT & T, IBM, i Levi Strauss, npimyMauM ni4xi4, mo 6e3no- 
cepe4Hbo noB'5i3ye KopnopaTHBHy 6uaro4iMHicTb 3i CTpaTerieio. . ., aid 36LibmyiOTb 
IX BM3H3HH3I OIOXMBaqaMM, ni4BMmyiOTb np04yKTMBHiCTb npaqi CniBpo6iTHMKiB, 
3HMacyiOTb BMTpaTM Ha 40di4*;eHH>i i po3po6KM, 4onoMaraiOTb 40uaTH peiy a %- 
TopHi 6ap'epM i cnpuTiiOTb CMHepri'i 6i3Hec-04MHuqb. KopoTine Kaxyun, crpa- 
TeriuHe BMKopMCTaHHa (JnnaHTponii crano 4aBaTH KOMnamiiM noTyxHy KOHKy- 
peHTHy nepeBaiy» [22, c. 105]. BaxuMBMM mo40 qboro e 3ayBaxeHH5i OpraHi3aqii 
06'e4HaHHx Haqiii 3 npoMMCuoBoro po3BMTKy (UNIDO): «BaxnMBo po3pi3H5iTM 
KopnopaTMBHy coqiaubHy BmnoBmaubHicrb, 5ik CTpaTeriuHy KOHqenqiio ynpaB- 
uiHH3i 6i3HecoM, i 6uaro4iMHicTb, enoHeopeTBo hm (JnnaHTponiio. He3BaxaiOHM Ha 
Te, mo OCTaHHi T3KOX MOXyTb 3po6MTM BarOMMM BHeCOK y 3MeHHieHH3I 6i4HOCTi, 
6e3nocepe4Hbo ni4BMmMTM penyraqiio KOMnaHi'i i 3MiqHMTM i'i 6peH4, KOHqenqia 
KCB 5IBHO BHX04HTB 3a paMKM qboro» [24], 

06'eKTMBHo Bi43HauMMo po36ixHOCTi y CTaBueHHi aMepuKaHCbKMx eKcnepriB 
40 coqiaubHoi BmnoBmaubHOCTi i b oqmqi i’i poui y 4HLibHOCTi KOMnamM b Mexax 
04Hiei KpaiHM. 3a3HaueHe ni4TBep4xye TaKe TBep4xeHH5i M. Eeuicepa, mo <<4451 
6y4b-aKoro npoqecy, 3acHOBaHoro Ha cniubHiH 4mubH0CTi KOueKTMBiB nKmeii (iik 
KOMnaHiii), He icHye « 04 hoto (JropMaiy 47151 Bcix». Y pi3HMx Kpamax, 6y4yrb pi3Hi 
npiopiiTeTM i qiHHocri, 5iKi BM3HauaTMMyTb aKTMBHicTb 6i3Hecy. I HaBiTb BMiqe bm- 
Kua4eHi cnocTepecKeHHH 3MiHioiOTbC5i 3 uacoM. Y CIUA 3pocTae KiubKicTb ui04eM, 
mo 3BepTaiOTboi 40 kthohobmx ruiTaHb 6i3Hecy» [20]. 

TaKMM hmhom 40Be4eH0, mo icHyiOTb Bi4MiHH0CTi He tLibkh Mix HaqioHaub- 
hmmm M 04eu3iMM coqiaubHoi BmnoBmaubHocTi 6i3Hecy, aue m Mix ni4X04aMM 40 
Ti peaui3aqii b Mexax 04Hiei KpaiHH. OchobhI npnuMHn TaKOi npaKTMKM MaiOTb 
iHCTMTyqiMHMH xapaKTep. 

iHCTMTyqiMHMM xapaKTep, Ha Ham nor/1314, Mae i npMHMHa btihukhchh^i t3kmx 
3MicT0BH0 6un3bKMx 4ec])iHiqiM 5 ik «coqia7ibHa BmnoBmaubHicTb 6i3Hecy» Ta «Kop- 
nopaTMBHa coqiaubHa Bi4noBi4aubHicTb». 

fpyHTOBHe 40di4>KeHH3i npoqeciB (J)opMyBaHH>i m eBOTiioqii (JreHOMeHy Kop- 
nopaTMBHoi coqiaubHoi BiqnoBiqaubHocTi npeqcTaBueHe A. M. Kouotom. BueHMM 
nocMuaeTboi Ha KOHqenqiio coqiaubHoi BiqnoBmaubHocTi 6i3Hecy uiime 5ik Ha 6a30- 
By 4451 xapaKTepncTMKM coqiaubHoi aKTMBHOCTi 6i3Hecy, 5iKa Bi4H0CMTbC5i 40 1950-x 
pp., i noB'5i3ye ii po3bhtok 3 BMHHKHeHHSM KOHqenqiii KopnopaTMBHoi coqiaubHoi 
Bi4noBi4aubHocTi (1950-1970-Ti pp.), KopnopaTMBHoi coqiaubHOi cnpMMHJiTUMBoc- 
Ti (1970-1990-Ti pp.), KopnopaTMBHoi coqiaubHoi 4i5MbH0CTi (1980-2000-Hi poKM) 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



197 



Section 3. Corporate Social Responsibility in the System of Strategic Management 

Ta pnqy imiiMx AOKaAbmix, cyMicKHnx i takhx, mo posrAaqaiOTb npoGneMaraKy 
coqianbHo'i BiqnoBiqanbHocri b KomeKCTi iHiroix cnopi4HeHHx TeopeTMUHiix koh- 
CTpyKLfiM (KOHqenqii 3aqiKaBneHHx CTopiH, KopnopaTMBHoro rpoMaqnHCTBa, Kop- 
nopaTHBHo'i CTinKocri Ta qemnx imiiiix, HanpiiKiHqi 1990-x — Ha nouaTKy 2000-x 
poKiB) [5, c. 8]. Orace, nepeBaacHa GLibinicrb KOHqenqin e KopnoparaBHriMH a6o 
TaKMMH, iqo Bi4HooiTboi 40 Kopnopaqin. Biq3HaqMM0, mo Bci nepepaxoBaHi koh- 
qenqi'i bmhhboim, (JropMyBa^MCb, qooriqcKyBanMCb, ysaranbHiOBanMCb i 3HaHHMii Bi- 
4o6pa>KeHHH y HayKOBwx nyGniKaqinx i HopMaTiiBHMx 40KyMeHTax 3axiqHirx KpaiH, 
4e TepMiH «Kopnopaqin» Mae cnequcjunHe 3MicT0BHe HanoBHeHHn. 

Hanpracaaq, aMepMKaHCBKMM eKOHOMicT M. XomdHC BKa3ye, mo «Kopnopa- 
tmbhmm 03Hanae 6y4b-nKy rpyny moqeii, mi npaqioiOTb pa30M b KOMnaHii a6o 
opraHi3aqii, 6y4b to 3 mctoio oTpiiMaHHn npn6yTKy a6o HeKOMepqiwHoi qisLib- 
HOCTi... iHTepnpeTyeTboi TaKMM hmhom, mo «KopnopaTMBHa» BKa3ye Ha Gyqb-me 
«Kono» oci6 i, 0T>Ke, MO*e BicaiouaTM b ce6e HYO, qepxaBHi ycraHOBM Ta niqnpir- 
eMCTBa coqianbHo'i crjrepn (HanuacTime Bi40Mi m TpeTiii ceKTop)» [21]. 

IlpoTe, KeM6pM4>KCbKiiM mobhmk qinoBoi aHMificbKoi mobm (Cambridge 
Business English Dictionary) BKa3ye, mo «KopnopaTMBHMM BiqHocnTbcn 40 4LioBoi 
aKTMBHocTi, ocoGumbo y BenuKOMy 6i3Heci» i 4am niqKpecnoe: BMKopMCTOByeTbcn 
443 1 no3HaueHHn BeauKMx KOMnamii, mi MaiOTb BenHKMii bmmb b eKOHOMiqi CIIIA, 
BeuMKoGpuTaHii, HiMenm/iHM i T.4.. OKC^opqcbKHii cuobhmk (Oxford Dictionaries) 3a- 
3Hauae: KopnopaTMBHMH BHKopMCTOByeTbcn «Bi4H0CH0 BenMKo'i KOMnaHii a6o rpynn. 

YKpaiHCbKMn 40cni4HMK (JreHOMeHy coqianbHo'i BiqnoBiqanbHOcri M. B. Tpe- 
TnK BncnoBHB 4yMKy npo Te, mo «ni4 «coqiayibHoio BiqnoBiqanbHicTio 6i3Hecy» 
6Lrbin noriuHo po3yMira KOHqenqiio B3aeM04ii npe4CTaBHMKiB 6i3Hecy, cycnLib- 
CTBa i qepxaBM b qinoMy, a «KopnopaTHBHy coqianbHy Bi4noBiqanbHicTb» TpaK- 
TyBaTM nK onepaqiiiHy cicaaqoBy qiei 3araabHo'i B3aeM04ii b 3acTocyBaHHi 40 Kop- 
nopaqiii, to6to oKpeMwx 04MHnqb cyxynHocri 6i3Hecy» [10, c. 2]. Taxa no3nqin 
Bi4pi3H>ieTboi Bi4 iHumx, ane BOHa e aGconiOTHO noriuHoio b yKpamcbKMx peaninx. 

ExcKypc yKpaiHCbKMMn TnyMauHiiMir n eKOHOMiuHHMH cnoBHiiKaMH i eHqii- 
KnoneqraMH sacBiqmiB BiqMiHHe TayManeHHa b YKpami cnoBa «KopnopaTMBHnn», qe 
BOHO p03M3I4ai0Tb m «By3bKOTpynOBHH, BiqOKpeMneHMM, nOB'n3aHMM 3 iMeHHMKOM 
«Kopnopaqia». II[o yn. 40 ocTaHHboro, to eKOHOMiuHa eHqMKaoneqia niqKa3ye, mo 
«Kopnopaqia (naT. corporatio — oS'eqHaHHa, cniBTOBapncTBo) — KoneKTiiBHa (J>op- 
Ma KaniTanicTnnHHx niqnpneMCTB, ma m ropnqnuHa ocoGa icHye y c[>opMi axqio- 
Hepmix TOBapncTB BiqKpnToro i 3aKpnToro TnniB. Ha nonaTKy XX ct. Kopnopaqii 
y CIIIA nepeTBoprinHcn nepeBaacHo Ha opram3aqiMHy cJropMy BennKMx KaniTanic- 
thuhhx niqnpneMCTB. Y HacTynHnn nepioq CTaTycy Kopnopaqii HaSynn cepeqm vi 
HaBiTb nacTMHa 4pi6Hnx niqnpneMCTB, mo 6yno 3yM0BneH0 npaKTHKOio onoqaTKy- 
BaHHn, HaMaraHHaM qnx niqnpneMCTB yxnnnTnca Biq cnnaTM naCTMHM noqaTKiB» 
(EKOHOMiuHa eHqnioioneqia: y 3 t., 2001). OqHax, npn BMKopncTaHHi TepMmy «Kop- 
nopaTMBHa coqianbHa BiqnoBiqanbHicTbw b YKpaiHi qoqinbHO BpaxyBaTH HopMn Bi- 
TUH3HaHoro 3aKOHoqaBCTBa, 30KpeMa FocnoqapcbKoro KoqeKcy yKpaiHn, qe BKa33Ho: 
«Kopnopaqieio BM3HaeTbca qoroBipHe oG'eqHaHHa, CTBopeHe Ha ochobI noeqHaHHa 
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BMpo6ffl/raMx, HayKOBMx i KOMepqiMHiix iHTepeciB nUnpueMCTB, mo o6'e4Haaiioi, 
3 AeaeiyBaHBiaM hmmm OKpeMMx noBHOBaiiceHb qeHTpaaboBaHoro peiyaiOBaHHa a,i- 
aabHOCTi KoacHoro 3 ynacHHKiB opraHaM ynpaBaiHHH Kopnopami» (ct. 120 n. 3). 

npoBe4eHMM Mop(})oaoriqHHM i aiHTBicraqHMM aHaab ni4TBep4MB, mo Bi4MiH- 
HicTh Mi)K TepMmaMM «KopnopaTMBHa coqiaabHa Bi4noBi4aabHicTb» i «coqiaabHa 
Bi4noBi4aabHicTb 6i3Hecy» noB'>i3aHa 3 icHyiOHMMM Tpa4MimiMM nmnpMeMHMqb- 
Koi 4iiiabH0CTi y 3axi4HMx Kpamax i b YKpaiHi. 3a3HaqeHe 4ae ni4CTaBM CTBep4)Ky- 
BaTM, mO 4aHi TepMiHM e TOTOIKHMMM nOHHTTHMM, i Bi4HOCMTM XapaKTepMCTMKM 

KopnopaTMBHoi coqiaabHoi Bi4noBi4aabHOCTi 40 coqiaabHoi Bi4noBi4aabHOCTi 
6i3Hecy. 04HaK, npn BMKopMCTaHHi TepMmy «KopnopaTMBHa coqiaabHa Bi4noBi- 
4aabHicTb» b YKpaiHi 4cmiabHo BpaxyBaTM HopMM BiTqM3H>moro 3aK0H04aBCTBa, 
30KpeMa rocno4apcbKoro K04eKcy YKpaiHM, 4e BKa33Ho: «Kopnopaqieio BM3HaeTb- 
01 4oroBipHe o6'e4HaHH>i, CTBopetie Ha ochobI noe4HaHHa bmpo 6 hmmmx, HayKOBMx 
i KOMepijiHHMx iHTepeciB nmnpMeMCTB, mo o6'e4Haanoi, 3 4eaeiyBaHHaM hmmm 
OK peMMx noBHOBaiKeHb ijeHTpaai30BaHoro peiyaiOBaHHa 4isiabH0CTi kockhoto 3 
ynaCHUKiB opraHaM ynpaBaiHHa Kopnopaqib (ct. 120 n. 3). OrcKe, cai4 yHMKaTM 
nooiaaHHJi Ha Kopnopaqii 44a 3araabHoi xapaKTepncTMKM 4isiabHOCTi cy6'eKTiB 
rocno4apiOBaHH3[ b YKpami. 

ripoBe4eHe 40cai4>KeHHa 403Boa5ie CTBep4>KyBaTM, mo: 

1) OCHOBHMMM 03H3KaMM CyHaCHOTO qMBiabOBaHOrO 6i3HeCy cai4 BBaiKaTM 
4MCKpeL(iMHe ynpaBaiHHa 6i3Hec-npoqecaMM 3 MeToio OTpiiMaHHa npw6yTKy Ha 
ocHOBi npMHqMniB, mi 3a6e3neHyiOTb ho3mtmbhmm BnaMB Ha cycniabCTBo; 

2) 3MicTOBHe HanoBHeHHn coqiaabHo Bi4noBi4aabHoi 4iaabH0CTi Mo*e Koan- 
BaTMCb 40Boai iimpoKo b paMKax neBHoro Twny cycniabCTBa i 4epiKaBM. Tlpu qbo- 
My hh>kh3i Me>Ka coqiaabHoi Bi4noBi4aabHocTi BM3HanaeTboi o6ob'h3kobmmm, He- 
Bi4BOpOTHMMM 3o6oB'iI3aHHJIMM, Hid BCT3HOBaeHi HaqiOHaabHMM 3aK0H043BCTB0M; 

3) BCTaHOBaeHHM 3B r 5i30K Mi>K noHHTTHMH KopnopaTHBHa coqiaabHa BmnoBi- 
4aabHicTb i coqiaabHa Bi4noBi4aabHicTb 6i3Hecy 4ae ni4CTaBMTM BMKopMCTOByBaTM 
40 CBi 4 3axi4HHx KpaiH npn (JiopMyBaHHi qiiBiai30BaHMX coqiaabHO-eKOHOMiqHMX 
Bi4H0CMH i BiipinieHHi npo6aeM meHTMcjiiKaim m oiuhkm 4isiabH0CTi 6i3Hecy mo 40 
Ti coqiaabHoi Bi4noBi4aabHOCTi b YKpami 3 ypaxyBaHHUM BM3HaHeHMX HaqioHaab- 
HMX iHCTMTyqiMHMX Ta 3aK0H04aBHMX OCo6aMBOCTeM. 
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3.2. IMPLEMENTATION OF PRINCIPLES 
CORPORATE SOCIAL RESPONSIBILITY 
ON ENTERPRISES OF 
AGRO-INDUSTRIAL COMPLEX 

BIIPOBAAXEHHfl nPHHIJHniB KOPIIOPATMBHOi 
COU,IA/lbHOi BI4nOBI4A/lbHOCTI 
HA nmnPHCMCTBAX AnK YKPAIHM 

Buriak R. I. 

Eypnx P. I. 



UDC 005.742-057.162:005.25:631.11 
JEL M3, M31 

Abstract 

Theoretical and methodological principles of corporate social responsibility 
are substantiated. The requirements of international standard ISO 26000:2010 
«Guidance on social responsibility» were analyzed. The competitive position of 
JSC «MHP» in the market of poultry and meat products are determined. The basic 
directions of activity, the state of marketing and brand portfolio JSC «MHP». The 
internal and external stakeholders of JSC «MHP» was identified, the main aspects 
of the social responsibility of international standard ISO 26000:2010 «Guidance 
on Social Responsibility)) was indicate. The detailed analysis of compliance with 
all components of corporate social responsibility in Public Company «MHP» was 
carried out. Established that JSC «MHP» is a socially responsible company that is 
one of the first in Ukraine AIC strictly adheres to the principles of corporate social 
responsibility in their daily activities. The state of implementation of corporate 
social responsibility in Ukraine agricultural enterprises was analyse. 

Keywords: corporate social responsibility, sustainable development, the 
international standard ISO 26000:2010 «Guidance on social responsibility)), agro- 
industrial complex enterprises, JSC «MHP», stakeholders, key aspects of social 
responsibility, The Global Reporting Initiative (GRI). 

Ammayb i 

OhrpyHTOBaHo TeopeTUKo-MeTOAuum 3aca4u KopnoparaBHoi coiuaub- 
Ho'i BiAnoBiAaubHocri. IlpoaHaui30BaHo bmmo™ MUKHapoAHoro CTaHAapTy ISO 
26000:2010 «HacTaHOBM inpAO coiuaubHo'i Bi 4 noBi 4 aubHocri» (Guidance on social 
responsibility). Bn3HaueHo KOHKypeHTHi no3Mqii I1AT «MupoHiBCbKMM xuiho- 
npoAyKT» Ha piiHKy M'aca nTHiji Ta M'aconpoAyKTiB. TlpoaHaui30BaHO ochobhI 
HanpiiMM AumbHocri, ct3h MapKeraHroBoi AiJiubHocTi Ta nopujieub 6peHAiB I1AT 
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«MXn». I,4eHTM([)iK0BaH0 ochobhI BHyrpiiiiHi Ta 30 BHiuiHi 3 aqiKaBueHi cropoHM 
TTAT «MnpoHiBa>KMM x7ii6onpo4yKT», BM 3 HaueHo HaMBaxuMBiini acneKTM coqiazib- 
Hoi Bi4noBi4a^BHocTi KOMnaHii 3ri4Ho Mi)KHapo4Horo CTaH4apTy ISO 26000:2010 
«HacTaHOBM 14040 coqiaubHoi Bi4noBi4aubHocTi». 34 iiicHeHo 4eTaubHMM aHaub 
40TpMMaHR3 ycix cicaa40BMx KopnopaTMBHo'i coqiaubHoi Bi4noBi4a^tbHocTi y ITAT 
«MHpoHiBCbKMM xui6onpo4yKT». BcTaHOB^ieHo, mo FIAT «MXII» e coqiazibHo 
Bi4noBi4a^LbHoio KOMnaHieio, jma 04Hieio 3 nepuiMx y AIIK YKpa'iHM HeyxMUbHo 
40 TpnMyeTbC 3 i npHHijMniB KopnopaTMBHo'i coqiazibHo'i Bi4noBi4aubHOCTi y CBoiM 
nOBC 3 IK 4 eHHiM 4LSMbHOCTi. IIpOaHa,li 30 BaHO CT 3 H BnpOBa4)KeHH>I npMHIJMniB KOp- 
nopaTHBHo’i coqiazibHo'i Bi4noBi4aubHocri Ha nqmpMeMCTBax AIIK YKpa’iHM. 

KAWHoei CAoea : KopnopaTMBHa coqiaubHa BmnoBqtaubHicTb, CTauMit po3bmtok, 
Mi>KHapo4HMM CTaH4apT ISO 26000:2010 «HacTaHOBM 14040 coqiazibHo'i BqtnoBi- 
4aubHocri» (Guidance on social responsibility), ni4npMeMCTBa AIIK YKpa'iHM, IIAT 
«MMpoHiBCbKMM xui6onpo4yKT», 3aqiKaBuem CTopoHM, ochobhI acneKTM coqiaub- 
Hoi Bi4noBi4aubHOCTi, RrohaubHa iHi4iaTMBa 3BiTHOCTi (GRI). 

C boro4Hi nMTaHHio KopnopaTMBHo'i coqiazibHo'i BmnoBqtaubHocTi (corpo- 
rate social responsibility, CSR) npM 4 LuieTbai Bee GLibine yBarn. IIocTiMHo 
o6roBopK)K)Tboi npo6ueMM coqiaubHo-Bi4noBi4aubHoi noBe4iHKM 6i3Hecy, 
MOTO poui B C 04 iaUbH 0 -eK 0 H 0 MiUH 0 My p03BMTKy Kpa'iHM, MOCKAMBOCTi B3aeM04i’i i3 
Mic4eBoio rpoMa 40 io, KOMnaHii roTyiOTb coqiaubHi 3b1tm, 3aMMaiOTboi coqiaubHMM 
iHBecTyBaHHiiM. Po3po6ueHi npnHqnnn i BHyTpiuiHi CT3H4apTM coqiazibHO- 
Bi4noBi4aubHo'i noBe4iHKM nocTynoBo iHKopnopyiOTboi y 6i3Hec-crpaTeri'i 
eBponeiicbKMx Ta npoBi4HMx yKpa'iHCbKMx KOMnamM [3]. 

Ilpo6ueMi CTaH4apTM3a4i'i y ccjrepi coqiaubHoi Bi4noBi4aubHocTi Ta cniBBvmo- 
uieHHio CTaH4apTiB Ha cmctcmm MeHe4*iMeHTy i3 peaubaqieio KOHqenqii CTauoro 

p03BMTKy npMCBflUeHO HayKOBi npaqi HM3KM npOBi4HMX BiTUM3H>IHMX Ta iH03eMHMX 
BueHMX [1, 2, 8]. Cui4 3a3HauMTM, 140 cyuaCHa KOHqenqbi ynpaBuiHtni opraHbaqi- 
eio ma 6a3yeTboi Ha Moqeui «CTauoro po3BMTKy», BiqodpaxeHa y Mi>KHapo4HMx 
CTaHqapTax ISO 9004:2009 «YnpaBuiHHJi 3a4AH qoorraeHHJi crauoro ycnixy opram- 
3aqi'i. Iliqxiq Ha ochobI ynpaBuiHHa micno» (Managing for the sustained success of 
an organization — A quality management approach) [7] Ta ISO 26000:2010 «Hacra- 
hobm 14040 coqiaubHo'i Bi 4 noBi 4 aubHocri» (Guidance on social responsibility) [4]. 

Y 2010 poqi MiacHapo4HOio opram3aqieio 3i CTaH4apTM3aqii (ISO) Ha ochobI 
CTaH4apTy 14040 coqiaztbHoi Bi4noBi4aubHocTi SA 8000 (Social Accountability 8000) 
6yzio po3po6ueHo Ta npMMtuiTo Mi)KHapo4HMM cratqtapT ISO 26000 [6]. 

He3BaxaiouM Ha Te, mo nouoxeHHa Mi>KHapo4Horo craH4apTy ISO 
26000:2010 «HacTaHOBM mo40 coqiazibHo'i Bi4noBi4aubHocri» (Guidance on social 
responsibility) [4] mupoKO 3acTocoByiOTboi b 4hiubH0CTi npoBi4HMx cbItobmx kom- 
namR, yKpa'iHCbKi nqqipMeMCTBa znime nouMHaiOTb BnpoBa4)KyBaTM npMHqunM 
03HaueHoro CTaH4apTy. BapTo 3a3HauMTM, mo cepe4 BiTUM3HaHMx nmnpueMCTB 
AIIK HaM6Libmy yBaiy nMTaHHJiM KopnopaTMBHo'i coqiaubHoi BmnoBmaubHocri 
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ripn/uAsie FIAT «MMpomBCbKMM xai 6 onpo 4 yKT», akmm b cboim qhiabHocTi y no- 
BHiM Mipi 3acTocoBye ocHOBonoaoacHi npnHqnnn Mi>KHapc> 4 Horo craHqapTy ISO 
26000:2010 Ta cmctcm aTMHHo onpMaioqHioe 3BiTHicTb nepe 4 30BHiuiHiMM 3aqiKaB- 
ae hmmm CTopoHaMM Bi 4 noBi 4 HO 40 BMMor «rao 6 aabHo'i imqiaTMBM 3BiTHOCTi» (The 
Global Reporting Initiative — GRI). 

OTace, npoaHaai 3 yeMo qisMbmcTb o4Horo 3 HaMGLibmMx yKpaiHCbKMx arpo- 
xoaqMHriB, ^liqepa pnHKy M'nca nTMqi — I1AT «MMpomBCbKMM x^ii6onpo4yKT». 
Fpyna niqnpMeMCTB I1AT «MHpomBCbKMM xai6onpo4yKT» e npoBi4HMM BMpo6- 
hmkom M'nca nTMqi b GBponi, 04HMM i 3 HahcnabHimnx npoqyKTOBMX 6peH4iB 
Ta 04HHM 3 HaiidiAbumx BMpohHMKiB 3 epHa b YKpaiHi 3 i 3 HanHMM noTeHqiaaoM 
3 pocTaHtL 3 . Ha cboro4Hi 3 etvieabHMM 6aHK KOMnaHi'i cicaaqae 6 an 3 bKO 360 tmc. ra 
3 eMeab: 320 tmc. ra b YKpaiHM Ta 40 tmc. ra b Poci'i. 3 ri 4 Ho i 3 CTpaTerieio po 3 BMTKy, 
MXn naaHye nocTynoBo 36Ln>myBaTM CBih 3eMeabHMM 6aHK b YKpaiHi 40 450 tmc. 
ra 3 eMai HaMGnMXHMM qacoM. 

3a pe 3 yabTaTaMM 2014 poxy niqnpMeMCTBaMM nAT «MMpoHiBCbKMM xai 6 o- 
npo 4 yKT» BMpohaeHo 546500 tohh Kyp^TMHM. Y 2014 p. oGoitm npoqaiKy Kypn- 
moto M'nca CKActAu 525 460 tohh, iqo Ha 18% BMiqe noKa3HMKiB 2013 p. Y 2014 
p. ohdTM excnopTy npoqyKqi'i 3pooiM Ha 15%, nopiBHUHo 3 nonepe 4 HiM pokom, 
i CKaaan 140920 tohh. nAT «MXn» npoqoBiKye BTiaiOBaTM CTpaTeriio qMBepcn- 
(JiiKaqii pMHKiB 3&yTy i qocaiqiKyBaTM hobI pmhkm 4 asi BeqeHHn 6i3Hecy b Kpamax 
A311, BaM3bKoro Cxo 4 y Ta AtJipMKM, HapoiqyiOHM ohcura eKcnopiy M'nca nTMqi y 
qi perioHM. 3 HepBHn 2014 p. 40 Kmqn poxy KOMnaHin eKcnopTyBaaa m'uco nTMqi 
3 HyabOBMM iMnopTHMM mmtom, 3 aB 4 HKM qoMy o 6 oir eKcnopiy MXn 40 KpaiH GC 
cicaaB hiabuie 16500 tohh KypuTMHM, iqo CTaHOBMTb 12% Bi 4 3araabHoro ohoiiy exc- 
nopyy npo 4 yKqi'i ni 4 npMeMCTBa [5]. 

KoMnamn po3po6Maa ii BnpoBaqiKye y cboim qisiabHOCTi 40 BrocTpoKOBy iH- 
BeCTMqiMHy noniTMKy, iqo cnpuMOBaHa Ha noCTiMHe 36LibiiieHHH bmpoGhmhmx no- 
TyiKHocTeM i napaaeabHMM po3bmtok cmctcmm npoqaiKy. 

HapiiKHMM KaMeHeM ycnixy MXn e BepTMKanbHo iHTerpoBaHa 6i3Hec-M04eab. 
nAT «MMpoHiBCbKMM xai6onpo4yKT» Bi4noBi4ae 3a Bci CTa4i'i npoqecy bmpo6hm- 
qTBa KypuTMHM: Bi 4 BMpohHMqTBa iHKyhaqiMHoro HMqn 40 po3noBCi04>KeHHH m 
npoqaiKy totoboI npo4yKqi'i, Bi 4 BMpoiqyBaHHH BaaCHMX 3epHOBMX 40 BMpo6HM- 
qTBa Heo6xi4HMx qan roqiBai nTMqi KOMhiKopMiB. IJq 3a6e3nenye noBHMM Konrp- 
oab 3 a micno Ta co6iBapTicTio — Biq noAsi 40 CToay. YmKaabHa 6i3Hec-Moqeab 
Ta iHTeHCMBHi KaniTaaoBKaaqeHHa y po3bmtok i hyqiBHMqTBo hobmx bmpo6hmhmx 
06'eKTiB 3 bmcokmm piBHeM e(|)eKTMBH0CTi — qe roaoBHa nepeBara KOMnami no- 
piBHUHO 3 K0HKypeHT3MM. 

Ha 43 hmm nac 40 cicaaqy rpynM niqnpMCMCTB nAT «MMpoHiBCbKMM xai 6 o- 
npo 4 yKT» BxoqMTb hiabine 30 caMocriMHMx bmpo6hmhmx niqposqLliB, iqo npoBa- 
4 HTb qisnibHicTb y pi3HMX HanpuMax (Ta 6 a. 1). 
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TtrfjjMVfl 1 

HanpHMM ^bi/ibHOCxi FIAT «M[ipomucbKiiM x4i6onpc>4yKT» 



HanpxM disubHocmi 


IlidnpueMcmea ma ix cnepiaAiiaipz 


POCAMHHMIJTBO 


IIpAT «3epHonpo4yKT MXn» (2004 p.): BMpomyBaHHa 3epHOBMx, OAm- 
hmx i TexHi^HHx KyAbTyp; HBO «Ypo>KaM» (2006 p.): BMpomyBaHHa 3ep- 
hobmx, OAiMHMx Ta TexmHHMx KyAbTvp. IIpAT «Arpo(j)opT» (2006 p.): 
BMpOmyBaHHH 3epHOBMX i TeXHiHHMX KyAbTyp, M'^CHe Ta MOAOHHe TBa- 
pMHHMUTBO (p03Be4eHHiI IIAeMiHHMX 6 mk1b i KOpiB); TOB «YpO)KaMHa 
Kpama» (2010 p.): BMpomyBaHHH 3epHOBnx i TexmHHMx KyAKiyp; OLim 
«IIepcneKTMB» IIpAT «3epHonpo4yKT MXII» (2006 p.): BMpomyBaHHA 
3epHOBMX KyAKiyp. 


Bmpo6hmijtbo 

KOMSiKOpMiB 


RAT «MMpOHiBCbKMM 3aB04 3 BMpoSHMIJTBa Kpyn i KOM 6 iKOpMiB» (1998 
p.): 2 KOMSixopMOBi 3aB04M, OAienpecoBMM 3aB04 3 nepepoSKM HaciHHA 
coH^niHMKy, e^eBaTop 3epHOBMx KyAbTyp, 2 eAeBaTopM oamhmx KyAbTyp, 
3 epH 0 CX 0 Bmiie 4 aa KyKypy 43 n; TOB «TaBpiiicbKMM KOMSiKopMOBMM 3 a- 
B 04 » (2004 p.): bmpoShmijtbo KOMSiKopMiB 4 Aii KypnaT-SpoMAepiB i cbm- 
Heii; TOB «KaTepMHoniAbCKMM eAeBaTop» (2006 p.): 36epiraHroi 3epHOBnx 
i 3epHo6o6oBnx KyAKiyp, a t3ko)k bmpoShmijtbo KopMiB 4 aa nTaxiBHM- 
hmx ni 4 npMGMCTB xoA 4 MHry; TOB «BiHHMijbKa nTaxo^)a 6 pnKa» 
«BHyrpiniHborocno4apcbKMM KOMnAeKC 3 BMpoSHMUTBa KopMiB»: BMpoS- 
hmutbo KOM 6 iKopMiB 4 ah KypnaT-SpoiiAepiB; eAeBaTopn: Hobomobckob- 
CbKa (j)iAiH IIpAT «OpiAb-Ai 4 ep», l 6 iTaMropo 4 CbKMM eAeBarop, 4o6po- 
niAbCbKMM KXII, AH 4 pmuiiBCbKMM eAeBarop TOB «Ypo)KaMHa Kpa’ma», 
(j)iAi'i IIpAT «3epHonpo4yKT MXII» (.^MniAbCbKMM eAeBaTop, eAeBaTopm 
KOMiraeKCM b c. CoKOAiBKa Ta c. IIInMKiB), a TaKoac BeH 4 MHaHCbKMM eAeBa- 
Top (4>iAiA CTOB «ArpoKpA)K»). 


BiipomyBaHHJi 
SaTbKiBCbKoro 
noroAiB'a KypnaT- 
SpoMAepiB 


CTOB "CrapMHCbKa nTaxotjiaSpMKa" (2002 p.): BMpomyBaHHH SaTbKiB- 
CbKoro noroAiB'n KypqaT-SpoMAepiB 4 ah OTpMMaHHH iHKy 6 au;iMHMx neijb; 
411 "IlTaxo^aSpMKa «IIepeMora HoBa» (1999 p.): iHKySaTopHMM ijex, bm- 
pomyBaHHA KypnaT-SpoMAepiB, 3a6iM Ta nepepoSKM iitmiu. 


BmpoShmhtbo 
M' iica KypqaT- 
SpoMAepiB 


npAT «MMpoHiBCbKa nTaxorj)a6pMKa» (2007 p.); FtpAT "Opiab-Ai- 
4ep"(2001 p.); IIpAT «4py*6a Hapo 4 iB HoBa» (2001 p.); TOB «BiHHmrbKa 
nTaxoc[)a6pMKa» (2012 p.). 


Bmpo6hmhtbo Ta 
nepepoSxa M'aca 


CTOB «4py^c6a Hapo 4 iB»> (2003 p.): BMpomyBaHHH BPX Ta CBMHeM, 

BMpoSHMUTBO HAOBMHMHM, CBMHMHM Ta MOAOKa; M'HCOKOMSiHaT CTOB 

«4py^6a Hapo 4 iB» — OiAin CTOB «4py>K6a Hapo 4 iB» (2006 p.): 
bmpo6hmd;tbo m'hchmx npo4yKTiB Ta MOAOKa; IIpAT «YKpai'HCbKMM 
6eKOH» (2008 p.): nepepoSKa M'nca nTMui, cbmhmhm Ta 

HAOBMHMHM. 


BmpoQhmutbo 

m'achmx 

HaniB^)a6pMKaTiB 


MnpoHiBCbKMM M'nconepepoSHMM 3aB04 «ylerKO» (2006 p.): bmpoShm- 
Utbo roTOBMx 3aMopo>KeHMx m'hchmx npo 4 yKTiB ni 4 TM «vlerKO» Ta TM 
«CMTHi». 


iHma 

cLibCbKorocno4apcbKa 

4mAbHicTb 


TOB «IlTaxo(J)a6pMKa «CHATMHCbKa HoBa» (2006 p.): BMpomyBaHHa ry- 
cen, BMpoSHMUTBO iyaraoro M'^ca Ta 4 eAiKaTecHOi iycanoi neniHKM; 
IIpAT «KpMMCbKa (^pyKTOBa KOMnaHm» (2006 p.): bmpoShmutbo ^pyR" 
TiB (aSAyKa, rpyrni, cyHMui, nepcMKM, BMHorpa4, CMopo4MHa, gimbm m bm- 
niHi). 
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HanpuM dixAbHocmi 


nidnpueMcmea ma ix cneyiaxiiayin 


CepBicHi rocno^apcTBa 


TOB «HepKacbKMM 3 aB 04 3 aAi 3 o 6 eTOHHnx Bnpo 6 iB» (2006 p.): bm- 

Po 6 hmu;tbo 36ipHnx 3aAi3o6eTOHHMx KOHCTpyKijm ciAbCbKorocno4ap- 
CbKoro npM3HaneHHa 


4 mctpm 6 'ioi];ui 


FLAT "MnpoHiBCbKMM xai 6 onpo 4 yKT" 


Po34pi6Ha TOpriBTLH 


OpaHnaM3MHroBi TopriBeAbHi to^km KOMnami 



Axepexo: ctfiopMoecmo aemopoM 3a damiMU T1AT «MupomecbKuu XAi6onpodyian» [5] 



KepyiOTiicb npMHijMnoM „5iKmo nparaem 3po6nTM mocb 4o6pe — 3po6w ije 
caM", MXn KOHTpoaioe iiobhmm bmpoGhm^mm u,iika 0TpMMaHH>i TOBapHoro M'aca 
KypKH. 




Pmc. 1. Topzoei Mapxu FIAT «Mupom6CbKuu XAi6onpodyKm» 



Axepexo: no6ydoeaHO asmopoM 3a danuMu FIAT «MupomenKuu xxi6onpodyKm» [5] 
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AcopTMMeHTM npo4yKim KOMnami BKAKmae, KpiM KypnaT-GponAepiB, 6 mb- 
rne 30 HaiiMeHyBaHb HaniBiJiaGpMKaTiB i cy6npo4yKTiB 3 M'nca nTMim 

Ha cboro4Hi KOMnaiM Bnnycicae cboio npo4yKmio ni4 TaKMMM ToproBM- 
mm MapKaMM: TM «4py>K6a Hapo4iB» (KOB6acHi BnpoGM Ta M'ncm 4eAiKaTecn), 
TM «Hama Pn6a» (oxoA04nceHa KypnTMHa), TM «Oya Fpa» (4eAiicaTecHa iycra 
nemHtca), TM «CepTM(J)iKOBaHriM AHiyc» (4eAiKaTecHa nAOBMHMHa), TM «/lerKO» 
(HaTypa^ibHi M'ncm HaniB<|>a6pnKaTM), TM «BamMHCbKMM» (ToproBeAbHa Mapica 3 
urapoKiiM acopTHMeHTOM m'achmx npc>4yKTiB), TM «Qualiko» (ToproBeAbHa Map- 
Ka ni4 akoio 3aMopo)KeHa npo4yimin 3 M'nca nTMiji eKcnopTyeTbcn Ha Mi)KHapo4Hi 

pHHKM) (pMC. 1). 

npoaHa^ti3yeMO ochobhI ToproBi MapKM, mo HaAencaTb nAT «MnpomBCbKMn 
xai6onpo4yKT». 

TM «4pyJK6a Hapo 4 iB» BKAKwae noHa 4 90 HaiiMeHyBaHb KOB6acHiix Bnpo- 
6iB i m'achmx 4eiUKaTeciB. M'ncm BMpoGn peaAbyiOTb nepe3 Mepe>Ky Mara3MHiB, 
cynepMapKeiiB. Ben npo 4 yimin TM «4py*6a Hapo 4 iB» Mae BAacHy cnpoBMHHy 
6a3y: qoTMpn CBMHorJrepMM, 4Bi (JrepMM 3 Bi 4 T 04 iBAi BeAMKo'i poraToi xy4o6n. 

TM "Hama PnGa" — mnpoKO Bi40MMii 6peH4 oxoA04:*eHoi KypnTMHn. 
KoMnaHin-BMpoGHMK npo4yKim ni4 ToproBoio MapKOio «Hama Pn6a» — nAT 
«MMpoHiBCbKMM XAi6onpo4yKT» — Bnepme 3anponoHyBaAa cnoncMBanaM nicicHe 
oxoA04nceHe Kypnne m'aco BiTHM3HJiHoro Bnpo6HML(TBa me b 2001 poqi. Ha cbo- 
ro4HimHiii 4eHb TM «Hama Pn6a» — (JrnarMaH b KaTeropii, BOHa 3aiiMae GiAbine 
mac 50% yKpaiHCbKoro pMHKy Kypnnoro M'nca npoMMCAOBoro Bnpo6HML(TBa. 

TM «Hama Pn6a» niKAyeTbcn npo cboix cno>KMBamB — npo ix 34opoB'n Ta 
KOM^opT, rapaHTyiOHn mcicTb Ta 6e3neHHicrb KypnTMHn, a t3ko>k Bi4MiHHMM cmbk 
ymoGneHMx CTpaB 4An ko>khoto. CnemaAbHo 4An cnoncMBamB MycyAbMaHCwcoro 
BipocnoBmaHHn TM «Hama Pn6a» BnnycKae npo4yimiio 3 no3Hamcoio «Halal», 
ma BMpoG^neTbcn Bi4noBi4Ho 40 MycyAbMaHCbKnx Tpa4Mt(iM Ta icAaMCBKMx Ka- 
hohHhmx HopM (npo4yKLiin cepTMcjiiKOBaHa IjeHTpoM 40CAi4*:eHb i cepTnijiiKaim 
«Anbpai4»). YKpaiHCbKi cno>KMBam mHyiOTb Taice niKAyBaHHn Ta HaTOMicTb 4apy- 
K)Tb ToproBiii Mapqi CBoe BM3HaHHn. TM «Hama Pn6a» BM3HaHa HannonyAnpm- 
raiiM yKpaiHCbKMM 6peH40M (3a Bepcieio peiiTMHiy ncypHa^y «OoKyc» 3a pe3yAbTa- 
TaMM 2012 poxy). 3ri4Ho 3 43 hmmm 40CAi4CKeHHn, npoBe4eHoro KOMnameio «Incoc 
YKpaiHa» y ciHHi-rpy4Hi 2013, noica3HMK cnoHTaHHoro 3H3HHA 6peH4y «Hama 
Pn6a» cepe4 cnoncnBamB Kypnnoro M'nca ct3hobmb 91%. 

ToproBiii Mapm «Hama Pn6a» cno>KMBam 40BipniOTb HaMLUHHime — ni- 
KAyBaHHn npo cboio ciM'io Ta 4iTeii — 68% yKpaiHCBKMx ciMeii o6npaiOTb «Hama 
Pn6a» 4An cboix MaAioidB (bIkom Bi4 9 MiomiB 40 7 poiciB bkaiohho), mo BKOTpe 

40B04MTB AKlGoB i AOAAbHiCTb MMbMOHiB yKp aiHCbKMX cnoncnBamB. 

ni4 TM «Oya Fpa» BMpoGAneTboi 4eAiicaTecHa iycnna nemHKa Ta HaniBcjia- 
6pMKaTM 3 iyomoro M'nca 3a (J)paH4y3bKMMM TexHOAorinMn. 

TM «HerKO» — ije 6peH4, mo npe4CTaBAne Ha yicpaincbicoMy pMHKy HaTy- 
paAbHi M'ncHi HaniBiJiaGpMKaTn. ToproBa Mapxa o6'e4Hye BMpoGn 3 KypnTMHM, 
nAOBMHMHM, cbmhmhm. Bnpo6HML(TBOM 4aHoi npo4yKim 3aMMaeTboi 64MHe nyi,- 
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npiieMCTBo b YxpaiHi — MwpoHiBCbKMM M'.siconepepo6HMM 3aB04 «TLerxo», Ha 
axoMy 3acTocoByiOTi>oi ymxa^bHi TexHo^orii BMTOTOBiieHHa iimpoxoro acopTM- 
MeHTy HaTypa^ibHMX mTichmx HaniB(})a6pMxaTiB bmcoxoi axocri. 

TM «CepTM(J)iKOBaHMM AHiyc» — ToproBa Mapxa, ni4 axoio Ha pMHxy npe4- 
CTaB^teHa 4eAixaTecHa a^oBMHMHa, mo BMroTOBAaeTbca bmx^iohho 3 ocoB^mboi 
M' acHoi nopo4M BPX. TM «CepTM(J)ixoBaHMM AHiyc» 40ci ^MinaeTbca 64 mhmm y 
CBoeMy pwHKOBOMy cerMeHTi 6peH40M, mo nponoHye cnoacMBanaM aximy, npe- 
MiaiLbHy MOBMHHHy BiTHM3HaHOTO BMpo6HHL(TBa. 

TM «BamwHCKMM» — ToproBe^ibHa Mapxa 3 imipoKMM acopTMMeHTOM M'acHMx 
npo 4 yKTiB, mo BMpoGyiaiOTbca Ha noTyxHOMy cynacHOMy M'acoxoMBiHari TIpAT 
«YKpaiHCbKMM 6exoH». B acopTMMeHTi TM «BanmncKMM» 45 HaiiMeHyBaHb npo- 
4yKim — Bapem xoB6acM, cocmcxm, cap4e^bXM, HaniBxonqem KOBOacn, uimhkm, 
nauiTeTM, BapeHO-xonqem 4eAixaTecM Ta iiiMpoxMM Bw6ip xonneHocreM 3 xypxn. 
04 Hieio 3 ktiohobmx nepeBar npo 4 yxmi ni 4 TM «EamMHCXMM» e BMxopMCTaHHa 
CBiacoi oxoA 04 )KeHoi cmpobmhm — xypanoro M'aca. 

TM «Qualiko» — 04Ha 3 iohohobmx ToproBmibHMx Mapox MXTI, ni4 axoio 
3aMopo)xeHa npo4yxqia 3 M'aca nTraji excnopTyeTbd Ha MiacHapo4Hi pimKii. 
3aB4>ixM >xopcTxoMy xompoitio axocri, mo Bi4noBi4ae bmcoxmm eBponeMCBXMM 
CTaH4apTaM, 3anpoBa4>xeHMM Ha nympMCMCTBax MXY1, Ta HaTypayibHMM cicia4- 
HwxaM, «Qualiko» e Bi4MiHHMM BM6opoM xypanoro M'aca 44a xotxhoi po4MHM [5]. 

AcopTMMeHT (JracoBaHo’i npo4yxim 6peH4y Hapa3i npe4CTaB^eHMM 3aMopo- 
)xeHMM M'acoM nTMqi: qLioio Tymxoio Ta qacraHaMM xypHaTM-6poiOepa. CTBope- 
Ha y 2011 p., Cboro 4 Hi npo 4 yxqia TM «Qualiko» npe 4 CTaBiieHa b xpamax CH/1,, £C, 
B^tM3bxoro Cxo 4 y, A3i’i Ta AcJipMXM. 

BepTMxayibHa iHTerpaqia 403B0Aae 3MeHuiMTH 3a7ie>xHicTb nmnpueMCTBa Bi4 
nocTaHa^ibHMxiB i MiHiMi3yBaTM Bn^MB Ha xo^MBaHHa piBHa npwByTxy b pe3y^ibTaTi 
3MiHH qiH Ha CMpOBMHy. OCo6ylMBO BaadMBO 4AH pilHXiB, axi p03BMBaK)TbCa, 
TaxMX ax yxpaiHCBXMM, Ha axMX pM3MX 3yriMHXM nocraBox i xo^iMBaHHa qiH e 6LibiH 
bmcoxmm. TlmnpMeMCTBo Taxo>x Mae iimpoxy (JripMOBy (J)paHqaM3MHTOBy Mepeacy 
m B^tacHy Mepeacy 36yTy, qeHTpM yioricTMXM, axi 403B0Aai0Tb iioMy 34iMCHiOBaTM 
xoHTpoyib 3a 36yroM npo4yxqi'i i 04epacyBaTM BMiqi npM6yTXM, 36epiraTM rayH- 
xicTb y MapxeTMHiy, qiHoyTBopeHHi, i xepyBaHHi 3anacaMM. 

BapTo 3a3HaHMTM, mo TIAT «MMpomBCbXMM x7ii6onpo4yxT» cmctcmho npa- 
qioe Ha4 (JropMyBaHHaM ho 3 mtmbhoto iMi4acy Ta 3anpoBa4*ye y cboio noBcax- 
4 eHHy 4bMbHicTb npMHimnM xopnopaTMBHo'i coqiaiibHoi BmnoBmaitbHOCTi, mo 3a- 
Kaa4eHi y MiacHapo4HOMy CTaH4apri ISO 26000:2010 «HacTaHOBM mo40 coqia^bHo'i 
Bi4noBi4a^tbHocTi» («Guidance on Social Responsibility))). 

IlpoaHa^i3yeMo ochobhI CKaa40Bi xopnopaTMBHo'i coqia^bHo'i Bi4noBi4Mb- 
HocTi, mo 3aKaa4eHi y Mi>xHapo4HOMy CTaH4apTi ISO 26000:2010 «HacraHOBM 
mo40 coma^bHo'i Bi4noBi4a^LbHocTi» (pnc. 2 ). 

Bi4 nonaTxy 4isMbHocri o4Hieio 3 kmobhmx qLieM MXIT e ecJrexTMBHa B3a- 
6M04ia i3 3aqixaB^ieHMMM CTopoHaMM. IJen npoqec Bx^Monae b ce6e napTHepcTBo 
i (JropMa^bHi 40M0B^teH0CTi npo xoHcyAbTaqi'i i 3BiTHicTb, a Taxoac — mchih (})op- 
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Pmc. 2. Ocmmi acnexmu coyiaAmoi eidnoeidoAmocmi FIAT «MupoHiecbKuu XAi6onpod\jKm» 
3zidno MhcHapodmzo cmandapmy ISO 26000:2010 
«HacmaHoeu tyodo coyiaAmoi eidnoeidoAmocmh 



/HxepeAo: nodydoeano aemopoM m ocnoei [4] 

Ma^ibHi, a Ae BaiacTHBi b^hocmhm 3 rpynaMM Ta oco6aMH, 3aiuKaB,ieHMMM y 4 lsmb- 
HOCTi KOMnaHii a6o i'i ni4npneMCTB. 

OCHOBHHMM 3aD;iKaB/ieHMMM CTOpOHH I1AT «MlipOHiBCBKMM X/ii6onpo4yKT» e: 

■ Mmmpodni miimeAem cmoponu (Kpe4HTHi opram3aiiii, npe4craBHMKM GC 
b YKpami, Mi)KHapo4Hi nocTanaaBHMKM TaM n^p^HMKM, /loH40HCBKa (J)0H40Ba 
6ip>Ka (LSE) Ta iH.); 

■ opzarn depxaenol 6Mdu (ypii4 YKpaiHH, opraHM perioHaaBHoro a6o MicneBo- 
ro caMOBpa4yBaHH>i Ta iH.); 

■ KOHcyAbmapiuni Hedepxaeni opzcmmyu (KOHca^TMHroBi Ta ay4MTopcBKi KOM- 
naHii y pi3HMx ccjrepax 6i3Hecy); 

■ KAiewnu (nocTanaaBHMKH npo4yKTiB xapnyBaHHfl, n^npneMCTBa po34pi6- 
Hoi TopriBai, BKaronaiOHM Mepexi cynepMapKeriB); 

■ cnoxuecmi/napmHepu (cnovKMBani npo4yKijii KOMnaHii: KiHijeBi cnoxnBani, 
Mi>KHapo4Hi ToproBeaBHi KOMnaHii, eKcnopTepn Ta 4 mctpm6'iotopm); 

■ nayxoei ycmanoeu (ymBepcMTe™, H/3,1 toujo); 

■ nidnpueMcmea xapnoeol npoMUCAoeocmi ma KOMnami, lyo npoeadsiim dhAmicmb 
y ccfrepi azpodisnecy; 

• enympiuiHi MyiKaeAeni cmoponu (cniepoOimmiKU, npoficniAxu); 

• coyitiAbHi zpynu (rpoM34CBKicTB); 
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■ 3aco6u Macoeoi mpopMauii (MicKHapo/fm, HaLuoHaabni Ta perioHaatHi 3MI); 

vmeecmopu (aKi^oHepm KOMnaHii, BaacHHKM eBpoo6airaLuii) [5]. 

3 BiimesasHaqeHMMM 3aiuKaBaeHMMM CTopoHaMM KOMnaHii tIcho cniBnpa- 
4ioe 3 eKoaoriqHwx i couiaabHMx nuTaHb, y ccjiepi TpyapBiix b^hocmh Ta oxopoHM 
i 6e3neKM npaqi Tomo. 

Ha nonaTKy 2014 poxy MXIl, y cniBpo6iTHMt(TBi i3 Mi)KHapo4Hoio (JiiHaH- 
cobok) Kopnopaiiieio, Bneprne po3po6nB «TLiaH B3aeM04ii i3 3aiuKaBaeHMMM cto- 
poHaMM (cTeMKxoa4epaMM)». L^en naaH BnpoBa4>KeHo Ha Bcix n^npueMCTBax 
xoa 4 MHiy. BiH BicaiOHae b ce6e npMHLtnnn, ccJiepM, MeTO 4 M i KaHaan B 3 aeM 04 i’i 
KOMnaHii 3i 3aiUKaBaeHHMM CTopoHaMM. 

34incHHMO 4eTaabHMn aHaai3 40 TpiT m aHH3 ycix acneKTiB KopnopaTMBHoi co- 
ijiaabHoi Bi4noBi4aabHOCTi y nAT «MnpoHiBCbKMM xai6onpo4yKT». 

Ynacmb y xummi cycniMcmea ma uozo po36umicy. OadabKH ni4npneMCTBa rpy- 
nn KOMnaHifi ITAT <<MnpoHiBCbKMn xai6onpo4yKT» po3MimeHi b oCHOBHOMy y 
ciabcbidn MicijeBOCTi a6o y MaaeHbKnx MicTax — ije 3yMOBnao ochobhmm Hanpa- 
mok KopnopaTMBHoi coijiaabHoi noaiTMKM KOMnaHii, ara b nepiny nepry, cnpaMO- 
BaHa Ha tmx, 3 khm B3aeM04ie KOMnama, 34iiicHioiOHn cboio 4iaabHicrb y perioHax. 
A caMe — Ha MicijeBi rpoMa4n. 

MXIT KOHijeHTpye 3ycnaaa Ha noTiipbox npiopnTeTHnx HanpaMKax: 

■ po3BMTOK MiciieBoi mtjipacTpyKTypii; 

■ 6aaro4inHa 4onoMora KoanuiHiM i TenepiuiHiM cniBpo6iTHMKaM; 

■ noKpameHHH 4o6po6yiy OKpeMnx acMTeaiB i TepnTopiaabHnx rpoMa4; 

■ po3BMTOK KyabTypn i cnoppy. 

Oxopom W6K0AUUIHWZ0 cepedoeuu\a. KoMnama npn4Lnie Haaexny yBaiy oxo- 
pom 40BKiaa5i. II[o4eHHa po6oTa eKoaoriB i oci6, Bi4noBi4aabHMx 3a oxopoHy 40- 
BKMAa, cnpuMOBaHa nepe4yciM Ha: 

■ BMKOHaHHH BMMOT npnp 0400 X 0 p 0 HH 0 T 0 3aK0H043BCTBa; 

■ cncTeMaTunHe 3HMaceHHa yTBopeHHa Bnpo6Hnqnx i eKcnayaTauinHnx bm- 

TpaT; 

■ 3MeHineHH>i BTpaT eHeprii Ta pecypciB; 

■ 3MeHmeHHH BHTpaT, noB'>i3aHMX i3 BnanBOM ni4npneMCTB Ha HaBKoainiiHe 
npnpo4He cepe 40 Biime; 

■ ni4BHLU,eHH>i KOHKypeHTOcnpoMO>KHOCTi KOMnaHii Ha BHyTpiniHbOMy Ta 30- 
BHiuiHbOMy pnHKax; 

■ CTBopeHHH cnpH^TaiiBiinoro iMi4}*cy KOMnaHii cepe4 HaceaeHHa Ta rpoMa4- 

CbKocTi; 

■ 3ano6iraHHH po3BMTKOBi Ha43BnqanHMX eKoaorinHHX CMTyai4M i aBapiii, aid 
MoacyTb npn3BecTM 40 icTOTHoro 3a6py4HeHHa HaBKoaniiiHboro npnpo4Horo ce- 
pe40BMin;a, cjiiHaHCOBMX BTpaT i 6aHKpyTCTBa; 

■ oTpnMaHHa 404 aTKOBoro npn6yTKy, noB'a3aHoro 3 eKoaorinHiiMn acneKTa- 
mm 4iaabHOCTi n^npneMCTBa. 

niKAyeanm npo cnoxueame. Y nAT «MXn» 4 o 6 pe po 3 yMiioTb, 140 04 HH 3 Haii- 
BaacTHBiLonx acneKTiB Typ6oTM npo 34opoB'a 3I04mhm — BncoKa aKicrb Ta 6e3- 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



211 



Section 3. Corporate Social Responsibility in the System of Strategic Management 

nenmcTb npo4yKTiB xapnyBaHHJi. ToMy cnocKMBa^aM, 5iKi o6MpaiOTb Kyp^TMHy a6o 
iHiiiy npo4yKqiio / BMpoGaeHy Ha nmnpMeMCTBax xoa4MHiy, rapaHTyiOTb 'll Bi4no- 
Bi4HiCTb HaMBMIUMM Mi)KHap04HMM CTaH4apT3M 5IKOCTi i 6e3IieHHOCTi. MXn He BM- 
KopncTOBye FMO y cboix npo4yKTax mm KopMax Ta He 3acTocoBye CTepo'mM y npo- 
Ijeci BMpo6HML(TBa Kyp>ITMHM. 

Tpydoei npaxmuKU. Eiabine 30 tmoih BMCOKOKBaaicjHKOBaHMx poGiTHMKiB Ta 
cneqiaaicriB 3 a 6 e 3 nenyiOTb po 6 oTy nmnpMeMCTB MXn. Boao 4 iiOHM t3m6mhhmmm 
npo(J)eciMHMMM 3HaHH5iMM, bohh Bi 4 noBi 4 aabHo Ta 4 o 6 pocoBicHo CTaB35iTbC5i 40 
cboix oBob^sklb, BMKOHyiOHM 3aB4aHH3 KepiBHMijTBa indcHo Ta BHacHO. KocKHa no- 
ca 4 a b KOMnaHi'i nepe 46 anae neBHMM Ha 6 ip (JjyHKqiM, BMKOHaHHa rkiix rapaHTye 
HaM 6 Libm er|)eKTMBHMM nepe 6 ir 6i3Hec-npoqeciB koxhoto Bi 44 iay a 6 o 4 enapTa- 
MeHTy. ripaLtiBHHKM MXn MaiOTb Haaeacm coqiaabHi rapaHTii, ri 4 Hy 3apo6iTHy 
naaTy, Moao 4 i cneqiaaicTM 3a6e3nenyiOTbC5i ckmt30m Ta MaiOTb Bci MocicaMBOCTi 
4351 Kap'epHoro pocry. B KOMnami qMMaaMM b^cotok KepiBHMx noca 4 3aMMaiOTb 
caMe Moao 4 i cneqiaaicTM i3 CTacxeM po 6 oTM Ha n^npueMCTBi 3-4 poKM. 

Typ6oma npo imapuH. Typ6oTa npo TBapMH e HeBi4'eMHoio nacTMHoio npo- 
qecy BMpo6HMijTBa npo4yKim Ha nympneMCTBax MXFL Y KOMnaHii Bi4noBi4aabHO 
CT3B35[TbC5[ 40 TBapMH, CTBOpiOIOHM 1M KOM(J)OpTHi Ta 6e3neHHi yMOBM yTpMM3HH5I. 
FIpaqiBHMKM L404H5I ni4TpMMyiOTb CnpM5IT3MBe Cepe40BMme iCHyBaHHil 4351 TBa- 
pMH. y 2013 p. KOMnam5i «MMpomBCbKMM x3i6onpo4yKT» po3po6M3a noaiTMKy 
TypGoTM npo 34opoB'5i nTMiji Ta 3anpoBa4Maa Ti Ha Bcix nTaxiBHMHMX nmnpMeM- 
CTBax, mo BX045iTb y X034MHT. U41 noaiTMKa nepe46aHae nocriMHy Typ6oTy npo 
TBapMH Ha 4BOX piBH5IX: 40T35I4 3a TBapMH3MM B nepi04 BMpomyBaHH5I i MiHiMi3a- 
qbi HeraTMBHMx Bn3MBiB ni4 nac 3a6oio. 

Eiodesnexa. toto mo6 MiHiMi3yBaTM pn3MK 3apa:*eHH5i nTMiji b 30Hax bm- 
pomysaHH5i / MXn 3acT0C0Bye cyBopi 3axo4M 6io6e3neKM Ta Bcix eTanax bmpo6hm- 
IJTBa Kyp5ITMHM: Bi4 BMpomyBaHH5I nTMIji Ta BMpo6HMt(TBa KOpMiB 40 OTpMM3HH5I 
TOTOBOTO np04yKTy. KOMnaHLa TaKOvK BMKOpMCTOBye HMCaeHffl M pi3HOM3HiTHi 3a- 
X04M 6io6e3neKM, mo6 MiHiMi3yB3TM pM3MKM no5iBM m^eKLiiMHMx 3axBopiOBaHb Ta 
’ix po3noBCK>4)KeHH5i cepe4 noroaiB'51 nTMqi Ta BeaMKoi poraToi xy4o6M. 

B OCHOBi 4i5I3bHOCTi nAT «MXn» — p03yMiHH5I TOTO, mo BOHa nOBMHHa 
Bi4noBi4aTM imepecaM i noTpe6aM cycniabCTBa. Bi4noBi4aiOHM 3a 5ndcn> CBoei 
po6oTM, 40 TpMMyi 0 HMCb KOpnOpaTMBHMX HOpM, eKOHOMHO Ta e(J)eKTMBHO BMKO- 
pMCTOByiOHM pecypcM, a TaKO)K 36epiraiOHM HMCTOTy 408 ^ 3351 , KOMnaHbi Hece Bi4- 
noBmaabHicTb nepe4 cnoacMBanaMM, nepcoHaaoM, cycniabCTBOM Ta iHuiMMM 3a- 
qiK3B3eHMMM CTOpOHaMM. 

Grace, MoacHa 3 BneBHemcTio 3a3HanMTM, mo FIAT «MMpoHiBCbKMM xai6o- 
npo4yKT» e coqiaabHo Bi4noBi4a3bHoio KOMnaHieio, 5iKa 04Hieio 3 nepuinx y AFIK 
YKpaiHM HeyxM3bHo 40TpMMyeTbC5i npMHqMniB KopnopaTMBHoi coqiaabHoi Bi4no- 

Bi4a3bH0CTi y CBOIM nOBC5IK4eHHiM 4i5I3bHOCTi. 

Pa30M 3 tmm, 40 TenepiuiHboro nacy npn npocyBaHHi npMHimniB Kopnopa- 
TMBH01 coqiaabHoi BymoBmaabHOCTi b YKpaiHi ochobhmm aicqeHT Bee me po6MTbC5i 
Ha cneqiaabm coqiaabm aKqii KOMnamM, 6e3 HaaeacHoro iH<|>opMyBaHH5i rpoMa4- 
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CbKocri npo 3a40B<MeHH>i hmmm 3aqiKaBneHMx CTopiH b pe3y^BTaTi npocJreciMHo'i 
4i5LibH0CTi. n P M qbOMy BMCBinuoeTboi, nepeBaxHo, 40CBi4 4y*e By3bKoro Kona 
BeAitKux KOMnaHifi (qacro iH03eMHMx) 3 npocyHyraMM CMcreMaMM MeHe4)KMeH- 
Ty, 34aTHHMn npo4eMOHCTpyBaTM cboi coqianbHi npoeKTM. BeanKa yBara npn4i- 
Amjbcn coqianbHMM 3BiTaM, 3a akmmm, Ha mb, CKna4HO BM3HauMTM mm 4MCH0 
KOMnaHia e coqianbHo BqqioBhtanbHoi nepe4 yciMa 3aqiKaBneHMMM CTopoHaMM. 
A45Ke, Mo>KHa 4o6pe onncaTM coqianbHo opieHTOBaHi npoeKTM i, npw qbOMy, 3a- 
40BoabHHTM He Bci 3aqiKaBnem CTopoHM: Main o6rpyHTOBaHi npeTeH3i'i Bi4 oio>km- 
BaniB, He3a40B0yieHMM nepcoHan a6o npxixoByBaTM 40X04M i He haatiitii no4aTKM 
40 4epx6i04>KeTy i T.n. [1, c. 189]. 

TaKMM umhom, npohneMa BnpoBa4)KeHHJi npMHqMniB KopnopaTMBHo'i coqi- 
anbHo'i Bi4noBi4aiLbHocTi e 40 cmtb HaranbHoio Ta noTpehye no4anbmnx noraMhue- 

HMX 40CU4)KeHb. 
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3.3. THE CONCEPT OF CORPORATE SOCIAL 
RESPONSIBILITY IN SHIPPING 

KOHU,Emjm KOPnOPATMBHOi COLJIAilbHOi 
BI4nOBIAA7lbHOCTI B CYAHOn/lABCTBI 



Kovbatyuk M. V. 

KoedamwK M. B. 



UDC 005.35:656.078 
JEL M14, L92 

Abstract 

The present globalization processes and initiatives of international 
organizations effect greatly on the development of all sectors of the economy, 
including the shipping industry. Companies while planning its steady growth 
should consider the social and environmental goals in the long-term perspectives in 
its strategic management. It determines the necessitate of the development of the 
concept of corporate social responsibility (CSR) in the shipping industry within 
the certain conceptual framework. Conceptual framework of CSR in the shipping 
industry is a list of major components and selective CSR practices within the each 
component, as it's defined in the paper. 

Key words: shipping companies, the concept, corporate social responsibility 
(CSR). 

Anomayb i 

Cboro4eHH>i rno6ani3aqiMHi npoqecu Ta imqiaTMBM MiacHapoAHux opram3a- 
qiu 4y)Ke cmubho BnnuBaiOTB Ha po3BMTOK Bcix rany3eii HapoAHoro rocnoAapcTBa, 
30KpeMa i cyAHonaaBHoi rany3i. KoMnami, axi nnaHyiOTB CTano po3BMBaTMca, no- 
BMHHi b AOBroCTpoKOBiu nepcneKTMBi BpaxoByBaTM coqianBHi i eKonorium qini b 
CB oeMy CTpaTeriuHOMy ynpaBaiHHi. Dje ohyMOBaioe HeohxiAHicTB po3po6KM koh- 
qenqii KopnopaTMBHoi coqianBHoi BiAnoBiAanBHOCTi (KCB) b cyAHonaaBCTBi, ma 
OKpecaioeTBca neBHHMM KOHqenTyaaBHMMH paMKaMM. KoHqenTyanBHi paMKM 
KCB b cyAHonaaBCTBi tibasiiotb cohoio nepeuiK ochobhmx KOMnoHemiB, a t3ko>k 
B uhipKOBux npaKTMK KCB b paMKax ko>khoto KOMnoHeHTy, aid BM3Hauem b CTaTTi. 

KAWHoei CAoea : cyAHonnaBHi KOMnaHii, KOHqenqbi, KopnoparaBHa coqianBHa 

BiAnoBiAaaBHicTB (KCB). 

P 03bhtok HaqioHanBHoro 6i3Hecy, iHTerpaqbi YrcpaiHu y CBiTOBy eKOHOMiqHy 
cucTeMy, nocuaeHHJi KOHKypeHqii CTaBMTB nepeq BiTUM3HaHMMM KOMnaHhiMu 
6araTo hobmx nuTaHB, oAHe 3 akmx noB'a3aHo i3 KopnopaTMBHoio coqiaaBHoio 
BiAnoBiAaaBHicTio. /\ax haraTBox yKpaiHCBKux niAnpueMCTB po3po6ica CTpaTerii 
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KopnopaTMBHoi coiiia^iBHoi Bi4noBi4a^LbHOCTi 4^01 3 a 6 e 3 neneHH>i ma^ioro po 3 BMTKy 
e KOHijenTya^BHMM 3 aB 4 aHHHM, a4:*e MOBa m 4e He npocTo npo cnoHTaHHy 
6^Laro4iMHicTb, a npo CMCTeMHy 4isLibHicTb, B6y40BaHy b yci 6 i 3 Hec-nponecM. 

CBiTOBa npaKTMKa 3acrocyBaHHH KopnopaTMBHoi amia^BHoi Bi4noBi4aiiB- 
HOCTi (KCB) CBwiHTb He tLibkm npo noKpameHHH B^iacHoi penyraqii, a n npo 
OTpiiMaHHa npM6yTKy Bi4 36LiBiiieHH>i cnoacMBnoi ^oimbhoctl ]je cb^hmtb npo 
3pocTaK>ny po^iB 3acrocyBaHH}i KCB y MiacHapo4HOMy Ta BiTHM3HJiHOMy 6i3Heci. 
YKpaiHCBKi KOMnami 4e4a^ii aKTMBHime onepyiOTb Ha Mi>KHapo4HOMy pMHKy, TOMy 
3acTOcyBaHHii npaKTMK KCB Mae ct 3 tm HeBi4 , eMHoio nacTMHoio eKOHOMinHoi 4i- 
MbHOCTi HaLtioHanbHHx 06'eKTiB rocno4apiOBaHH>i [1]. Cboro4eHH>i ko>khm KOM- 
naHii 4obo4mtboi 34eKBaTHo pearyBaTM Ha cicaa4Hy cncieMy cynepen,MBnx oni- 
KyBaHb, 34incHioK)HM Bi4noBi4Hi pamoHa^iBHi 3axo4M. ITpn ijbOMy MeHe4>KMeHT 
KOMnaHii 3MynieHMM BupiuiyBaTH qLiy cyKynHicTb npo6^teM, TaKMX, hk paHacnpy- 
BaHHa 3a4iKaBneHHx CTopiH, 6a^aHcyBaHHH KOH(J)iiypamM 3ycrpiqHMx oniKyBaHb 
no KoacHin 3amKaB,ieHin CTopoHi, 6aaaHcyBaHHJi cynepeMinBMx oniKyBaHb i Bi4- 
iyKiB no bcm cucTeMi 3amKaByieHMx CTopiH, npo6iteMy CMHeprii. B pe3y^iBTaTi KCB 
MO)Ke TpaKTyBaTMOi m KOHijenqiii cra^oro po3BMTKy KOMnaHii, mo caMe no co6i 
HOCHTB CTpaTerinHMM xapaKTep. Bi4noBi4Ho, KopnopaTiiBHa amiayiBHa Bi4noBi- 
4a^ibHicTb Mo>Ke 6yra BM3HaneHa hk panioHa^BHa peaKmn KOMnaHii Ha cncTeMy 
cynepeHAMBMx oniKyBaHb 3aiuKaB7ieHnx CTopiH, mo cnpuMOBaHa Ha craAiiii po3- 
BMTOK KOMnaHii. 

4aHe TpaKTyBaHHn hocmtb, no cyri, ymBepca^BHMH xapaKTep, ockmbkm, Bi 4 o- 
6 pa>KaK)HM oco 6 yiiiBocTi KOHKpeTHoro 3MicTy KCB, cnpuMOBaHe Ha cra^MM po3BH- 
tok 6 y 4 B-nKoi opraHi3aiiii b 6i3Heci. To6to cy 6 'eKT KCB b urapoKOMy ceHci — ije 
KOMnaHin, mo 3aiiMaeTboi 6i3HecoM, y By3BKOMy ceHci — KOMnamn, ma BMpimye 
CTpaTerinHe 3 aB 4 aHHn ma^ioro po3BHTKy. Ihuimmii ciOBaMM, coma^tBHo Bi 4 no- 
Bma^ibHa KOMnaHin — t(e CTiiiKa KOMnaHin, i, y cboio nepiy, criMKa KOMnamn He 
Moxe He 6 yra coqia^BHo BmnoBmaibHoio [2]. 

C>4HaK, HesBaxaiOHH Ha nponecM ym^iKami, y CBiTi He imye i, HaneBHo, He 
MOiKe icHyBaTM 64MHoro po3yMiHHn i ni4X04y 40 KCB. TaKa ciiTyaqin npo4MKTo- 
BaHa cneijMtjiiKOio cepe 40 Biima/ b hkm npamoe tom mm mimim 6 i 3 Hec. TyT MoacHa 
roBopMTM hk npo BmMiHHOCTi b CTynem 4epiKaBHoro pery^noBaHHn coqia^BHO-Tpy- 
40BMX Ta eKOHOMiHHMX Bi4HOCMH nOpH4 3 nMTaHHUMM OXOpOHM HaBMMMIIIHBOrO 

cepe40Bnma, TaK i npo iHCTmyqiMHy totobhIctb riei mm iHinoi rpynn crenKX044e- 
piB BnyiMBaTM Ha KOMnaHiio, a t 3 ko>k npo CTyniHb i Mexam 3 MM ijBoro BMMBy. ije 
CBi4HMTb npo Heo6xi4HicTb BpaxyBaHHn ra^iy 3 eBoi cneqn(})iKM npn po 3 po 6 qi koh- 
iienim KCB. ToMy 4AH cy4HonnaBHoi ra^iy3i Heo6xi4Ho po3po6nTM cbm B^tacHMM 
ni4xi4 40 KOHLtemm KCB. 

4 ml 4ooirHeHH>i CTaiioro po 3 BMTKy b o6^iacTi cy4HonyiaBCTBa, Ba* 7 MBo 
CTBOpMTM y 3 T 04 )KeHMM i KOMMieKOMM ni4Xi4 40 MOpCBKOi nOMTMKM i nporpaM. 
EHeproecJjeKTMBHicTb, hobI TexHO^iorii Ta iHHOBam'i 3 MopcBKoi 6 e 3 neKM, MopcBKoi 
ocbItm Ta nmroTOBKM Ka4piB, ynpaBMHHn MopcBKMMM nepeBe 3 eHH>iMM i po 3 BHTKy 
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MopcbKoi iHcjrpacTpyKTypM e kmohobmm e^teMetiTOM 4451 nanoro po3BMTKy cyqqo- 
nyiaBCTBa, a^te bohm noBMHHi 6yra niqKpinyieHi CBiTOBMMii craHqapTaMM [ 3 ]. 

CTBopeHHii CTiiiKoro po3BMTKy b ceKTopi MopctKoro TpaHcnopiy Mae Baxan- 
Be 3HaqeHH>I 4351 p03BMTKy i 3pOCTaHH5I eKOHOMiKM y BCbOMy CBiTi. /\ar toto, 1406 
cy4HOiMaBHi KOMnaHii Maan nanKpaiqi uiaHCM ecJreKTMBHo po3BMBaTnoi, im Heo6- 
xi4Ho 6yqe KOHCTpyKTMBHo npaqiOBaTM 3 icaieHTaMM, peiyaioiOHMMM opraHaMM Ta 
iHuiMMM 3aifiKaBaeHriMM CTopoHaMM 3 nnTaHb BnpoBaqxeHHii hobmx nporpecMB- 
hmx TexHoaorifi, CKOopqMHOBaHoi HopMaTMBHo-npaBOBoi 6a3n, axi 3a6e3nenyBaaM 
6 BM3HaqeHiCTb, np030piCTb i, 3BMqaHHO, CTiMKiCTb. 

KoHqenqbi CTapoi luko^m GaaroqiMHocri OyqyBaaacb Ha TOMy, iqo6 3apo6a>i- 
tm rporni, a noriM Bi44aBaTM naCTKy npw6yTKy Ha GaaroqiMHi qLai. Aae Cboroqmm- 
HA KOHqenqia KCB CTocyeTbca 3araabHoro BnaiiBy KOMnaHii Ha cycnLibCTBO, >ikmm 
oxonaioe Bee, nonnHaronn Bi4 Toro, CKLabKn Byraeqio BMKnqaeTboi y BnxaonHnx 
ra3ax cy4Ha, 3atdHqyiOHM thm, 4e 6yB BnqoSyTMM nanip 4AH KoniiOBaabHMx npn- 
CTpoiB b roaoBHOMy ocJ)ici KOMnamn. 

Cboro4Hi b 6araTbox npoBi4HMX KOMnamax CBiTy e qLai BiqqiaM npMCBiraem 
KCB. y qi Baxici qacn, KCB e KOHCTpyKTMBHOio eKOHOMinHoro cnaoio, 5iKa Haqae 
KOHKypeHTHi nepeBarn. KopnopaTMBHa coqiaabHa BiqnoBiqaabHicTb t3ko>k e xmt- 
t6bo BaxaMBMM iHCTpyMeHTOM y raay3i ynpaBaiHHii pn3MKaMM Ta HafiKpaiqMM 40- 
Ka30M er^eKTMBHoro ynpaBaiHHa 6e3neKOio. 

Cy4HonaaBCTBo e igiiohobhm eaeMemoM y npoqeci Mo6aai3aqi’i, 3a6e3neny- 
K)hm noriK TOBapiB no BCbOMy CBiTy. CyqHonaaBHa raay3b e 04Hieio 3 qeKLabKOx 
ochobhmx cerMeHTiB 6i3Hecy, 4e 3BiTHicTb 3 nuTaHb KCB, 40 He4aBHboro nacy 6yaa 
Bi4cyTH>i. OniKyBaHHJi Bi4 cyqHonaaBHnx KOMnamn 3MiHnaMOi. CyqqonaaBHa ra- 
ay3b Bi4irpae qeHTpaabHy poab y 34iiicHeHHi 6araTbox hobmx nepeTBopeHb. Cnpn- 
rtawbmm po3BMTOK cyqHonaaBCTBa 4onoMir 43tm iMnyabC npoqecy rao6aai3aqii, 
RKiiii 3MiHMB yaBaeHHa npo CTyniHb BiqnoBiqaabHocri b ycix raay35ix npoMncao- 
Bocri. Tlpu TpaHcnopTyBaHHi h3(|)tm Ta iHuiMx He6e3nenHMx BaHTaxiB b eKoaorin- 
ho Bpa3aMBMx paiioHax cy4HonaaBHi KOMnaHii t3kox MaiOTb 3o6oB'5i3aHH5i nepe4 
cycniabCTBOM no 36epexeHHio HaBKoaninHboro cepe40BMiqa i icaiMaTy. Xona cyq- 
HonaaBCTBO e 6Labin peiyabOBaHoio raay33io, Hi>K inini, aae npaBnaa i HopMaTMBHi 
3ktm IMO (MixHapoqHa MopcbKa opram3aqi5i) i MOn (MixHapoqHa opram3aqi5i 
npaqi) He etJreKTMBHo noKpnBaiOTb hobI bhkaiikh, 5iKi nparae BMpiimiTM KOHqen- 
qia KCB. Lao6aai3aqi5i CTMpae TpaqnqinHMn noqLa Mix 6i3HecoM i Baaqoio. 4 e P‘ 
xaBHMM i npMBaTHMM ceKTopn CTaiOTb MeHin niTKMMM y rao6aai30BaHOMy CBiTi. 
ripo6aeMM, BnpimeHHii 5ikmx pamme Moma 6yao 6 3aaniiiMTM 4AH qepxaBHnx 
ycTaHOB, cboroqm CTaiOTb HeBiq'eMHoio nacTMHoio 6i3Hec-npoqeciB b KOMnaHiax. 

Mepes bmcokmm piBeHb KOHKypeHqii b cyqHonaaBHin raay3i, BMpimaabHMM 
3HaneHH>iM qaa BMXMBaHHa e 3Hii>KeHH5r BapTocTi eKcnayaTaqiMHMx BMTpaT. Aae 
qe nopoqxye HeraTMBHi HaoaiqKn, Taxi ;ik BTpaTa xmttti Ha Mopi, MopcbKe max- 
paiiCTBO, HaHeceHHH LUK04M HaBKO^aMinHbOMy cepeqoBMiqy, KOxeH 3 jikmx BnyiMBae 
Ha CTBopeHHii noraHoi penyraqii i HeraTMBHoro iMiqxy 4701 cyqHOTLaaBHOi KOMna- 
Hii. CyqHon^iaBHi KOMnaHii oTpnMyiOTb 3HaHHMii tmck 3 6oKy KOHKypeHTiB, TaK >ik 
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icaieHTM xonyTb rMaTMTM MeHiuy qiHy 3a OTpnMam nocayrn. ToMy cy4Hon,iaBHi 
KOMnaHii HaMararoTbd 6yTM MaKCMMa^ibHo eKOHOMinHMMM, HacKLibKM ije mox- 
aiibo . O/tHieio 3 MOiiGiMBocTeM ni4BMLqeHH>i eKOHOMiqHoi ecjreKTMBHOCTi e bmko- 
pMCTaHHa 4emeBo'i po6oHoi cmam 3 Kpam a3iaTCBKoro i arJjpnKaHCbKoro perioHiB. 
Ko^lm 6i3Hec-CTpaTerLa ni4npMeMCTBa HaqLaeHa Ha Ha43HHa nooiyr npn MimMa^b- 
hhx BMTpaTax, to 3Hii>KeHKa TpaHcnopTHHx BMTpaT e 04HMM i3 6araTbox cnoco6iB, 
m KOMnaHi'i MOiKyTb 3 hm 3 mtm cboi eKcn^yaTaijiMHi BMTpaTM. OckLilkm icaieHTM 
cy4Hon^taBHrix KOMnamii 46aiOTb TMbKM npo CBoi TpaHcnopTHi BMTpaTM, to Tpan- 
cnopTHMM KOMnaHiaM Heo6xi4HO ckopotmtm BMTpaTM y Bcix ccjrepax 6i3Hecy, mo 
Mo>Ke npM3BecTM 40 6e3Bi4noBi4aiibHoi 4moboi npaKTMKn i 3ara^bHoi 3HeBara 40 
6e3neKM nepeBe3eHb. 

TmCK 14040 eKOHOMiMHO'i e(})eKTMBHOCTi 3 aB>K 4 M 6yB BMCOKMM B MOpCbKiM 
TpaHcnopTHifi TMy 3 i, TaK m npoTaroM 6araTbox poKiB 4e 6yB HaM4emeBiiiMM cno- 
ci6 TpaHcnopTyBaHHii TOBapiB b ycbOMy CBiTi. /\ a % toto, 1406 cy4Hon^aBCTBo 6y^io 
6 e 3 neHHMM i nyHKTya^BHMM MeT040M TpaHcnopTyBaHHJi, boho mobmhho cii4yBa- 

TM Mi>ICHap 04 HMM 33KOH3M i npaBM^taM. B CBOIO Hepiy Mi>KHap 04 Hi HOp MM MO>KyTb 

npM 3 BecTM 40 KOH(|MiKTy Mi)K ynpaB^iiHH>iM 6 e 3 neKoio i nocrinHoi Heo6xi4Hocri 
6yTM eKOHOMiqHo erJreKTMBHMM. ToMy cy4Hon^taBHi KOMnaHi'i, ^kl di4yiOTb 4 mm 
HO pMaM, 5IK npaBMylO, BMKOpMCTOByiOTb MifflMa^bHMM a6o 6 a 30 BMM piBeHb 6 e 3 ne- 
km, 3 axMCTy 40BKLM51 i co4ia^bHoro ynpaB^iHHH. Tax mix Bi4noBi4amHi 4H noBM- 
HHi ^tMiiie HaMi4yBaTM MimMamm MiacHapo4Hi npaBM^ta, bohm He MOxyTb 6yTM 
BM3HaHem m Bi4noBi4a^ibHMM 6i3Hec, TOMy 140 KCB 3acHOBaHa Ha 4o6poBMbHMx 
iHiqiaTMBax. 

Tmm He MeHui, icaieHTM cy 4 HorbiaBHMx KOMnamii Tenep BMMaraiOTb 6 Libiiie, 
Hi>K npocTO HM 3 BKMX 4 iH Ha npo 4 yK 4 iio, nicy bohm KynyiOTb. KaieHTM BMMaraiOTb 
TaKO)K Ky^tbTypM Bi4noBi4amHoro 6 i 3 Hecy Ta KCB. 3 pocraiOHa TeH4eH4i>i noKa 3 ye, 
140 cy4Hon^iaBHi KOMnaHi'i, 140 B»ce BMKOpMCTOByiOTb KCB, 4iiOTb Bi4noBi4amHo 
He TMbKM y Bi 4 nOBi 4 HOCTi 3 MDKHap04HMMM npaBM^taMM Ta nOTLOCKeHHJIMM, a ii 
4 o 6 pOBMbHO. 

/\A5l 6LlbIII TOHHOTO p03yMiHHH CyTHOCTi nOHHTTII KOpnOpaTMBHOl COUiamHOi 
Bi4noBi4aiLbHocTi i 3acTocyBaHHn 4iei KOHqenqii b cyrnHomiaBCTBi 404Ltbho po3- 
TA3HyTM KOHqenTya^bHi paMKM KCB b cy4Hon^iaBCTBi. KoH4enTyamm paMKM 
KCB b cy4HonnaBCTBi HB/unoTb C06010 nepe^iiK ochobhmx KOMnoHeHTiB, a t3ko>k 
BM6ipKOBMx npaKTMK KCB b paMKax kockhoto KOMnoHeHTy [4]. OchobhI e^ieMeHTM 
KOHqenTya^ibHMx paMOK KCB b cy4HonyiaBCTBi npe4CTaB^em Ha pnc. 1. 

EcjreKTMBHMM ni4xi4 40 KCB 3 6oKy cy4Hon,iaBHoi KOMnaHi'i 6e3nepenHo no- 
BMHeH BiononaTM HacTynm miTaHHa: 

■ 40TpMMaHH3 Mi)KHap 04 HMX UpaBMA i HOpM; 

■ nocTiiiHe noKpaiqeHHii eKO^ioriqHMx noKa3HMi<iB; 

■ ni4TpMMKa bmcokmx eTMHHMx craH4apTiB Be4eHH3 6i3Hecy; 

■ 3axMCT eKinacKy cy4eH Bi4 3^0B>KMBaHb Ha 6opay; 

■ 3axMCT eicinacKy cy4eH Bi4 3^ioB)KMBaHb 3 6oKy iHuinx CTopiH; 

■ Bn6ip npanopiB cy4eH; 
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■ ecJreKTM TpaHcnopTOBctHo'i npo4yKim Ha qyMHBi perioHw; 

■ ni4BMmeHHa npo3opocTi 6i3Hec-onepamn; 

■ ni4BMmeHH>i npo3opocTi CTpyKTypn B^LacHocri; 

■ 6opoTb6a 3 Kopynmeio; 

■ imiiiaTMBHe noKpameHHJi MixHapo 4 Hnx HopM i upaBUA; 

• po6ory no onTHMi3am'i 4o6po6yry ciMen eidna>KiB; 

■ HaBnaHHii eKinaxiB cy4eH; 

■ po6oTy no n^roTOBiji 40 Ha43BnqanHnx cniyamn Ta ^iKyBaHHH eidna>KiB 
cy 4 eH y pa3i aBapin; 

■ 3a6e3neneHH>i pi3H0M3HiTH0CTi (cTaTb, BiK, eTHinm npHHaatexmcTb) po6o- 
noro Ta ynpaB^tiHCbKoro nepcoHMy; 

■ po3po6tcy >KMTT6Boro u,iiKAy cy4eH (6y4iBHimTBo, eKcnyiyaTamm yTH^ba- 

4ia) 

■ aKTMBHe 3a^tyneHH>i MicueBoro cniBTOBapncTBa. 

Cy4HorLaaBHnn 6i3Hec Tpa4HmnHo 3 bmk peaiyBara Ha npeTeH3ii Bi4 cbItoboto 
cniBTOBapHCTBa tLibkh nicAH MacuiTa6HMx MopcbKMx KaTacTpotJ) i b no4aAbiiiOMy 
HaMaraTwoi yHMKaTM TaKoro x rany aBapin. IJ4 CBmnnTb npo Te, mo cy4HonAaB- 
hhm 6i3Hec e peaKTHBHHM [6]. ToMy BpaxyBaHHa KOHiwmm KCB npn npnnHHTTi 
ynpaB^iiHCbKMx pirneHb e nepeopieHTameio Ha BHnepe4xyBaAbHnn ni4xi4 i Kap- 
4PiHayibHoio 3MiHoio 4AH MopcbKoi raAy3i. 

BnKopncTaHHa npaKTMKn KCB CTBopioe «KaniTaA CTocyHKiB», jikhh 4onoMa- 
rae KOMnaHii ni4TpnMyBaTn cboio penyTaijiio ni4 nac Kpn3n a6o HemacHnx bh- 
na4KiB i T. 4 . KCB Ha4ae MOXAHBicTb cy4HonAaBHHM KOMnaHinM 3HanTH paijio- 
Ha^ibHnn 6aAaHC Mix noTpe6oio b ecJreKTHBHocTi po6oTn, aKiiioHepHoio BapTicno i 
yBaroio 40 iHTepeciB HecJnHaHCOBMx 3amKaBAeHnx CTopiH. 

OcTaHHiM nacoM MoxHa npooii 4 KyBaTH TeH 4 eHL(iio 40 po3noB004xeHHa 
KOHijenLui KCB cepe 4 cymonAaBHnx KOMnaHin. L^en npouec noKn mo npoxo 4 MTb 
noBMbHo, a^e 3 a 34 aAeri 4 b ticho, mo KCB 6 y 4 e HacTMbKn x BaxAHBHM iiBnmeM 
4ah cy 4 HonyiaBHHx KOMnaHin, akhm BOHa Bxe e 4aa Ha3eMHnx KOMnaHin. Ha3eM- 
Hi KOMnaHii BMKopncTOByiOTb KCB ak iHCTpyMeHT y BnpimeHHi npo 6 ^eM, mo no- 
po 4 xyiOTboi TAo6aAi3ameio i 6 araTo Ha3eMHnx KOMnaHin oniKyiOTb TaKOx, mo 6 
ixHi nocTana^LbHMKn i 4 MOBi napTHepn b 3 >iah Ha ce 6 e 3o6oB'>i3aHH>i no Be 4 eHHio 
BmnoBma^ibHoro 6i3Hecy [7]. Tax ak cy 4 HonAaBHi KOMnaHii HannacTiine e ijhmh 
noCTana^LbHMKaMn, bohm noBHHHi npnimsnii KOHijenLuio KCB i nonara BHKopnc- 
TOByBaTM ii caMi. TaKMM hhhom, ni 4 BHmeHHa o 6 i 3 HaHOCTi i BHKopncraHHa KCB 
cy 4 Hon^taBHHMn KOMnamaMM MOXHa po3rani4aTn jik Bi 4 noBi 4 b Ha bhmoth, mo 
npe4'aB^3noTboi Ha3eMHMMM ra^iy35iMH. 

ilopiBHiiHHii pi3HHX po3MipiB cy4HonAaBHnx KOMnaHin noKa3ye, mo 6Lib- 
rnicTb BennKnx i TpaHCHamoHaAbHnx cy4HonAaBHnx KOMnaHin 4o6pe o6i3HaHi 
npo KCB. U4 TeH4eHqim ma nona^aoi cepe4 BeAUKnx MixHapo4Hnx KOMnaHin 
i nomnpn^aoi Ha cepe4Hi KOMnaHii, 5iKi TaKox nparayrb e^eKTHBHO BHKopncra- 
th KCB >iK nacTnHy CBoei MapKeraHroBoi CTpaTerii 44a toto, mo6 KOHKypyBaTH 3 
6Libiii Be^tnKnMn KOMnaHiaMn. KoHijenma KCB BHKopncTOByeTboi y BennKnx i 
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PiicyHOK 1. KonyenmyaAmi paMKU KCB e cydnotiMecmei, CKMdern 3a [5]. 
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cepe4Hix cy4Hon,iaBHHx KOMnamux, a^ie tLilkm KLibKa HeBe^HKwx cy4Hon,iaBHHx 
KOMnaHiw BMKopMCTOByiOTb KCB b mocri CTpaTeriqHoro iHCTpyMeHTy Ta peicaaMy- 
iOTb Bi4noBi4a^tbHicTb 6i3Hecy Ha cboix iHTepHeT CTopiHKax [8]. 

riopiBHTIHHil pi3HHX TMFliB Cy4HOnyiaBHMX KOMnamH npM3B04MTb 40 BeaMKOl 
pi3HMqi b pe3y^tbTaTax. Cy4HoiMaBHi KOMnaHifi, mo Ha4aiOTb nocayra Kpyi3Hnx 
no 4 opoxeM / m npaBM^to, Hanp^My KOHTaKTyiOTb 3 KaieHTaMH Ta KOHKypeHijm 

MDK TaKMMM KOMnafflUMH 6 )KOpCTKOK>. IJ^bOMy TMny Cy4HOn^iaBHMX KOMnaHifi 
npiiTaMaHHa 3a^ie)KHicTb Bi4 4yMKM nacaaoipiB, i TOMy ixna penyraiiia e Ha6araTO 
6LlbIII Bpa3^LMBOIO B nOpiBHUHHi 3 iHLLHIMM Cy4HOn^iaBHMMM KOMnaHHIMM. TaKMM 
hmhom, cy4Hon^taBHi KOMnaHii, ochobhoio 4iMbHicTio >ikmx e nacaacMpcbKi nepe- 
BeseHHii, hk npaBM^to, MaiOTb po34MM npMCBuqem 6e3neqi Ta eKO^torinHiiM 3axo- 
4aM Ha cboix IHTepHeT CTopiHKax, TOMy mo KCB Mae BMpimaabHiifi Bn^niB b imx 
KOMnamux. Iji po34 L™ hm 3Bira Bi4o6pa)KaiOTb nacTimy MapKeTMHroBoi CTpaTerii 
i qaCTO cnpuMOBam Ha icaieHTiB, 3 hkmmm cy4HonyiaBHi KOMnaHii o6MiHK)K)TbOi iH- 
(JropMaiiieio i 3HaHHHMH 6a30Boro piBHJi 4m, noB'ii3aHHX 3 KCB. Cy4H0iMaBHi KOM- 
naHii, aid cniBnpaLjioiOTb 3 HacJiTOBoio Ta ra30Boio npoMwciOBicno, t 3 ko>k 4eMOH- 
CTpyiOTb Bi4H0CH0 bmcokhm piBeHb o6i3HaHocTi npo KCB. Cy4HOMaBHi KOMnaHii 
t(boro Twny qaCTO BMKopMCTOByiOTb Ti >k bmmoth npo4yKTMBHOCTi, m i KOMnaHii 
Ha(})TOBoi i ra30Boi ra^y3i, ockLibkh bohm BMCTynaiOTb b mocri noCTanaiibHMKiB 
4asi hmx. 4enKi eHepreTMHHi KOMnaHii t 3 ko>k MaiOTb CBoi B^tacHi cy4Ha a6o 40Tipm 
cy4HonyiaBHi KOMnaHii. TaKi eHepreTMHHi KOMnami nacTo MaiOTb Beamci po34Lni, 
mo CTOcyiOTbai KCB Ha CBoix IHTepHeT CTopiHKax. 04H3K, TaK hk nepeBe3eHHn He e 
ochobhoio 4miibHicTio KOMnaHii, b po34Lii KCB pi4KO 3ra4yeTboi mock KOHKpeTHe 
mo40 3axncTy HaBKO^tMiiiHboro cepe40Bnma Ta 6e3neKM Ha Mopi. C>4HaK, ocHOBHa 
qacTMHa cbItobmx cy4HonyiaBHHx KOMnaHifi, mo 3afiMaiOTboi BaHTa>KHMMii nepe- 
Be3eHHHMM, me 3aAMinaeTboi He o6i3HaHoio npo KCB. IlpoTe 6araTo BeAiiKux BaH- 
TaacHMx cy4Hon^taBHHx KOMnaHifi MaiOTb iH^opMaqiio npo 6e3neKy i HaBKOyiiiiiiHe 
cepe40Bnme Ha CBoix IHTepHeT CTopiHKax, i HaBiTb 4enKi 4pi6Hi onepaTopn Bi43Ha- 
naiOTb, mo 4 mtm BmnoBmaitbHo e nacTMHoio ix 6i3Hec-CTpaTerii. 

Mmm 6LibinHii po 3 Mip cy4Hon^iaBHoi KOMnaHii, tmm Kpame pea 7 ti 30 BaHa Ti 
CTpaTeria KCB. ELibiHicTb Ma^nix i cepe4Hix KOMnaHifi He cxiMbHi 40 TaKoro >k 
30 BHiuiHboro TncKy, iiK Be^iMKi cJripMH. TaKO*;, tom Kpame HaBneHMfi nepcoHa^i b 
cy4HonyiaBHifi KOMnaHii, tmm Kpame BiH pea^bye CTpaTeriio KCB. KpiM toto, 4351 
ycniuiHoi pea^baiui CTpaTerii KCB, 4y*e BacioiMBo, mo6 b ijefi npouec 6y^io 3a4i- 
aHe Biime KepiBHimTBo cy4HonyiaBHoi KOMnami. 

KopnopaTMBHa coqia^bHa BmnoBma^ibHicTb po3BMBaeTboi hk CBiTOBa npaKra- 
Ka ynpaB^iiHH>i 4^51 CTBopeHHJi CTpaTerinHux 4 obtoctpokobmx mHHocTefi 4351 CBoix 
npMXIMbHHKiB. ICHye MO)KAHBiCTb 47HI Cy4HOn^iaBHMX KOMnaHifi BIlKOpHCTOByBaTM 
410 CBiTOBy npaKTMKy 4351 toto, mo6 ni4TpMMaTM 'ix KO^ieKTMBHy 3amKaByieHicTb b 
no^iinmeHHi eKO^ioriqHMx Ta coiiia^tbHMx noKa3HMKiB, a t 3 ko>k noKpanmTii cboio 

KOHKypeHTOCnpOMOCKHiCTb. 

ripoiiec ct aHOB^ieHHa KOHijenmi KCB b cy4Hon^iaBCTBi 6y4e cynpoB04)Ky- 
BaTMOi HM 3 KOK) npoS^teM. Kpamwfi cnoci6 4Aa ix BiipiuieHim qe nocTynoBe Ha- 
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BqaHHJi, oTpMMaHHii 40 CBi 4 y, KOMnpoMic, neperoBopM. 4ocBi4 b iHuinx Kpamax i 
cetcTopax noKa3ye, mo rauy3eBa acoiiiaLjbi 3 ntrraHB KopnopaTMBHoi coiuaubHoi 
Bi4noBi4a^LbHocri MO*e 6yra ec[>eKTMBHoio CTpaTerieio 4451 no 40 uaHHJi 6ap'epiB 
BnpoBa4>KeHHii KopnopaTMBHoi coiRaubHoi Bi4noBi4aubHOCTi. 

TaKMM umhom, po3yMiHH>i CTpaTeriqHoi npnpo 4 M KopnopaTMBHoi coniaub- 
H 01 Bi 4 noBi 4 a^bHocTi 6i3Hecy 403 boah 6 He tmbkm pamoHaubHo CTaBMTMOi 40 ic- 
HyiOHMx y cycnLibCTBi ouiKyBaHHJiM, aue h 3 ktmbho BM 6 y 40 ByBaTM Bi 4 noBi 4 Hnh 
CHCTeMHMM Bi 4 iyK Ha 14 ouiKyBaHHH. KopnopaTMBHa coiRaubHa Bi 4 noBi 4 aubHicTb 
Ije HOBMM nOTyCKHMM iHCTpyMeHT ni 4 BMmeHHJI pMHKOBOl CTiilKOCTi Ta KOHKypeHTO- 
cnpoMoxHOCTi ni 4 npHeMCTBa. 
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3.4. FORMATION OF SYSTEM OF 
SOCIAL RESPONSIBILITY 
OF PHARMACEUTICAL BUSINESS 
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Abstract 

The article highlights the urgent problems of social development of 
pharmaceutical enterprises in the implementation of quality management systems. 
The article proved the need to create a method of estimation the social responsibility 
of pharmaceutical business, which would meet the economic situation in Ukraine 
and would take account of pharmaceutical specificities. The social responsibility 
of pharmaceutical business consists of quality component, social, ecological, 
administrative, legal components and component of development which are 
realized as in internal and external responsibility of pharmaceutical enterprises. In 
article the system of estimation is created. 

Keywords: social responsibility, estimation, assessment indicators, development, 
pharmaceutical enterprise. 

Anomai{u 

Y CTaTTi BMCBiTueHo aKTyauBHi nnTaHHJi BupimeHHJi npohueM coqiaubHo- 
ro po3BMTKy (JjapMaiieBTMUHMx ni 4 npueMCTB b yMOBax BnpoBaA>iceHHH cucTeM 
MeHe 4 )KMeHTy hkoctL Y cram 40 Be 4 eHa Heo 6 xi 4 HicTh CTBopeHua MeTOAMKM oqiH- 
km coqiaubHoi Bi 4 noBi 4 aubHocri (JrapMaqeBTMUHoro 6i3Hecy, ma Mae BiAnoBiAa- 
tm yMOBaM eKOHOMiuHoro CTaHy YKpaiHM Ta BpaxoByBam rauy3eBy cnequc[)iKy. 
4o cicaaAOBMx coqiaubHoi BiAnoBiAaubHocri (JrapMaqeBTMUHoro 6i3Hecy BiAHece- 
Hi CKuaAOBa jncocri, coqiaubHa, CKuaAOBa po3BMTKy, eKoaoriuHa, ynpaBuiHCbKa i 
npaBOBa CKuaAOBi, aid peaubyiOTbai m y BiiruaAi BHyTpimHbo'i, TaK i 30BHimHiu 
BiAnoBiAaubHOCTi. Ha niACTaBi BiAihpaHux noKa3HMKiB po3paxoBaHi KOMnueKCHi 
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noKa3HMKM, mi xapaKTepM3yiOTb Bci citaaqoBi coqia^bHoi BiqnoBiqaabHOcri 4>ap- 
MaqeBTMHHoro 6i3Hecy. 

KAwnoei CAoea : coqiaabHa BiqnoBiqaabHicTb, oqiHKa, noKa3HMKM oqiHKM, po3- 
bhtok, (JrapMaqeBTMqHe niqnpMeMCTBo. 

H eo6xi4HicTb po3po6KH b yMOBax cboroqeHHn cynacHoi KOHqenqiiynpaBaiHHn 
(JrapMaqeBTMqHMMM niqnpMeMCTBaMM (Oil), roaoBHMM hmhom, noB'maHa 
3 tmm, iqo po3M5i4 On ramie m eKOHOMinHoi cmctcmm, ma Mae 3a Meyy 
bmpo6hml(tbo raKapcbKMx 3aco6iB Ta MaKCMMi3aqiio npM6yTKy, He Bi4o6pa)Kae 
iioro qiaicHoi cyTi. Be3 yBara 3araimaeTboi tom (JiaKT, iqo Cboroqm On — qe iqc 
m 06'eKTM npoqecy coqiara3aqii, to 6 to Taica coqiaabHa CMCTeMa, b Mexax moi 
BiqGyBaeTboi peara3aqin iHTepeciB npaqiBHMKiB, 6yqb to npoqec 3apo6anHHn 
KouiTiB Ha caMOBiqTBopeHHii, oTpMMaHHa Heo6xi4Horo coqiamHoro 3axnciy 
nepcoHa^ty mm cnimyBaHHu. Orace, Ko>KHe Oil craq posranqa™ m CMcreMy, b 3 ik 1 m 
T imo nepeTMHaiOTboi eKOHOMinm Ta coqia^LbHi npoqecM, mi BrMMBaiOTb Ha iioro 
(JryHKqioHyBaHHJi Ta po3BMTOK. ITpn qbOMy Tpe6a Bi43HaqMra, iqo b ynpaBraHHi 
On cboroqHi 3HaqHoi yBara Ha6yBae caMe coqia^bHMii 6itc eKOHOMiqHMx npoqeciB, 
iqo 3HaHHoio Mipoio o6yMOBaeHe m bc^imkoio coqiaabHoio 3HaHyiqicTio npoqyKqii, 
my bohm Biipo6a5noTb, TaK i HOBoio po^mio nepcoHaay, miiii cboroqm CTae ix 
HMOBHMM 3KTI1BOM B yMOBax Heo6xi4HOCTi p03BMTKy iioro caMOMeHeqiKMeHTy B 
npoqeci noGyqoBM cwcTeMH MeHe4>KMeHTy mocTi, 3pocraHHii TBopnoro xapamepy 
npaqi, niqBMiqeHHH pora KopnoparaBHoi Ky^bTypii, nporao30BaHOCTi noBeqiHKM 
On, iioro B3aeM04ii 3 napraepaMM [1, c. 254]. U]e oGyMOB^ioe HeoBxiqmcTb 
po3BMTKy coqiamHo-eKOHOMiHHoi Moqera ynpaBraHHn Oil, ma Mae BiqnoBiqara 
yMOBaM eKOHOMiqHoro CTaHy yicpaiHii Ta BpaxoByBara raay3eBy cnequcJiiKy. 

Memow docAidxmm i e po3po6Ka MeToqiiHHMx 3acaq noSyqoBM cmctcmm CBOB 
Ta !i oqiHKM. /\ a % qocmHeHHn nocTaBaeHoi Mera HeodxiqHMM e BMpimeHHn t3kmx 
3a4an: 1) o6rpyHTyBaHHn cyTHOCTi Ta cicaaqoBMx CBOB; 2) BM3HaqeHHn cyicyn- 
HOCTi noKa3HMKiB oqiHKM CBOB; 3) Biq6ip noKa3HMKiB oqiHKM Ta ’ix rpynyBaHHH 3a 
kockhok) CKaaqoBoio CBOB; 4) nomyK Haii6Libin ecjieKTMBHMx MeToqiB Ta iHCTpy- 
MeHTiB ynpaBraHHH CBOB. 

06'exmoM docAidxenm e npoqec (JiopMyBaHHn cmctcmm coqiaabHoi Biq- 
noBiqaabHOCTi niqnpMeMCTB 3 ypaxyBaHHUM cneqM(])iKM (JiapMaqeBraqHOi raay3i. 

HayKoeom Hoemww docAidxenm e yroHHeHHn cyraocTi CBOB, BM3Ha- 

qeHHn ii ciciaqoBMx; po3po6Ka araopMTMy (JiopMyBaHHn cmctcmm CBOB; a t3ko>k 
y 40 CK 0 HaaeHHn cmctcmm oqiHKM CBOB b yMOBax MeHeqiKMemy mocTi. 

niq TepMiHOM coqiaabHa BiqnoBiqaabHicTb cjiapMaqeBTMqHoro 6i3Hecy 
(CBOB) craq po3yMira 34aTHicTb cy6'eKTiB (JiapMaqeBTMqHoi raay3i 6para Ha ce6e 
3o6oB'n3aHHn (JimaHCOBoro, eKOHOMinHoro, coqiaabHoro i eraMorinHoro xapaKTe- 
py 3a HaciiqKM ’ixHboi qismbHocri nepeq qepiKaBoio, cycnLibCTBOM, HaBKoaMuiHiM 
cniBTOBapMCTBOM, nepcoHa^ioM, 6i3Hec-napTHepaMM Ta iHiiiMMM 3aqiKaBaeHMMM 
CTopoHaMM, ma peaai3yeTboi nepe3 eranHy noBeqiHKy 3 ypaxyBaHHUM iHTepeciB 
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i oriicyBaHb Bcix CTenKxoa4epiB npii 40TpHMaHHi hmhhoto 3aK0H04aBCTBa i Miac- 
Hapo4Hwx CTaH4apTiB Ha npHHijMnax 4o6poBiabHocTi i B3aeMHo'i bmto4m [4, c. 104]. 

CBOE nepe46anae: 3a6e3neneHtia HaceaeHHa aidcHMMH, ecJreKTMBHMMM, 6e3- 
nenHMMH Ta 40CTynHHMM 3a qmoio aiicapcbKMMM 3aco6aMii; CTBopeHHa yMOB 4aa 
po3BMTKy npocjreciMHoi Bi4noBi4aabHOCTi npaqiBHMKiB (JjapMaqeBTHHHo'i raay3i 
Bi4noBi4Ho 40 BMMor coqiaabHMx HopM; 3a6e3neneHHa yMOB eicoaoriqHo hmctoto 
BM po6HML(TBa i cnpuaHHa noainuieHHio eKoaorinHoi CHTyaqii b Micqax npncyT- 
HOCTi BMpo6HMHHx noTyacHOCTeii; ynacTb y perioHaabHiix coqiaabHiix nporpaMax 
po3BMTKy TepMTopiM i peaai3aqiio BaacHwx coqiaabHnx npoeKTiB. CBOE 6a3yeTbca 
Ha npMHL(MnaX 40TpMMaHHa HMHHOTO 3aK0H043BCTBa / BpaXyBaHHi BMMor Mi>ICHa- 
P04HMX CTaH4apTiB aKocri i nepe46anae 3HanHy Mipy 4o6poBiabHOCTi b peaai3aqi'i 
cobiiaabHMx 3axo4iB. CaMe 4o6poBLibHMM xapaKTep peaabaqii coqiaabHMx 3axc>4iB 
o6yMOBaioe icHytone po3MaiTTaM ni4X04iB 40 (JropMyBaHHa Ta oqiHKH cmctcmm 
CBOE. 

TaKMM hmhom, cboro 4 Hi Heo 6 xi 4 HMM e y 40 CK 0 HaaeHHa MexaHi 3 My (])opMyBaH- 
Ha CBOE. FoaoBHoio MeToio (JropMyBaHHa CMCTeMii CBOE e 3a40BoaeHHa noTpe6 
(aK BHyrpiuiHix, TaK i 30BHiuiHix no Bi4HomeHHio 40 OFI) ai04MHM aK npaqiBHHKa, 
aic cnocKMBana npo4yKqii, aic oco6ncTocTi, aica cniBicHye 3 OFI b 04H0My eicoao- 
rinHOMy npocTopi. 3aB4aHHaM no6y40BM cmctcmm CBOE e po3po6tca CTpaTeri'i Ta 
peKOMeH4aL(iM p03B'a3aHHa CynepeHHOCTeil, aid BMHHKaiOTb MDK np04yKTMBHMMM 
CMaaMM Ta bhpoShhhhmm Bi4H0CMHaMM, a caMe: cnpuaHHa aKTMBi3aqii 411 He tmb- 
KM eKOHOMiHHMX (})aKTOpiB BMpo6HMqTBa, a M COIjiaabHMX, TaKMX aK KOMneTeHT- 
HicTb, npo(])ecioHaai3M nepcoHaay, ho3mthbhmm iMi4ac; ecJreKTMBHe ynpaBaiHHa 
Bi4TBopeHHaM ai04CbKoro KaniTaay; po3BMTOK qiHHOCTi hobo! KyabTypn OFI; cnpn- 
aHHa Koonepaqii iHTeaeKTyaabHoi npaqi, po3BMTOK caMOMeHe4acMeffly 4iaabHoc- 
Ti TBopnoi ai04MHM; nocnaeHHa CBOE Ta CTBopeHHa Ha OFI KaiMaTy coqiaabHoro 
napTHepcTBa. /\asi po3BMTKy cncTeMM CBOE Ta 3a6e3neneHHa CTpaTeriqHMx KOHKy- 
peHTHMx nepeBar nepe4 3axi4HMMM KOMnamaMH, aid 4iiOTb Ha (JrapMaqeBTMHHOMy 
pnHKy YKpaiHM Heo6xi4HMM e po3po6Ka MexaHi3My ii (JiopMyBaHHa [4, c. 104; 6, c. 
187], 

MexaHi3M (JiopMyBaHHa CBOE — qe cyxynmcTb B3aeMonoB'a3aHnx ni 4 X 04 iB, 
MeT 04 iB, HMHHMKiB, npMHqiiniB, iHCTpyMeHTapiio, peiyaiOBaHHa Ta Bi4noBi4Horo 
3a6e3neneHHa npoqecy CTBopeHHa e^eicraBHOi cucreMM coqiaabHoi BiqnoBiqaab- 
Hocri cy6'eKTiB (JrapMaqeBTMqHoi raay3i 3 MeToio peaabaqii ixhboi Midi 14040 
3a6e3neneHHa HaceaeHHa aidcHMMM, 6e3nenHMMM, TepaneBTMHHO qieBMMM Ta 40 - 
CTynHHMH 3 a qmoio aiKapcbKMMii 3aco6aMM 3 ypaxyBaHHaM inrepedB Bcix 3aqi- 
KaBaeHnx CTopin. MexaHi3M (JiopMyBaHHa CBOE BKaionae 4 eidabKa eTaniB, aid ni 4 
qac B3aeM04ii cnpnaiOTb po3BiiTKy cncreMH MeHeqacMemy aKOCTi Ha OFI (pnc. 1). 

nepuiiiM BaacaMBHM eTanoM (JiopMyBaHHa cncreMH CBOE e CTBopeHHa 
KOMnaeKcy Ti peiyaiOBaHiia, aiain BKaionae MiacHapoqHnn, HaqioHaabHnn, raay3e- 
bmh Ta pnHKOBMM piBeHb. Ha MiacHapoqHOMy piBHi peiyaiOBaHHa npoqecy (JiopMy- 
BaHHa CBOE 34incHioeTbca MiacHapoqHHMH CTaHqapTaMH, Ha HaqioHaabHOMy — 

hmhhmm 3aK0H04aBCTB0M, Ha raay3eBOMy — KOMnaeKCOM HaaeacHnx npaKTMK, Ha 
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pilHKOBOMy piBHi peiy^LIOBaHHil 34iMCHIOeTbOI 3MiHOIO KOH'lOHKTypM, mo BM3H3- 
HaeTbd 3pymeHHaMM y H030^iorbix, nonBoio hobmx 3axBopiOBaHb, 3MiHoio nyiaTo- 
cnpoMocKHOCTi Hace^eHtM Ta iH. 

nmrpyHTu 4pyroro eTany cioia4ae komimckc i3 3a6e3neHeHH>i CBOB, mo 
Bicaio^ae pecypmy, HopMaTMBHy, mtJiopMamMHy Ta opram3aqiMHo-MeT04MqHy 
CKaa40Bi. HaaBHicTb Heo6xi4Horo 3a6e3neHeHH>i b 40CT aTHBOMy o6oi3i y BM3Hane- 
hmm nepio4 e ochoboio ycniuiHoro (JiopMyBaHHii cmctcmm CBOB 3 or/umy Ha ic- 
HyBaHHa 06'eKTMBHMx o6Me>KeHb. PiBeHb 3a6e3neHeH0CTi npcmecy (JropMyBaHHii 
CMCTeMM CBOB BM3HaHaeTbOI HaHBHMM (jliHaHCOBMM, Tpy40BMM, iHHOBamMHMM, 
iHBecTMmiiHMM Ta iHiraiMH BM43MM noTeHma^iy On. Ha 4aHOMy eTani BM3HaHa- 
lOTboi KpMTepii «40CTaTH0CTi» 3a koxhmm BM 40M 3a6e3neHeHH>i. On B3aeM04ii0Tb 
3 pi3HTIMH CTeMKXOiL4epaMM / nOTpe6w RKllX pi3HaTbOI, TOMy Heo6xi4HO BM3HaHH- 
tm, aid 3 hmx BmnoBmaiOTb Mici’i On, 3a6e3neHMBuiM Mix hmmm 6aaaHC. 

CTBopeHHa CMCTeMM napTHepcbKMx Bi4H0CMH e TperiM eTanoM (JiopMyBaHHH 
CBOB. Ha HbOMy (JiopMy^ioiOTbOi Micia On i ni4nopn4KOBam hm T(Lii CBOB; bm- 
3HaMaiOTboi napTHepM, oJiepM ix iHTepeciB ctocobho On; 34iiicHioiOTboi 3axo4M i3 
3a6e3neMeHHJi npo3opocTi Ta Bi4KpMTocri 4isLibH0CTi On 4AH CTeMKxo^4epiB 

Ha qeTBepTOMy eTani (JiopMyBaHHn cmctcmm CBOB BM3HaHaiOTboi acaa40Bi 
ccmia^bHoi Bi4noBi4aiibHocTi Ta ii B^acraBocri m cmctcmm. TaKMMM B^acTMBocTu- 
MM MOXHa H33B3TM qLdCfflCTb, TOHfflCTb, Bi4KpMTiCTb, 4MH3Mi3M, e(J)eKTMBHiCTb. 

B^iacTMBicTb iiLiicHocTi xapaKTepM3ye CBOB m 64MHy TjLiicHy CMCTeMy e^ie- 
MeHTiB, Bi4HOCMH, peCypdB, iHCTpyMeHTiB Tomo. TOMy 3MiHM, B 04HM MaCTMHi Me- 
xaHi3My o6ob'513kobo Bn^iMBaTMMyTb Ha iHini, mo BMMarae peTe^ibHoro miaHyBaH- 
hh ii ypaxyBaHHn B3aeM04ii acaa40BMx. 

ToHHicTb nepe46aHae CBoenacHe m a4pecHe BMKOHaHHn nocTaB^ieHMx 3aB4aHb 
i3 Bi4noBi4HMx HanpuMKiB. Tara B^iacTMBicTb 3'nB^ineTboi upn K00p4MH0BaH0My 
ynpaB^iiHHi e^eMemaMM, npaBM^ibHOMy Ta CBoenacHOMy BMKopncTaHHi Bi4noBi4- 
hoto iHCTpyMeHTapiio. 

Bi4KpMTicTb 03HaHae 3a7ie>KHicTb Bi4 Bn^iMBy 30BHiuiHboro cepe 40 BMiua, Ta 
04 H 0 HaCH 0 MOXCTMBiCTb Bn^lMBaTM Ha 30BHiuiHe Cepe 40 BMme 3a 40 n 0 M 0 T 0 I 0 co- 
mayibHMX npoeKTiB i nporpaM. 

B^iacTMBicTb 4MHaMi3My po3yMieTboi hk 6e3ynMHHMM po3BMTOK MexaHi3My b 
KOHT eKCTi p03BMTKy UK BHyTpiHIfflX CMCTeM, TaK i B IX B3aeM03B'n3Ky i3 30BHiuiHiM 
cepe 40 BMmeM. 

EtJieKTMBHicTb CMCTeMM CBOB — ije Ha6yTTn On KOHKypeHTHMx nepeBar Ta 

4043TKOBMX 3MCKiB Bi4 B3aeM04li 3i CTeMKXCM4epaMM Ha B3aeMOBMTi4HMX yMOBaX. 

40 acaa40BMx CBOB Moraa Bi4HecTM craia40Bi morni, ccmia^bHy, eKCMorin- 
Hy, ynpaB^iiHCbKy, npaBOBy Ta craia40By po3BMTKy, md pea^dyiOTbai jik y BMMimi 
BHyrpimHboi, TaK i 30BHiuiHiM Bi4noBi4a^ibHOCTi. 

Cicaa40Ba po3BMTKy BM3HaHaeTboi bmpo6hmhoio i 36yTOBoio cjiyHKmeio On Ha 
pMHKy 5 ik BMpo6HMKa i nocraHa^bHMra ^irapcbKMx 3aco6iB, npM3HaqeHMx ncxiin- 
uimtm nicicTb xmtth nameHTiB Ta Maii6yTHix noKO^iHb, mo 403BCM3ie On oTpMMy- 
BaTM npM6yroK. TaKMM hmhom, Bci On Bxe e coiiia^ibHo Bi4noBi4a^ibHMMM. 
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ETAn 1 

BiiB'ieHHH ci annaprlB, jaKOHiu, HacraHOB ra najionceHb ctocobho peryjiiOBaHHH ciicieMH 
couiajibHoi BlanoBlaajibHOCTi (JiapManeB iiimhoi o Oiaieev (CBOE) 




CyKyntiicmb npaeun (popniyeanun cucme.wu CBOE ma ix 06 'cdnawiH 




BH3Ha*ieHHH ra ici a.ii laniii bh.ub $aoe jne*ienmi CBOE 

VPecypcHe 1 I HopMaTHBHe | \ iHcfropMauiHHe | | OpraHtiauiihro-MeTOflHHq^ 



OuiHKa 



BH3HaHeHHH 
(JiaKTHMHoro piBHa 
3a6e3neHenocTi 
Heo6xiaHHMH 
pecypcaMH 






>uoiiepe,ziHboro aocBiay couiajibHoi' uiajibHOCTi OTI; 
TaHy couianbHoro po3BHTKy Oi l; 
jiOTeHuiany OT1 (cnpOMOxcHOcri Ta roTOBHOCTi Oi l 

no cTBopeHHB cHCTeMH CBOB Ta nepexo/iy no 

(JiyHKuioHyBaHHfl Ha 3acanax couianbHo- 
opieHTOBaHoro MeHen>KMeHTy. 



P03po6Ka KpHTCpi'lB «/lOCTaTIIOCTi» 3a 
KOXCHOIO CKJiaAOBOlO 3a6c3nCHCHHH 



BioiiaHeiniH ncnpcGH y pecypcax 



rioinyK nxcepen Ta noKpHira noTpeSw Ta 3anyHeHHH pecypciB 



ripMMHHTTH pillieHHH 1110,10 HeOOXI.lHOC 1 I (j)opMVBaHHH CHCTeMH 



OKpecjiem 
npo 6 ne.Mii y ctpepi 

COlfiaJlbHOi 

eidnoeidaibiiocmi 



Momueu 

(pop.MyeoH HH 
cucmeMU 

COlfiaJlbHOl 

eidnoeidajibiiocmi 



ETAn 3 



<I>OpMyBaHHH CHCi eMIl liapi HepCbKlIX BUHOCHH 



OuiHKa BruiHBy 
tjjaicropiB 
30BHiuiHb0r0 Ta 
BHyTpiuiHboro 
cepeAOBHiua 









BH3HaHeHHS 




3a6e3nene 






OuiHKa 


— ► 


iHTepeciB 




HHH 


-► 


• 


CTeHKxojwepiB 


• • 


CTeHKxojiuepi 


• • 


6ajiaHcy 










b Ta on 




iHTepeciB 





OopMyjnoBaHHa 
MiciV Ta uijieH 

oni 

niflnopaflKyBaHH 
a hum uijieir 



3axoAH i3 3a6e3neHeHHH ripoiopocri Ta BlaKpiiTOCTi ninJibHocri Oil ajih cTeiiKxo.inepiB 
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Pmc. 1. MexaniiM $ opMyeanm CBOE 
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IlpaBOBa BiqnoBiqajibHicTb nepe46aHae wice bmkoh 3 hhh Oil hmhhoto 3aKo- 
H04aBCTBa, BMMor MiacHapo4HMx CTaH4apTiB mocTi, Bi4noBi4HicTb qisMbHocri On 
oqiKyBaHBMM cycnMbCTBa, 3a(J>iKCOBaHMM y npaBOBiix HopMax. /\o He'i MocKHa Ta- 
ko>k Bi4HecTH BHKOHaHHa npaB /1I04MHH, reH4epHMx npaB i npaB MeHiniiH. 

YnpaB^iHCbKa BiqnoBiqammcTb BMMarae Bi4 nepcoHa^iy BMKOHaHHn npMHqn- 
niB cjrapMaLteBTMqHo'i ejiiKii, qeoHTOJiorii Ta icHyiOHMx HopM Mopajti ni4 qac bmko- 
H3HK3 cboix (JryHKqioHajibHMx o6oB'n3KiB. /\o ynpaBJiiHCbKoi BiqnoBiqamHOCTi oiiq 
Bi4HecTH noTtiTMKy niqrOTOBKM coqiamHMX 3BiriB i KOMneHcaqiiiHy noJiiTMKy On. 

EKO^ioriHHa cicaaqoBa CBOE — qe CTBopemui Ha On cucjeMii eKO^oriHHoro 
MeHe 4 >KMeHTy, nojtiTMKM eHepro- Ta pecypco36epe>KeHHn, ynacTb On b eiaMorw- 
hmx npoeKTax Ha HaqioHaabHOMy i perioHamHOMy piBHm. 

CoqiamHa cioiaqoBa BKjnonae cycniibHy i Tpy40By. CycnLibHa cioiaqoBa 
CBOE nepe46aHae pea^tHaqiio nporpaM po3BMTKy q^ui HacejteHHii b Micqrn npw- 
cyTHOCTi On, ynacTb b G^iaroqiMHMx 3axo4ax, npoeKTax 14040 Gjiaroycrpoio Tepn- 
Topifi. Tpy40Ba cicaaqoBa CBOE BTLnoe b co6i (JropMyBaHHJi e(J>eKTMBHoi KaqpoBoi 
no^iiTHKM, po3BMTOK coqiajibHoi iH(J)pacTpyKTypn On, po 3 bmtok nepcoHa^iy Ta 
iHine. 

I Haii 6 Libm BarKJiMBoio 4 AS 1 (JrapMaqii cioiaqoBoio cmctcmm CBOE e cicaaqoBa 
mocri, BTMeHa y 3a6e3neneHHi TepaneBTMHHoi eiJreKTMBHOCTi, 6e3nenH0CTi, qmo- 
Boi Ta (J)i3MHHoi 40 CTynH 0 CTi, 3pyHH0CTi 3acTocyBaHH3 ^tiKapcbKMx 3aco6iB, 140 bm- 
poSAsnoTboi Ta pea^i 3 yiOTbca On. 

Ha n'iiTOMy eTani BM3HaqaiOTbOi ni4X04M, npMH4MnM, MeroqM Ta iHCTpy- 
MeHTH (JropMyBaHHJi CHCTeMH CBOE. OCHOBHMMM HayKOBMMH ni4X04aMM 40 (J)Op- 
MyB3HHH CMCTeMM CBOE e npOqeCHMM, KOMIMeKCHMM, CMTyaqiMHMM, CMCTeMHMM 
Ta inuii, mi 4onoBHK)K)Tb 04MH 04H0T0. 4° npMH4nniB MexaHi3My (JropMyBaHHJi 
CBOE Ha^tecKaTb: npMHqnnM ynpaBJUHHJi micTio, nponopqiMHocri, 34eKBaTH0CTi, 
y3T04*;eH0CTi, a4anTMBH0CTi, piiTMiHHocTi, KepoBaHocri, 6e3nepepBH0CTi, eKOHo- 
MiHHOCTi. 

MeT04aMM Ta (JropMaMM peajti3aqii CBOE e ynacrb y qeprKaBHMx coqiajibHMx 
nporpaMax, peajtHaqiji coqia^bHwx npoeKTiB Ta coqiamHMx nporpaM 44a nepco- 
Ha^ty Ta HacejieHHJi, po3po6Ka Ta yqocKOHa^teHHJi coqiajtbHoi no^iiTMKM niqnpneM- 
CTBa, CTBopeHHii eKO^oriHHMx npoeKTiB, G^iaroqiMHicTb, MeqeHaTCTBO, enoHeopeTBo 
Ta iH. 

iHCTpyMeHTaMH (JropMyBaHHJi cncTeMM CBOE e oqiHKa iyqBLiy, perpeciiiHi, 
CTaTMHHi ii 4MHaMiqHi Moqe^ii, Bi4CTe>KeHHii i npomo3M, eKcnepTHi onMTyBaHHJi, 
MaTeMaTMMHi iMiTaqiMHi Moqejii, po3paxyHOK eKOHOMinHoro, coqiajibHoro, eKO^io- 
rinHoro, 6i04>KeTHoro, CMHepreTMMHoro e(J>eKTy Ta iH. 

HacTynHMM uioctmm eTan nepe46anae nornyK i po3po6Ky amTepHaTMB 
ynpaByiiHCBKMX pirneHb, mi Bi4noBi4aiOTb ochobhmm npMHqimaM (JropMyBaHHJi 
CMCTeMM CBOE, Ta BM3HanaiOTb i’i 3b'ji30k i3 CMCTeMOio MeHeqrKMeHTy mocri m cmc- 
TeMoio 3ara^ibHoro ynpaBJiiHHJi On. 

Cbommm eTan (JropMyBaHHJi cmctcmm CBOE — qe ^orinHe npoqoBJKeHHJi npo- 
qeqypn Bi46opy erJreKTMBHMx ynpaBJUHCbKMx pirneHb. OqHaK, Ha BiqMmy Biq no- 
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riepe/tHboro Bi/^opy, 4aHMM eTan nepe 46 anae aHaai3 iHTerpa^bHoi ecjreKTMBHocTi 
ynpaByiiHCbKMX pirneHb 3a Bi4i6paHMMii noKa3HMKaMii. 

Bocbmmm eTan ncbiarae y npnnHaTTi pirneHb 14040 (JropMyBaHHa cmctcmm 
CBOB 4AH KOHKpeTHoro ®n Ta 3a6e3neneHHa i"i e^eicraBHocTi. 

Ha 3aicaiOHHOMy 4eB'aTOMy eiani 34incHioeTbai oqiHKa pe3y^ibTaTiB Ta Kourp- 
cmb 3a CMCTeMoio CBOB. L^en eTan Biononae cncTeMaTMHHy cmiHKy, mo pea^tbyeTb- 
d hk Ha piBHi On, Tax i Ha piBHi (JrapMaiieBTimHoi ra^ty3i nn perioHy. Pe3y^bTaTOM 
4aHoro eTany e cioia4aHHa ii onpMyiKymeHHa coLjiayibHoro 3BiTy, a t3ko>k oTpn- 
MaHHa peMTMHTOBoro Micim On cepe4 coijia^bHo BmnoBma^bHnx opraHbamn 
KpaiHH Ta ra^y3i. 

BnpoBa4)KeHHJi 3anponoHOBaHoro MexaHi3My (JropMyBaHHa cmctcmm CBOB 
403B(Mae: BM3HanMTM Ta oluhmtm npoG^teMM y ccjrepi CBOB; CTBopiiTM 3aca4n ec^eic- 
tmbhoto MeHe4)KMeHTy jiKOcri; BM3HaHMTM cyxynHicTb pecypciB, mo Moacyrb 6yra 
cnpaMOBam ®n Ha coiiiayibHo-BmnoBmaiLbHy 4MLibHicTb; po3po6HTM ecjreKTMBHy 
circTeMy ynpaB^iiHHJi coiiia^bHo-BmnoBma^ibHoio 4isLibHicTio; 3a6e3nennTn ctbo- 
peHHH CHCTeMM napTHepcbKMx Bi4H0CMH i3 creMKX044epaMM; po3po6wTH 3ara^ibHy 
circTeMy npocyBaHHii Ta 3anpoBa4*:eHHJi npiiHimniB ccmia^ibHoi Bi4noBi4a^LbHocTi 
Ha piBHi (JrapMaLjeBTMqHoi ra^iy3i. 3anponoHOBaHMM Mexam3M oipnaTHMe ni4BM- 
meHHIO KOHKypeHTOCnpOMOaCHOCTi BiTqM3HaHMX ®n. MexaHi3M 403BCM5ie yHMK- 
Hyra He40^tiidB eroicTMqHoro ni4X04y 40 npcmecy (JropMyBaHHJi cmctcmm ccmia^b- 
Hoi BmnoBmaitbHocTi; BiH BH3Hae BpaxyBaHHa iHTepeciB Ta noTpe6 cycnLibCTBa Ta 
ix y3T04)iceHH>i 3 inrepecaMn On, HanMOinyiOHn npn ijbOMy Ha 40 btoctpokobmx 
nepeBarax CBOB. npn ijbOMy 4i5LibHicTb 6y4b-aKoro ®n noBMHHa, b neprny nepiy, 
opieHTyBaraoi Ha BMKOHaHHn coiiia^tbHoi Midi, ma ncxiarae y 3a6e3neneHHi Ha- 
CeiieHHH HKiCHMMM, e(})eKTMBHHMM Ta 40CTynHMMM 3a mHOIO iliKapCbKMMM 3aco- 
6aMM. A B)Ke 40Be4eHHa 40 cycnLibCTBa BaacanBOCTi BHKOHaHHa Midi, MacuiTa6iB 
npoBe4eHoi ccmia^bHoi po6oTM iimuxom onpMyiKvmeHHa coijiayibHHx 3BiTiB e 3a- 
nopyKOio 40Bipn Ta ni4TpnMK m On BdMa CTenKxo^mepaMH, mo hk Hadi40K 3a- 
6e3nenMTb bmcokmm piBeHb npM6yTK0B0CTi On. A^te di4 3Ba>KaTM Ha Te, mo Bci 
Bi4H0CMHM On 3i CTeMKxcbmepaMn MaiOTb 6y4yBaTMCb Ha 3aca4ax napraepcTBa Ta 
B3aeM0BHT04M. CaMe T04i mo>igimbmm e 40dmeHHa MaKCMMa^ibHoi iHTerpa^BHoi 
ecJreKTMBHocTi coiiia^bHo-Bi4noBi4a^bHoi 4isLibH0CTi. 

HacTynHiiM Ba*;^LMBMM HanpaMKOM ynpaByiiHHa chctcmoio CBOB e ii cmiHKa. 
3anponoHOBaHa aBTopaMM cnmeMa otuhkh CBOB HaBe4eHa Ha pnc. 2. 

Heo6xi4HicTb npcme4ypM oGrpyrnyBaHHa cmctcmm noKa3HMKiB, aid Bce6in- 
ho xapaKTepM3yiOTb CBOB mo>kh 3 noacHMTn tmm, mo BpaxoBytonn CKaa4HicTb 
Ta 6araTorpaHHicTb ccmiaiibHo opieHTOBaHoi 4bMbHOCTi On, ii Mo>KHa a4eKBaT- 
HO OqiHMTM TLlbKM 3a 40n0M0T0I0 HayK0B0-06TpyHT0BaH0i CHCTeMM nOKa3HMKiB. 
BM6ip noKa3HMKiB BM3HanaeTbd KOMnaeiccoM nocTaBaeHnx 3aB4aHb Ta Bi 46 MBae 
B3a6M03B , 3I30K MeTM OTUHKH CBOB 3 MeTOIO ynpaBaiHHa on Ta MOTO BMpo6HMHO- 
rocno4apcbKoio 4isLibHicno. 

4 as i 34iMCHeHH>i otuhkh CBOB o6rpyHTOBam bmmotm 40 tmx noKa3HMKiB, aid 
6y4yTb BMKopMCTOByBaTMCb y po3paxyHKax. TaKMMM BMMoraMM e: 1) npM4aTHicTb, 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



231 



Section 3. Corporate Social Responsibility in the System of Strategic Management 



cneifiKpiuHi 



floSpOBUIBHOCTi, CTaJIOCTi 
po3BHTKy, 3ajiyneHHB 
3au;iKaBiieHHx cTopiH 



eidnoeidajibHicmb neped 
naipeHmaMU 
Bi^noBiflajibHicTB nepea 
aKpioHepaMH Ta 
BJiacHHKaMH; 
BiflnoBiflajibHicTb nepea 
6i3Hec-napHepaMH; 
Bi^noBiflajibHicTb nepe^ 
nepcoHanoM; 
Bi^noBiflajibHicTb nepea 
cycniubCTBOM; 
Bi^noBiflajibHicTb nepea 
^ep^caBHHMH opraHaMH 
BJia^H; 
emnoriHHa 
BiflnoBi^ajibHicTL 



COlflOJlbHO 

eidnoeidanbHa 

dimbHicmb 

cyS’eKTa 

(JjapMapeBTHHHoi 

rajiy3i 



HanpaMH 



npHHUHIIH 



ciniiu'ieniiH 

npuHHiinie 

oifiiiKU 



HayKOBOCTl, CHCTeMHOCTl, 
e^JGKTHBHOCTi, mTerpoBaHocii, 
npaBOBo'i perjiaMeirraijii, 
THyHKOCTi, OnepaTHBHOCTi, 
o6’eKTHBHOCTi, np030p0CTi 



PiBHi 



6a3oeuu pieenb 



eu'iiiaieiuiH 

nanpHMKie 

OlfillKU 



(iiniui'ieiiiiH 
pienie, 3a hkumu 
6yde npoeodumucb 

OlfillKU 



piBeHb flO^aTKOBOl 
^oSpoBinbHoi 
BiflnoBi^ajibHOCTi nepe^ 
nepcoHajioM, cycniubCTBOM 
Ta 6i3Hec-napTHepaMH 




* n 


Cy6’eKT 

OIjiHKH 


nil) <tac oninKU 


306HIIUHIU 






niaxoflH 















SHympiiuHiu 



MeHe;pKep 13 copiajibHoi BiflnoBmajibHOCTi Ta 
CTanoro po3BHTKy 4>apMapeBTHHHoro ni^npHCMCTBa 



KOMnjieKCHuii nidxid 

peHTHHTOBHH niflxia;, 
copiaubHHH ayzpiT, 
CHCTeMHHH ni^xi^ 



cynacnuu 
iHcmpyMenm api u 

copiajibHa 3BiTHicTb, 
eKOHOMiKO- 
MaTeMaraHHi Ta 
CTaTHCTHHHi Modern, 
cjjapMaKOeKOHOMiHHH 

h aHani3 Ta iHini 

_ _ J 



Pmc. 2. CucmeMa ou,iHKU co^tamoi eidmeidoAmocmi <J>/7 
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to6to 4iMCHicTi> BMMipy noKa 3 HMKaMM Toro, 43a toto bohm npM 3 HaHaiOTbca; 2 ) 
npaBiMBHicTb BM 3 HaneHHa CTaHy o6'eKTy noKa 3 HHKaMH; 3) TOHHicTb, to6to no- 
Ka 3 HMKM noBMHHi nocriMHo 3 a 6 e 3 nenyBaTM 06'eKTMBHi pe 3 yabTaTM; 4 ) Ha/uMHicTb, 
to6to o'liKyBaHi homhakh a6o Bi4XMaeHHa y po 3 paxyHKax noBMHHi 6yra MimMaab- 
Hi; 5 ) noBHOTa Ta BMnepnHMM xapaKTep, to6to cyKynHicTb noKa 3 HMKiB noBiiHHa 
BwqepnHO Bi46MBaTM Bci 3 MiHHi, aKi ni44aiOTbca BHMipiOBaHHio; 6) ymKaabHicTb, 
KOHKpeTHi noKa 3 HMKM noBMHHi 6yTM ymitaabHMMM Ta He iMiTyBaTM BMMipHMKiB, 
aKi e Ha44HuiKOBMMM mm nepeTMHaiOTbca. .3k npaBiiao, cai4 npamyra 40 04hoto 
y 3 araabHeHoro noKa 3 HMKa 43a ko*hoi BaacTMBocri aHaai 30 BaHoro 06'eKTy. KLib- 
KicTb noKa 3 HMi<iB npw ijbOMy noBiiHHa 6yTM MimMaabHoio, aae 4ocTaTHboio 43a 
o6'eKTMBH01 OLfiHKM 4mabHOCTi Bi4nOBi4HO BM 3 HaHeHMM (jiyHKLliaM; 7 ) nOKa 3 HMKM 
Ta CMCTeMa oluhkm noBMHHi 6yra npocraMM i b tom >ice Mac 3m1ctobhmmm; 8) no- 

K33HMKM MaiOTb 6 yTM KMbKiCHMMM y He3aae*HOCTi Bi 4 TOTO, a 6 cOaiOTHi BOHM MM 
Bi 4 H 0 CHi; 9) noK33HMKM noBMHHi Bi 4 noBi 4 aTM BMMoraM oiuhkm, a t3ko>k 3a6e3ne- 
qyBaTM Heo 6 xi 4 Hy B3aeM03aae*Hicrb 3 noKa3HMK3MM BMpo 6 HMqo-rocno 4 apcbKoi 
4 iaabHOCTi Oil; 10) nopiBHMbHa 34aTHicTb, to6to noKa3HMKM noBMHHi nopiBHio- 
BaTMCb y 4 MHaMiL(i 3a 04 HMM o6'6ktom 40 Oii 4 *eHHa Ta Mi:* 3HaHHoio KiabKicTb 
06 'eKTiB. 

BpaxoByiOHM 14 bmmotm, nonepe4Hbo 6yaa aJiopMOBaHa 3araabHa cyKynmcTb 
3 aoKaabHMx noKa3HMKiB, aid xapaKTepM3yiOTb CBOB 3a BciMa Ti cicaa40BMMM. Ha 
nepmoMy eTani Bi46ip aoKaabHMx noK33HMKiB oluhkm CBOB 6yao npoBe4eHO 3a 
4onoMoroio eKcnepTHoro MeT04y. B aKocri eKcnepTiB BMCTynaaM KepiBHMKM On i 
KOMnaHifi, KepiBHMKM Ta npaLUBHMKM ciy*6 (Bi44iaiB) ynpaBaiHHa nepcoHaaoM, 
HayKOBiji. 3araabHa KiabKicTb eKcnepTiB craHOBMaa 6Libin Hi* 130 oci6. Hacryn- 
hmm eTanoM 40di4*eHHa 6yaa nepeBipKa piBHa Kopeaaiu'i Mi* aoKaabHMMM 
nOKa3HMK3MM OLUHKM CBOB 3 MeTOIO BMayHeHHa 3 BM6ipKM nOKa3HMKiB, aid Ma- 
iOTb bmcokmm piBeHb 3B'a3Ky 04MH 3 04 HMM. 3klup KoecJniueHT napHoi Kopeaaiu'i 
4 box noKa3HMKiB nepeBMipye 3HaHeHHa y 0,8, to 3a uiKaaoio He440Ka ije CBi4qMTb 
npo 4y*e bmcokmm 3B r a30K Mi* noKa3HMK3MM Ta He4onLibHicTb ix o4HOHacHoro 
BMKOpMCT3HHa, To 6 tO 04MH 3 HMX nOBMHeH BMKMOHaTMCa 3 CyKynHOCTi. BM6ip B 
cepe4MHi napM noK33HMKiB 34iMCHioeTbca Ha KopMCTb toto noKa3HMKa, rkum He 
Mae, a6o Mae MeHiny KiabKicTb bmcokmx 3HaneHb Kopeaaiu'i 3 peuiToio noKa3HMKiB 
CyKynHOCTi [1, c. 109]. no pe3yabTaTax t3kmx po3paxyHKiB Bi4i6paHi 46 aoKaabHMx 
noKa3HMKa 4Aa xapaKTepMCTMKM piBHa CBOB (pnc. 3). 
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• Fl 0 Ka 3 HHK 
UiHOBO'i 
AoexynHoexi 
JliKapCbKHX 
3aco6iB 

• HaaBHicTb Ha 
ni^npHCMCTBi 
CHCTeMH 
ynpaBJiiHHH 
SKiCTK) 

• riOKa3HHK HKOCTi 
o6ciiyroByBaHHH 
KJlieHTiB 



• KoeiJriuieHX 
noaaxKOBoro 
HaBaHTajKeHHfl 

• Koe(J)iui€HT 
iH(j)opMauiHHo'i 
Bi^KpHTOCTi 

• KoeijriuieHX 
3a6oproBaHOCTi 
nepeu 6KWKexoM 

• riOKa3HHK 
BnpOBaaaceHHa 
CTaHflapTiB 
couianbHoro 
MeHeyi>KMeHTy 



• Koe<J)iuieHT • MacTKa npH6yTKy, axa 

cruiaxH cnpaMOByexbca Ha 6jiarofliHHi 

eKOJioriHHHx 36opiB 3axouM 



•Koe(J)iuieHx •KoeijriuieHX 

aKXHBHoexi CK/iaaaHHa OHOBJieHHa 
couianbHoi 3BixHOcxi ochobhhx 3aco6iB 



• KoeiJ)iuieHX Bxpax 
niflnpHEMCXBa bU 
HepauioHajibHoro 
npHpoaoKopHCxyBa 
HHa 

• Koe(j)iuieHX 
eKOJioroeMKoexi 
npouyKuii' 
niflnpHCMCXBa 
•TeMnn eKOHOMi'i 
eHepropecypciB 

• KoeiJ)iuieHXH 
BianoBiaHoexi 
oGcariB bhkhjub 

UIKijUlHBUX 
peHOBHH ix 
rpaHHHHO 
aonycxHMin 
KOHueHxpauii 



• Koe<J)iuieHx npaueBJiainxyBaHHa 
iHBajiifliB 

• Koe(j)iuieHX 3a6e3neieH0Cxi 
niAnpHCMCXB 3aKJiauaMH couianbHof 
iH(j)pacxpyKxypH 

• riOKa3HHK OCBiXHbOrO piBHa 
nepcoHany 

• rioKa3HHK npotjieciHHoro piBHa 
nepcoHany 

• Koe(j)iuieHX BHpo6HHHoro 
xpaBMaxH3My 

• KoetjjiuicHX (j)iHaHcyBaHHa 
3axofliB 3 oxopOHH npaui 

• Koe(j)iuieHX BiunoBiflHoexi yMOB 
npaui caHixapHO-riricHi i iHHM 
HopMaM 

• Il0Ka3HHK 3aXBOpK)BaHOCxi 
nepcoHany 



• KoetjiiuicHX HenoBHOi 3aiiHaxocxi 
nepcoHany 



• IloKa3HHK 3aiiHaxocxi mojioahx 
cneuianicxiB 



• IIOKa3HHK 
e(j)eKXHBHOcxi 
MeHeuxcMCHxy 
nepcoHany 

• Il0Ka3HHK 
eKOHOMi HHOCxi 
opraHmuiitHoi 
cxpyxxypH yripr 



• KoeijriuieHX 
o6iroBOCxi 
BJiacHoro xanixany 

• Koe(J)iuieHx 
3a6e3neneHHa 
BJiaCHHMH 
oGopOXHHMH 
3aco6aMH 



•IloKa3HMK uiJiOBoi • KoeijriuieHX 

penyxaui'i xepiBHHuxBa AMBiueuUHHx 
Bnnnax 



• riOKa3HHK p03BHXKy 
KopnopaxHBHOi 
xyjibxypH 

•KoetJ)iuieHX Bxpax 
poGoioro nacy 

• riOKa3HHK nOBHOXH 
couianbHoro naicexy 



• KoeijriuieHX 

peHxa6enbHOcxi 

npouaaciB 

•TeMnn 3pocxaHHa 
pHHKOBOl Bapxocxi 
niunpHCMCXBa 



•Koe(J)iuieHx 
cniBBiuHOUJCHHa 
xeMiiiB 3pocxaHHa 
cepeuHboi 3apo6ixHo'i 
ruiaxH xa 

npouyKXHBHoexi npaui 



• Koe<J)iuieHx 
OHOBJieHHa 
acopxHMeHxy 

• KoeijriuieHX 
aBX0MaxH3auii 
Blipo6HHUXBa 



• rioKa3HHK 3aiiHaxocxi hohok, aid 
Maioxb jiixeii uoundjibHoro Bixy 

• TeMn 3pocxaHHa 3apo6ixHoi njiaxn 

• KoetjiiuicHX 3a6oproBaHOCxi 3 
orinaxH npaui 



•TeMnH 3 pocxaHHa 
npouaaciB 

•TeMnH 3pocxaHHa 
pHHKOBOl laCXKH 



• Koe(j)iuicHX BiunoBiflHoexi piBHa 
oimaxH npaui Ha niunpHCMCXBi 
cepeuHbOMy piBHio onjiaxH npaui no 
yxpai'Hi 



• Koe(j)iuieHX 3aranbHO'i miHHHOCxi 
xaupiB 



Pmc. 3. noKOiHwcu oiijiHKU coyioAmo'i eidnoeidtamocmi ^mpManeernmnozo dmecy 



Ha ni4CTaBi Bi4i6paHnx aoKaabHnx noKa 3 HMKiB po 3 paxoByiOTbOi KOMiMexcHi 
noKa 3 HMKn, aid xapaKTepioyiOTb Bci citaa40Bi CBOB. MeT04MKa iHTerpaabHoi oqiH- 
km CBOB nepeqGanae nonepe4Hio oqiHKy kojkhoi i"i acaaqoBoi. MeraqiiKa oqiHKM 
CBOB anpo6oBaHa Ha 4eaKMx On, pe 3 yabTaTii po3paxyHKy HaBe4eHi y Ta6 a . 1 . 
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Tafumpt 1 

Peay/ibianT oipiiiKii piisnsi CB<1)B Ha /lOC/ii/iTKyoaiinx Oil YKpaiHM 



Ha3ea OT1 


PeiyAbtnamu oyiiixu 
3 a KOMnAL’KcntiMU cKAadoeuMU CBOE 
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KopnopaijLH «ApTepiyM» 


0,85 


0,95 


0,84 


0,95 


0,74 


0,87 


FIAT «OapMaK» 


0,87 


0,96 


0,85 


0,92 


0,72 


0,87 


FIAT Him, «EopmariBCbKMH X®3» 


0,78 


0,92 


0,86 


0,96 


0,81 


0,81 


O® «4apHHir»» 


0,86 


0,97 


0,71 


0,89 


0,68 


0,87 


TOB «®K «34opoB'a» 


0,75 


0,93 


0,82 


0,78 


0,69 


0,88 


FEAT «KniBCbKMM BiTaMiHHMM 3 aB 04 » 


0,74 


0,92 


0,69 


0,79 


0,70 


0,83 


TOB «ApTyp-K» 


0,89 


0,90 


0,89 


0,73 


0,72 


0,91 


TOB «MiKpo<j>apM» 


0,71 


0,94 


0,74 


0,74 


0,59 


0,79 



C>T)Ke, BnpoBa 4 >KeHH>i 3anponoHOBaHoro MexaHi3My oluhkm CBOE 403B(M5ie: 
BM3HaqwTM Ta oqiHMTM npo6aeMM y ccj>epi CBOE; ctbopmtm 3aca4M ecJreKTMBHoro 
MeHe4*;MeHTy mcicri; BM3HaqHTii cysynmcTB pecypciB, mo MO>KyTB 6yra cnpuMo- 
BaHi On Ha coiiiaaBHo-Bi4noBi4aabHy 4maBHicTB; po3po6MTM ecjjeKTMBHy cwcTeMy 
ynpaBaiHHa coiuaaBHo-BmnoBmaaBHoio 4isi2iBHicno; 3a6e3neHMTM CTBopeHHn cmc- 
TeMM napTHepcBKMx Bi4H0CMH i3 CTefiKxo^epaMM; po3po6MTM 3araaBHy CMcreMy 
npocyBaHHa Ta 3anpoBa4*:eHH3[ npMHijMniB couiaaBHoi Bi4n0Bi4aaBH0CTi Ha piBHi 

(JrapMaLieBTMqHoi raay3i. 

3anponoHOBaHa MeT 04 MKa iHTerpaaBHoi oiuhkm CBOE cnpMUTMMe ni 4 BH- 
meHHIO KOHKypeHTOCnpOMOCKHOCTi BiTHM3HitHMX On. MexaHi3M OL(iHKM 403B0ASie 
yHMKHyTM cy6'eKTMBi3My OTpMMaHMx pe3yaBTariB Ta BpaxoBye iHTepecn m noTpe- 
6 m cycniaBCTBa Ta y3T04^cye ’ix 3 inrepecaMM On, HaroaomyiOHM npn ijBOMy Ha 
40 BrocTpoKOBMx nepeBarax CBOE. 

MexaHi3M (^opMyBaHHn cmctcmm CBOE 403Boa5ie BpaxyBaTM ocoGaMBocri 
3anpoBa4)KeHHJi 4 aHoro ni 4 X 04 y He anine Ha OKpeMOMy On, a m po3po6MTM 3a- 
raaBHy CMCTeMy npocyBaHHH Ta 3anpoBa4>KeHHH npMHiiMniB couiaaBHoi Bi4no- 
Bi4aaBH0CTi Ha piBHi (JrapMaLteBTMHHoi raay3i nepe3 3anpoBa4)KeHH>i npaKTMKM 
BM3HaqeHHH pefiTMHiy coLiiaaBHoi Bi4noBi4aaBHocTi On. OTace, nepcneKTMBaMM 
HauiMx 40 di 4 )KeHB e CTBopeHHJi CTaH4apTy couiaaBHoi Bi4noBi4aaBHocTi Ta po3- 
po6Ka Mexam3My piBHeBoro coiyaaBHoro MeHe4>KMemy 4maBH0CTi cy6'eKTiB <J)ap- 
MaijeBTMHHoi raay3i. 
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3.5. ANALYTICAL SUPPORT NETWORK 
MARKETING TRADE SECTOR 
ENTERPRISES UNDER SOCIAL ORIENTATION 



The purpose of the article is to study the analytical support of the marketing 
network of commercial enterprise in terms of social orientation. The influence of 
the factors that make consumers perceived social responsibility and reasonably 
analytical tools product development, marketing and communication solutions in 
terms of social orientation. Formed analytical support to the process of socialization 
of business. A field in the form of market research surveys. 

Tendencies of influence of consumer characteristics on the strength of the 
relationship between the studied factors and proved a significant impact on the 
perceived social responsibility consumer confidence depending on the target 
audience. 

Keywords: trading company, consumer loyalty, trust, corporate social 
responsibility, the social marketing. 

roubleshooting the socialization of society and the production tends to in- 



crease costs for companies forming its image as a socially responsible organi- 



zation. At the same time is very important to confirm that the positive effects 
of measures aimed at improving consumer perception of social responsibility, Loy- 
alty and trust on this basis and there are no options, parameters, criteria and tools 
that can serve as a basis for analytical support social marketing activities-oriented 
orientation. 

Perceived Social Responsibility (PSR) companies have a positive impact 
on consumer confidence and as a result, consumers intend to perform repeated 
purchases. So, to confirm these provisions for Commercial Activities of the network 
and use them to determine the effectiveness of social marketing activities aimed at 
building customer loyalty, formed socialization process analytical support business 
through marketing and field marketing research conducted in the form of a survey. 

The purpose of this study is to determine the effect of perceived social 
responsibility on credibility and intention to carry out repeat purchases by 
consumers in retail stores and recommend them to friends. The main task of deter- 
mining the level ofPSRs are: 



Shtal T. V. 
Tishchenko 0. 0. 



JEL M31 



Abstract 
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1) evaluation of perceived consumer social responsibility network trade on 
the basis of the description of the proposed activity; assessment of the level of 
confidence in the company; 

2) definition of consumer intentions to implement repeat purchases in retail 
network; 

3) identify correlations between perceptions of social responsibility, confidence 
and intentions of consumers carry multiple purchases for goods and services and 
recommend them to friends; 

4) detection based on analysis of the survey results elasticities, which are used 
in determining the cost-effectiveness of measures aimed at improving the perceived 
social responsibility. 

In the study, we have identified a number of hypotheses, namely: 

1) perceived social responsibility of the company has a strong impact on 
consumer confidence in it; 

2) in the case of high perceived level of social responsibility increases consumer 
confidence; 

3) in the case of low perceived social responsibility level of consumer 
confidence is reduced; 

4) consumer confidence positive effect on behavioral loyalty 

To do this, we have applied case-method, in which respondents were asked to 
answer a series of questions according to this description of the company. For the 
analysis of two case studies were developed on the activities of retailer network 
and non-network format, for companies with high social responsibility and 
companies with low levels of social responsibility. For the case study of a company 
with a high level of social responsibility has been selected criteria perceived social 
responsibility (customer requirements is the most important, according to the 
public and consumers of food). For the case study of a company with a low level 
of social responsibility has been selected social responsibility criteria (requirements 
consumers are less significant, according to the public and consumers in the food 
market). In the case studies provide information that applies only to direct social 
responsibility. 

At the same time, the proposed specification we tried to ignore the specific 
name of the company, marketing activities carried out by the company and not 
directly related to social responsibility, to determine the effect only factor perceived 
social responsibility on consumer confidence and intends to carry out repeat 
purchases. Each interviewee was offered only one script. 

Shaping the case, we considered the provisions described the process 
development case study proposed T. Bonhomme. So, the first stage was hypothesized 
impact of perceived social responsibility on consumer confidence and intends to 
carry out repeat purchases. In the second phase — the systematization of research 
and industry publications found for the factors that make loyalty to the food 
market, considered various retailers, general model designed case. The third stage 
was considered limitations in the study indicated problems (excluded from the 
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description of the company name, its brands and other marketing components to 
eliminate opportunities to influence the perception and evaluation of respondents). 

Thus, the description of the company include name, its brands and other 
marketing components to eliminate opportunities to influence the perception and 
evaluation of respondents. In order to solve the problem created two descriptions 
companies, different levels of socially responsible business. At the end of this phase 
of the case study conducted preliminary tests and questionnaires of 20 respondents 
(10 per case) in order to identify possible misunderstanding or description of the 
company. Preliminary testing case study confirmed the ability and adequacy of the 
developed materials on the task. 

Questionnaire consists of several blocks of issues: social and demographic 
power and checklists to assess the level of trust, perceived social responsibility and 
intend to repeat purchases. The bulk of the issues is based on a 5-point Likert scale. 

Socio-demographic issues covering gender, age and education of respondents. 
Assessment of consumer confidence by means of block composed of elements 
based trust model proposed by R. Morgan and S. Hunt [1], and taking into account 
independent marketing research credibility [3, p. 423-433] . This unit includes 6 issues 
cover aspects of safety and ethics. Block of two issues of the social responsibility of 
companies to determine the level of perceived responsibility of the company as 
described. In addition, these issues proposed to test the present specification and 
determine whether respondents perceive the company as a socially responsible 
organization. To study the implementation of consumer intentions repeat 
purchases according to this description of company we used was adapted set of 
questions proposed by a professor at Harvard Business School Narayandasom N. 
(N. Narayandas) [2]. 

Due to the fact that the greatest interest for this study represent the food consumers, 
survey respondents was carried out randomly when exiting retail stores located in 
the regions of Ukraine in network retailers. In general, polled 200 respondents (100 
for each scenario), but used only answer 170 respondents (29 respondents carried 
out random purchase, and one respondent answers differed significantly between 
the estimates and the main control issues). The correlation in this group between the 
estimates of the main issues of control and was more than 85%. 

With respect to age characteristics of the largest group (37.1%) respondents 
were aged 26 to 40 years. Respondents under 25 years have seen a 36.5% aged from 
41do 55 years — 15.9% (Fig. 1) 

A significant number of respondents with higher education (60%) and 
incomplete higher (18.8%) of respondents in the presence of secondary and 
secondary education was 10% and 5.9%, respectively (Fig. 2). 

The study has been tasked to determine the effect of the factors that make 
consumers perceived social responsibility and thereby justify commercial 
development of analytical tools, marketing and communication solutions. 

Therefore in the description of "Scenario 1" (high level of social responsibility) 
included in the criteria for Social Responsibility (requirements of consumers), 
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age 25 years from 25 to 40 years from 41 to 55 years from 56 years and above 

Fig. 1. Age characteristics of respondents make purchases for goods and services on a regular basis 




secondary education vocational education undergraduate higher education scientific degree 



Fig. 2. The education level of respondents who make purchases 
for goods and services on a regular basis 

which is the most important, according to the public and consumers in food retail 
segment. 

As a result of systematization of research and industry publications on the 
issue of social responsibility in the food retail segment, highlighted the following 
key factors influencing perceived social responsibility, social publication of the 
report; informing consumers about products, news, properties of environmental 
cleanliness and safety; realization of socially significant measures of socio-ethical 
marketing specialized focus: support contest of research food safety charity of 
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transmission products free boarding, educational institutions, hospitals; investing 
substantial share of profits in social projects. 

To determine the effect of the above factors on the perceived social responsibility 
established correlation between respondents' estimates of social responsibility and 
description of option. It should be noted that the above factors are taken into account 
only in the description of the company's "scenario 1", but they are not "scenario 2" 
(low level of social responsibility). 

Thus, the correlation coefficient between the variants of the description and 
estimate the level of social responsibility was 0,64 (correlation significant at 0,01). 
Figure 3 shows a significant increase in mean estimation of PSRs to include these 
factors in the description of the company. The coefficient of determination of the 



1 

the average score in scripts 
low perceived social responsibility PSR 



the average score in scripts 
high levels of PSR 

J' 

0 0,5 1 1,5 2 2,5 3 3,5 4 4,5 

average value of PSR 

Fig. 3. Average values of perception of social responsibility 
in the context of describing variants companies 

above factors that shape the level of CER, was 0,396 — which means that the average 
score PSRs respondents explained factors taken into account for 39,6%. 

In order to identify relationships between factors of PSRs, trust and willingness 
to exercise repeat purchases made by consumers correlation analysis of the survey 
results (Table 1). The correlation between the levels of PSR and trust was 0,755. 
This value falls in the range from 0,7 to 0,9, in accordance with the standards of 
statistics means having a strong link between perceptions of social responsibility 
and consumer confidence. Thus, the hypothesis 1. 




Table 1 



Correlation coefficients between perceived social responsibility, 
trust and intention of repeat purchases by consumers 



Indicator 


PSR— 

Trust 


Trust — The 
intention to 
re-buy 


PSR — The 
intention to 
re-buy 


Spearman correlation coefficient (r) 


0,755“ 


0,753“ 


0,639“ 


Partial correlation coefficient (rch) 




0,537“ 


0,17* 
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** Correlation significant at the 0.01 level (2-sided). 

* The significance of the correlation at 0.027 (2-sided) 









The correlation between the level of consumer confidence and intention to 
repeat purchases amounted to 0,753, which means a strong relationship between 
the factors and confirms the hypothesis 2. In addition, correlation analysis showed 
a significant relationship (r = 0,639) between perceived social responsibility and 
the intention of customers to repeat purchases. However, the partial correlation 




Fig. 4. Relationship perception of social responsibility and intention of repeat purchases 



coefficient between these factors when excluding the effect factor of trust was 
negligible (rch = 0,17), indicating that the PSR does not exercise direct influence on 
the intention of customers to re-purchase the relationship between these factors is 
indirect and arises from the impact factor of confidence (Fig. 4). 

Thus, considering the intention of repeat purchases as a manifestation of 
behavioral loyalty, we can state that the above empirical findings confirm the 
theoretical propositions about the relationship of perceived social responsibility, 
trust and loyalty set out in the theoretical part of this study. 

To assess the impact factor of perceived social responsibility on consumer 
confidence when making marketing decisions above were asked to use the elasticity 
coefficient, which shows the percentage change in the dependent variable when the 
independent changes by 1%. For example, studies have shown that the coefficient 
of elasticity of consumer confidence on the perceived social responsibility in the 
food retail sector has averaged 0,663. 

To increase the validity of the choice of marketing solutions depending on 
the target audience of the company performed a cluster analysis that reveals the 
influence of various characteristics of the target audience on the strength of the 
relationship factors perceived social responsibility, consumer confidence and 
intention to re-purchase them. 

Cluster analysis on the basis of gender showed that men have a stronger 
correlation between all three factors highlighted: PSR and trust, confidence and 
intention to repeat purchases, PSRs and probability of repeat purchases. 

Analysis of survey respondents by age characteristics showed that the 
lowest correlation between perceived social responsibility and trust, confidence 
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and intention to repeat purchases, social responsibility and perceived probability 
of repeat purchases is observed in consumers under the age of 25 years. In from 
consumers over 41 confidence in the company on average more strongly influences 
the intention to perform repeat purchases than in the population under 40 years. 
It should be noted that the trends of education influence the strength of the link 
between perceived social responsibility and trust, confidence and intent to re-buy 
consumer goods were found us. Also, in practice in reaching a reasonable marketing 
solutions companies need to consider the impact of perceived social responsibility 
to the target audience with elasticities. 

Table 2 shows the elasticities of factors, based on the results of the study 
based on the signs of sex and age, that is, characteristics, often used for consumer 
segmentation FMCG. 



Table 2 

Elasticities between the studied factors "PSR — Trust — repeat purchases" 



Interactions sign 


PSR — Trust 


Trust — The 
intention to re-buy 


PSR — The 
intention to re-buy 


Sex 


Male 


0,659 


1,112 


0,797 


Female 


0,679 


0,925 


0,732 


Age 


age 25 years 


0,663 


0,866 


0,719 


from 26 to 40 poKiB 


0,695 


1,051 


0,798 


from 41 to 55 poxiB 


0,707 


1,177 


0,848 


from 56 and above 


0,684 


0,922 


0,798 



The above mentioned factors may find its use primarily when calculating the 
cost-effectiveness of measures of social marketing companies. Of particular interest 
may be of the survey respondents who do not consider themselves supporters of 
the same network and loyal customers. 

Analysis of the data showed that the respondents in the group conditionally 
loyal, extremely low assessed level of social responsibility and express low 
levels of credibility. This trend manifests itself as a company with a high level 
of social responsibility, and low. The difference in estimates of perceived social 
responsibilities between two scenarios descriptions of different companies to small 
size — only 1/20 of the maximum value of the metric scale. 

In addition, the results of the study indicate that the level of consumer 
confidence depending on the version of the description completely changed the 
meaning and remained low. As a result of market research confirmed the presence of 
a strong positive relationship between perceived social responsibility of companies 
and the level of trust in their customers and the positive impact of perceived 
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social responsibility to its customers to intentions repeat purchases mediated their 
confidence in the company. 

In order to improve the efficiency of social marketing measures reasonably 
significant influence perceived social responsibility on consumer confidence 
depending on the target audience. Thus, essential for marketing in the food retail 
sector have tendencies influence of consumer characteristics on the strength of the 
relationship between the studied factors. These are the characteristics of consumers 
as gender and age, which was carried out in the context of the analysis is the basis 
for segmenting consumer audience on the food market. 

Thus, the basis of the analytical process of formation of the social marketing 
of commercial enterprises is to diagnose problems taking into account the interests 
of businesses, consumers and society as subjects of measures to strengthen the 
social orientation of the enterprise network format. Background of diagnostic 
facilities based on the key trends of the retail trade in Ukraine, assessing motivation 
and incentives to use corporate social responsibility based on the accumulated 
international experience, the role of social investment and implementation features 
of social responsibility managers of consumer perception. 
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Abstract 

The article examines the place and role of public-private partnerships in the 
innovative development of the economy. Theoretical questions of formation of 
public-private partnerships in innovative development and globalization. The 
necessity of active implementation of public-private partnerships to accelerate the 
innovative development of the economy. 

Keywords: innovation, public-private partnership (PPP), science, innovation 
development, business, private capital, the state, innovative system. 

AnHomaym 

B CTaTte pacciviaTpMBaiOTOi Bonpocsi Mecra n po am rocy4apcTBeHHo-uacmoro 
napTHepcTBa b MHHOBaquoHHOM pa3BMTun bkohommkm. Mccae 40 BaHbi Teoperauec- 
Kiie Bonpocsi (J)opMupoBaHM3i MexaHM3Ma rocy4apcTBeHHo-uacTHoro napTHepcTBa 
b ycaoBMax MHHOBaquoHHoro pa3BMTMM m rao6aaM3aqMM. OhocHOBaHa Heo6xo4M- 
moctb aKTMBHoro BHe4peHMa MexaHM3Ma rocy4apcTBeHHo-uacTHoro napTHepcTBa 
4ZL5I yCKOpeHMil MHHOBaiJMOHHOrO pa3BMTM>I 3KOHOMMKM. 

KAwneeue CAoea : MHHOBaqMM, rocy4apcTBeHHo-uacTHoe napraepcTBo (PTIT), 
HayKa, MHHOBaqnoHHoe pa3BMTMe, 6u3nec, qacTHbih KanMTaa, rocy4apcTBo, mhho- 
BaqMOHHaa cncTeMa. 

n apTHepcTBo rocy4apcTBa n uacTHoro KanMTaaa b nocae4HMe ro4H 
npuohpeao ocohyio aKTyaabHocTb b ycaoBMax rao6aaM3aqMM m ycuaeHMii 
KOHKypeHquu Ha MHpoBbix pbiHKax b 6opb6e 3a 40CTyn k <|>MHaHCOBbiM n 
neaoBeuecKMM pecypcaM. B ycaoBMax raohaabHou KOHKypeHqnn, ycroMUMBbiM 
pocT HaqMOHaabHoh bkohomhkm HeB03M0>KeH 6e3 aKTMBM3aqMM MHHOBaquoHHOM 
4eaTeabH0CTM. OnbiT mhotmx crpaH-an4epoB MupoBoh bkohommkm noKa3HBaeT, 
uto mx ycneuiHoe pa3BMTue b 3HauMTeabHOM CTeneHM onpe4ea.aeTOi bo3mo>k- 
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HOCT5IMM C034aBaTh M BHe/tpilTB MHHOBailMM. IlpM 3TOM B3TKHBIM KOMnOHeHTOM 
MHHOBaLtMOHHOrO pa3BMTM5I MX 3KOHOMMK B 6o3BIIieM CTeneHM TIBASieTOI 
3(})(|)eKTMBHoe McnoAB30BaHMe BHyTpeHHnx pecypcoB qacTHoro ceKTopa (6M3Heca) 
4351 peaan3at(MM KpynHbix HHtJjpacTpyKTypHbix m conMa3BHo 3HaqMMbix npoeKTOB 
B TeCHOM B3aMM04eMCTBIIM C TOCy4apCTBOM . 

C Ha^aaa 1990-x rr. oTHouieHna napTHepcTBa Me>K4y rocy4apcTBOM m qacmbiM 
ceKTopoM craAu npoHMKaTb b TaKMe ccjrepbi skohommkm m hoawthkh, KOTopbie 
6 bMH 3aKpbITbI MAM OrpaHMHeHHO 40 CTynHbI 4351 6M3HeCa, — np0M3B04CTBeHHyi0 
m coiiMa^bHyio MH(J)pacTpyKTypy, aTOMHyio 3HepreTMKy, o6opoHy, 6e3onacHocTb, 
neHHTeHIJMapHyK) CMCTeMy. MmCHHO 435I XapaKTepMCTMKM TaKMX OTHOIIieHMM B 
KOHije 1980-x rr. Ha 3ana4e m no5iBM3C5i TepMMH «rocy4apcTBeHHo-HacTHoe napT- 
HepcTBO» (4a3ee — FHn) — «Public-Private Partnership» (PPP) [1, c. 134], 

Ha cero4H5imHMM 4eHb 04 HMM m 3 cnoco6oB npMB3eHeHM5i qacTHoro 6n3He- 
ca b MHHOBat(MOHHyio C(})epy m pa34e3eHM5i rocy4apcTBOM cobmcctho c mhbccto- 
poM nepBOHanaabHbix pmckob 5iB35ieTC5i rocy4apcTBeHHo-HacTHoe napTHepcTBo. 
KoHLtenrtrw HFn npnodpeTaeT b Poccmm m YKpaMHe Bee 6oabinee npMMeHeHiie, 
m noBbimeHHoe BHMMaHMe k 4aHHOM npo63eMe Tpe6yeT anaAM3a npo6aeM m nep- 
cneKTMB B3anM04eMCTBM5i rocy4apcTBa m 6n3Heca b nponecce MHBecTMpoBaHirn 
HHHOBariHOHHOM 4e5ITe3BHOCTM. B 3KOHOMMHeCKOM HayKe B HaCTOiimee BpeMil 
Ha63i04aeTOi He40CTaT0K TeopeTMqecKMx MCcae40BaHMM, 3aTparMBaioinMx Me- 
T04030raqeCKMe OCHOBbI B3aMM04eMCTBM5I TaKMX 3HaHMMBIX B3aMMOOTHOIIieHMM 

rocy4apcTBa m qacraoro 6M3Heca mmchho cc])epe mhhob3L(mohhom 4e5iTeabH0CTM 
m no3B035norqMx Ha KOHitenTyaabHOM ypoBHe npe430>KMTb M04e3b MHBecTMpo- 
B3HM5I MHHOBaLtMOHHOM 4e5ITe3BHOCTM Ha OCHOBe MCn03B30BaHM5I MHCTMTyTa FHH. 

Ha (})OHe Cp3BHMTe3bH0 6bICTpOrO pa3BMTM5I pOCCMMCKOM 3KOHOMMKM B nO 
C3e4HMe ro4H MH(J)pacTpyKTypHBie o63acra OCTaiOTOi HaM6o3ee y3KMM Mec- 
TOM OTeHeCTBeHHOM X035IMCTBeHH0M CMCTeMBI. HHCTpyMeHTOM nOBBIIIieHM5I 
3(J)(J)eKTMBH0CTM m KOHKypeHTocnoco6HocTM oTpacaeii MHc[)pacTpyKTypbi MO- 
>kct craTb m 403>kho CTaTb rocy4apcTBeHHo-HacTHoe napTHepcTBo (FHn) KaK 
«MHCTMTyrtM0Ha3bHbiM m opraHM3aqMOHHbiM a3bnHC Me*4y rocy4apcTBOM M 6m3- 
HecoM 4351 pea3M3ariMM oGrqecTBeHHo 3HaqMMbix npoeKTOB m nporpaMM» [2, c. 28]. 

BonpocaMM, CB5i3aHHbiMM c rocy4apcTBeHHo-HacTHbiM napTHepcTBOM, ero 
po3M b MHHOBaijMOHHOM c(])epe, o6meMeT0403oraqecKMe acneKTbi coTpy4HM- 
qecTBa 6n3Heca m rocy4apcTBa paccMaTpMBa3MCB b pa6oTax OTeHecTBeHHbix m 
3apy6eacHbix yqeHbix, t3kmx KaK Ctmtamu,, B. F. BapHaBCKMM, A. H. Oe4y30Ba, H. 
FIIyMneiep, II ,4py K ep, 4^-K- r3a6peMT, M. nopiep, ®. Hmct, H. B. 3anaTpMHa, 
A. A. OnpcoBa, P. B. XycaMHOB, B. A. Ey 4 HMK m 4 pyrax. npn no 4 roTOBKe pa6oTbi 
Mcn03b30Ba3MCB MaTepMa3bi Me)K4yHapo4Hbix opraHM3artMM — EBponeMCKa5i 
3KOHOMMqecKa5i Kommccm5i OpraHM3artMM 06T>e4MHeHHbix HaijMM (4a3ee — E3K 
OOH), OpraHM3ariM5i 3KOHOMMHecKoro CoTpy4HMqecrBa m Pa3BMTM5i (4a3ee — 

03CP). 

Ha cero4H5imHMM 4eHb, cyrqecTByeT ije3biM p5i4 onpe4e3eHMM rocy4apcTBeH- 
HO-HacTHoro napTHepcTBa KaK MHCTMTyra pa3BMTM5i. 3ac3y*:MBaeT bhmm3hm5[ 
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onpe 4 eaeHne ®e 4 yaoBOM A. m FIhchkob 14. oTHooiTeabHo toto, hto FMFI — 3 to 
(J jopMa ocymecTBaeHMa KOMnpoMMeca MHTepecoB Mex^y ynacraMKaMM. 3 to 
B bipaacaeTca b npuBaeneHMn MHBemiqMM b peaabHbiw ceKTop skohommkm m upn- 
B 04 MT k 3KOHOMwqecKOMy pa3BMTHio, a Taxace 4 aa o 6 aeraeHMa Bbixo 4 a Ha phhkh 
K anMTaaa [3]. 

KoMMTeT 03CP (OECD) no HayqHoii h TexHoaoranecKOM hoahtiikh npe 4 - 
CTaBAHeT nnn (aHaaor a66peBwaTypbi FMFI) KaK cnoco6 npe 40 CTaBaeHMa m c])m- 
HaHCirpoBaHiia rocy4apcTBeHHbix ycayr c Mcnoab30BaHneM KanMTaabHbix aKTiiBOB, 
npn KOTopoM npoeKTHbie pwcKM pacnpe4eaaiOTai Meac4y rocy4apcTBeHHbiM 11 
nacTHbiM ceKTopoM. KpoMe Toro, FUFFI oTaMHaeTca 4 oarocpoHHbiM xapaKTepoM 
b paMKax coraameHMii Meac4y rocy4apcTBOM m qacTHbiM napTHepoM, npn stom 
qeabio rocy4apcTBa aBaaeTca KanecTBeHHoe npe 40 CTaBaeHwe ycayr, nacTHbix napT- 
HepoB — noayneHMe npudbiAii [4]. 

Coraaaro 4- B. FlancoHy, «Ochobhom CMbica FMFI — b npe 40 CTaBaeHMM qacT- 
HOMy 6M3Hecy bo 3 mo)khoctm 0Ka3HBaTb ycayra, noab3yacb MHtjopacTpyKTypoM, 
pa3BopaHHBaeMoii cefraac ham pa3BepHyroM b CBoe BpeMa 3a cneT rocy 4 apcTBa, 
xora ecTb m BapwaHTbi, npn KOTopbix 6n3Hec pa3BopaHMBaeT MHtJrpacTpyKTypy 3a 
cbom cneT, HaMepeBaacb Bnocae 4 CTBMM OKa3HBaTb ycayra rocy 4 apcTBy mam o 6 m,e- 
CTBy b qeaoM» [5, c. 18]. 

ConeTaHwe aHaaioa B03M0)KHbix c])opM opraHM3aipm npoM3B04CTBa 
o 6 mecTBeHHbix 6 aar, c o63opoM cymecTByromux 1104 X 040 B k FMFI, no3Boanao 
BbiBecTM o 6 o 6 meHHoe onpe 4 eaeHMe FMFI KaK KOHCoaM 4 npoBaHHoro npe 4 npn- 
araa rocy 4 apcTBa m 6M3Heca, ocHOBaHHoro Ha npiiHuiinc napraepcTBa (CTopoHbi 
3aMHTepecoBaHbi b ycnexe cbomx napTHepoB). 4 B a M3MepeHMa (KOHCoaM 4 aqMa m 
napTHepcTBo) b onpe 4 eaeHMM hctko oTMexeBHBaiOT FMFI ot 4 pyrax (})opM rocy- 
4 apCTBeHHO-HaCTHOrO B3aMM04eMCTBM>I [ 6 , c. 17]. 

CoraacHo 3 aKOHa YKpaMHbi «0 rocy4apcTBeHHo-HacTHOM napTHepcTBe» 
(4aaee — 3 aKOH o FMFI) FMFI aBaaeTca coTpy4HwqecTBOM Me*4y rocy4apcTBOM 
YKpaMHa, Abtohomhom Pecny6anKOM KpbiM, TeppMTopiiaabHbiMM o6mMHaMM b 
aiiqe cooTBeTCTByiomMx rocy4apcTBeHHbix opraHOB m opraHOB MecTHoro caMoy- 
npaBaeHMa (rocy4apcTBeHHbiMH napraepaMM) m roprwiqecKiiMii amjaMH, KpoMe 
rocy4apcTBeHHbix m KOMMyHaabHbix npe4npMaTMM, mam (])M 3 MqecKMMM ajiqaMM- 
npe4npHHHMaTeaaMH (qacmbiMii napraepaMH), hto ocymecTBaaeTca Ha ocHOBe 
4oroBopa, b nopa4Ke, ycTaHOBaeHHOM 3 aK 0 H 04 aTeabCTB 0 M [ 7 ]. Cae40BaTeabH0, 
MMeHHo coTpy4HwqecTBo Meac4y rocy4apcTBeHHbiMH m nacTHbiMM napTHepaMM, a 
TaicKe 3 aKaiOHeHMe 4oroBopa Bbi4eaaeT FMFI b KanecTBe cjropMbi coTpy4HMqecTBa 
rocy4apcTBeHHoro m nacTHoro ceKTopoB. B cooTBeTCTBMM c 3 aKOHOM o FMFI, 4 a 5 i 
Toro, tto6h TaKne oTHomeHwa npM 3 HaBaancb rocy4apcTBeHHo-HacTHHM napraep- 
ctbom, ohm 4oa>KHbi MMeTb onpe4eaeHHbie npM 3 HaKM, b qacTHocra: 

■ o6ecneHeHwe 4ocm:*:eHMa bbicokmx TexHMKO-SKOHOMwqecKMx noKa3aTeaeM 
3 (J)(})eK™BH 0 CTM 4 eaTeabHocm; 

■ 4 anTeabHbiM xapaKTep (ot 5 40 50 aei); 

■ nepe4aaa aacTHOMy napraepy aacTM pmckob b npoqecce ocymecTBaeHiia FFUl; 
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■ BHeceHne nacmbiMM napTHepaMii MHBecTMijMM b o6iieKTbi FMFI [7]. 

Kax BM4H0 M3 onpe4eaeHM>i FMFI m ero npM3HaKOB, mo>icho CKa3aTb, hto 3a- 
K0H04aTeabCTB0 He b noaHOM Mepe onpe4eaiieT cymHOCTb FMFI, nocicoabKy npn 
T3KMX ydOBM>IX OHO 40B0abH0 pa3MbITbIM M OCTaBAHeT MHOrO OTKpbITbIX Bonpo- 
cob, 04HMM M 3 KOTopbix aBAsieTOi (|)opMa ocymecTBaeHMa FMFF M xotti ct. 5 3a- 
KOHa o FMFI ycTaHaByiMBaeT, hto b paMKax ocymecTBaeHMa ran MoiyT 3aicaiOHaTb- 
ca 4oroBopbi o KOHijeccMM m coBMecTHOM 4eiiTeabH0CTM / oHa co4epacMT m Hop My 
«4pyrae 4oroBopbi», He yroHHaa KaKMe MMeHHo, a b caMOM onpe4eaeHMM no4nep- 
KMBaeTC-3 HTO 3TO «... COTpy4HMHeCTBO ... Ha OCHOBe 40r0B0pa» [7]. 

B MMpOBOM npaKTMKe CAO>KMAOCb MHO>KeCTBO KOHKpeTHbIX M04eaeM, (J)OpM M 
MexaHM3MOB peaAM3at(MM napTHepcKMx oTHomeHMM Meac4y rocy4apcTBeHHHM m 
HaCTHbIM CeKTOpOM. K OCHOBHbIM (|)OpMaM FMFI OTHOOITOi: 

■ KOHTpaKTbi; 

■ 40 roBopa apeH4bi (AM3MHra); 

■ KOHLjeCCMM (KOHIjeCCMOHHbie COMailieHMa); 

■ coraameHMa o pa34eae npo 4 yK 4 MM (CPFI); 

■ coBMecTHbie npe4npM>iTMa. 

Ctomt 3aMeTMTb, hto b nocae4HMe ro4H o6aacTM npMMeHeHMa pa3AMHHbix 
M04eaeM, (JropM m MexaHM3MOB ran crpeMMTeAbHo pacuiMpaiOTca, m 6ypHo pa3- 
BMBaiOTOI CaMM M04eaM, (})OpMbI M MeX3HM3MbI TUU M MX M04M(J)MKaiJMM. 

Tafumja 1 

XapaKTepwcTMKa <J>opM rocyaapc i iiemio-'iacnioro napTHepcTBa 



FocxfdapcmeeHHO-HacmHoe napinnepcmeo 
KotunpaicmHOzo xapaicmepa 


r ocydapcmeeHHO-nacmHoe napmnepcmeo 
uHcmiimyyuoHaAbHOzo xapaicmepa 


IlapaMeTp (})opMbi rocyAapcTBeHHO-Hacraoro napTHepcTBa: «Bn4 (J )0 P MbI>> 


PFI (MacTHaa ^>MHaHCOBaa hhh- 
ItMaTMBa; BeTIHKOSpMTaHMJl), 
«3Kcn2iyaTaij;MOHHaH M04e7ib» 
(Betreibermodell, IepMaHnji 


Mo4e2ib «ycTynKn» 
(«Concessive model») 


«COBMeCTHbIM o6T>eKT» 


«06T»eKT nepe4ann» 


IlapaMeTp (JjopMbi rocy4apcTBeHHO-Macraoro napTHepcTBa: «XapaKTepncTMKa» 


^lacTHbiM napTHep Bbino/iHaeT n 
ynpaB/iaeT oS^cktom b nnrepe- 
cax rocy4apcTBeHHoro napraepa. 
FLiaTeyKn nacrabin napraep no- 
viynaeT pery^uipHO to^bko ot ro- 
cy4apcrBa. KoHTpaKTbi no npe4- 
ocTaByieHMio yc/iyr. TeH4epbi 


MacTHbifi napTHep 
npe40CTaB2iaeT o6m,e- 
CTBeHHyio yc/iyry, ocy- 
mecTBTiaeT crpoMTeyib- 
CTBO «BMeCTO», HO no4 

KOHTpo/ieM rocy4ap- 
CTBeHHoro napraepa. 
IIpM He40CT3TKe IMa- 
TevKen no2tb30BaTe2ien 
ncno2ib3yiOTCM cy6cn- 
4 mm rocy4apcTBa 


06i.eKT Haxo4MTOi b 

COBMeCTHOM Be4eHMM 
rocy4apcTBeHHoro m 
qacTHoro napraepoB 


06T>eKT nepe4aeTca 
yin6o rocy4apcTBy 2 im 6 o 
nacTHOMy ceKTopy 
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rocydapcmeetiHO-wcmHoe napmnepcmeo 
KOHmpaKmnozo xapaicmepa 


Tocydapcmeenno-HacmHoe napmnepcmeo 
uHcmumyyuoHaAbHozo xapaxmepa 


ITapaMeip (fjopMbi rocy4apcTBeHHO-Hacraoro napraepcTBa: «Tnn (f)opMbi» 



3H4ayMeHT-(f)OH4bi / 

PeK 0 MeH 4 aqMM no 
ynpaB^ieHnio KorapbiM 
BbI4aiOTCa 40H0p0M 

1) BOO (Build — Own — Operate) «rocy 4 apcTBeH- 
HblM KOHTpaKT, KOHIjeCCMJI, C034aHHe BHyTpn^JMp- 
MeHHoro o6T>eKTa» («in-house» entity); 

2) « CTpoMTe/ibCTBO-BAa4eHne-ynpaB/ieHiie » ; 

3) BOOT (Build — Own — Operate — Transfer) 
«OrpoMTe./ibCTBO — B/ia4eHne — ynpaB/teHne - ne- 
pe 4 ana»; 4) BTO (Build — Transfer — Operate) 
«CTpoMTeyibCTBO — nepe4ana rocy4apcTBy — one- 
paTMBHoe ynpaB^eHne»; 5) BLT (Build — Lease — 
Transfer) «CTponTe^ibCTBO — no2ib30BaHne Ha 
6a3e amsmuta — nepe 4 ana rocy 4 apcTBy»; 6) DBOM 
(Design — Build — Operate — Manage) «llpoeK- 
THpoBaHne — CTponTe^bCTBO — OnepaniBHoe 
ynpaBvieHne — CTpaTeranecicoe ynpaB/ieHne»; 7) 
DBFOM (Design — Build — Finance — Manage) 
«]lpoeKTnpoBaHHe — CrpoirreyibCTBO — OnHaH- 
cnpoBaHne — OneparaBHoe ynpaB^ieHne — Orpa- 
TernnecKoe ynpaB/ieHne»; 8) LROT (Lease — 
Renovate — Operate — Transfer) «no2Lb30BaHne 
nepe3 2iM3HHr — OdHOB^eHne — OnepaTMBHoe 
ynpaB/ieHiie — riepe4ana nacraoMy ceKTopy»; 

9) BOOR (Build — Own — Operate — Remove) 
«CrpoHTeyibCTBO — Byia4eHne — OneparaBHoe 
ynpaByieHne Y Humo^KeHne) . 



flapaMeip (})opMbi rocy4apcTBeHHO-Hacraoro napraepcTBa: «CreneHb MHTerpnpOBaHHOcra» 


Hn3Kaa CTeneHb MHTerpupoBaHHOcra cra4nn >KM3HeHHoro 
itMioia o6pa30BaTe/ibHbix ycayr 


Bbicoxaa CTeneHb MHTerpnpoBaHHOCTM cra4nn 
>KM3HeHHoro nmoia o6pa30BaTe/ibHbix ycayr 


IlapaMeTp <J)opMbi rocy4apcTBeHHO-nacraoro napraepcTBa: «OraoineHiw co6cTBeHHOcra» 


He CBJi3aHbi c oray^eHneM coSctbchhocth yuacrariKOB ro- 
cy4apcTBeHHO-nacraoro napraepcTBa 


CB3I3aHbI C 0THy)K4eHHeM Co6cTBeHHOCTM ynacran- 
kob rocy4apcTBeHHO-HacTHoro napTHepcTBa 


napaMeTp (J>opMbi rocy4apcrBeHHO-Hacraoro napraepcTBa: «Bo3MO)KHaa npaBOBaa (J>opMa b Poccmm» 


/(oroBop npocToro TOBapnmecTBa, CoraaineHne o co- 
Tpy4HMnecTBe / npoToma o HaMepeHnax, KoHijeccH- 
OHHoe coraameHne, /(oroBop apeH4bi, 4° r0B0 P no4pa- 
4a, /(oroBop 3aiiMa mam Kpe4HTa, /(oroBop crpaxoBaHna, 
HHBecran;MOHHbiM 4oroBop, /foroBop 40BepwTe2ibHoro 
ynpaB^ieHHa HMymecTBOM, ^oroBop kommccmm, /(oroBop 
nopyneHna, 4oroBop arenrapoBaHna 


Xo3^MCTBeHHbie TOBa- 
pwntecTBa m odmecTBa 
c npeo62ia4aiomeM 40- 
Aevi rocy4apcTBeHHoro 
KanuTaaa 


Xo3aMCTBeHHbie TOBa- 
puntecTBa m oSmecTBa c 
npeo62ia4aiomeM 402ieM 
nacraoro KannTa/ia 


Co34aHMe KOMMepnecKOM opraHM3aijMM mam HKO, 
Co34aHwe ynpaB2iaiomeM KOMnamm, Co34aHne 
HHCTMTyTOB odmecTBeHHoro B3aiiM04eMCTBHa Ha 
OCHOB3HMM peineHMa opraHOB rocy4apcTBeHHon 
BAacTM mam Mecraoro caMoynpaB/ieHna 



CM (Construct — Maintain) 
«KoHCTpyMpoBaHne m o6ray- 
«MBaHMe» 

DC (Design — Construct) «ripo- 
eKTOpOBaHne m KOHCTpynpo- 
B3HMe» 

BOT (Build — Operate — 
Transfer) «CrpoHTe/ibCTBO- 
ynpaB^ieHMe nepe 4 ana» 

DBO (Design — Build — 
Operate) «TIpoeKrapoBaHne- 
crpoMTe^bCTBO-ynpaB/ieHiie 



DBFO (Design — 

Build — Finance — 
Operate) 

«ripoeKrapoBaHMe — 
CTpOMTe^lbCTBO — (j)H- 
HaHcnpoBaHMe — 
ynpaB/ieHHe» 

DBF (Design — 

Build — Finance) 
«ripoeKrapoBaHMe — 
CTpOMTe^lbCTBO — (|)n- 
HaHCiipoBaHne» 



PlcmoHHUK: 18, c. 20], 
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B coBpeMeHHbix ycaoBiiax, Korqa 3HaHM5i MrpaiOT raaBeHCTByiomyio po/ib b 

(J)OpMMpOBaHMM MHHOBaqMOHHOM 3KOHOMMKM, BOnpOCbl pO All 11 MeCTa MHCTM- 
Tyra F^FI b TaKoii SKOHOMMKe HeqocTaTOHHo MCC/ieqoBaHbi. Mmpobom onbiT 
noKa3HBaeT, hto Ba>KHOM (jiyHKqneM rocy 4 apcTBa KaK napTHepa b rocyqapcTBeHHo- 

qaCTHHX napTHepCTBaX B ydOBMHX MHHOBaqMOHHOTO pa3BMTM5I 3KOHOMMKM 5IBASI- 
eTOi odecneneHMe npaBOBbix ycaoBMM qe5iTe/ibH0CTM b 3tom ajiepe. TaK>Ke BaiKHbiM 
RBAReTcn to, hto CTeneHb rocy4apcTBeHHoro (])MHaHCMpoBaHMii b napraepcTBax 
o6paTHo nponopqMOHa/ibHa noKynaTe/ibHOM chocoGhoctm noTeHqua/ibHbix 
noAb30BaTe^teM MHtJrpacTpyKTypbi 11 yciyr, hto, b cboio onepeqb, o6i>5iCHiieT cxo- 
>KeCTb B ^)MHaHCMpOBaHMM npoeKTOB FMFI B CTpaHaX L(eHTpa^bHOM, Boctohhom 
EBponbi, YKpaMHbi u Poccmm, Tpe6yiomMx 0TH0CMTe/ibH0 bbicokoto npoqeHTa ro- 
Cy4apCTBeHHOTO (})MHaHCMpOBaHM5[. IlHHOBaqMOHHOe pa3BHTMe 3KOHOMMKM — 3TO 
qe/ieHanpaB/LeHHbiM, 3aKOHOMepHbiM, MHTerpaqMOHHbiM npoqecc TpaHoJiopMa- 
qilll 11 o6HOB/ieHM5I 3KOHOMHKM Ha OCHOBe MHHOBaqMM. OCHOBHbIMM Cy6T>eKTaMM 
BbiCTynaiOT (])M3MqecKMe ^tMija, MHHOBaqMOHHbie npeqnpiMiTMii, o6pa30BaTe/ibHbie 
i/i HayqHbie yHpe>K4eHM5i, opraHbi rocyqapcTBeHHOM B/iacTM. Ochobhbimm 
oBieKTaMM 5IB/15IIOTC5I HOBbie 3HaHM5I, TeXHOTLOTMM, MHHOBaqMOHHbIM npo4yKT, 
MHHOBaijMOHHbie npoeKTbi h nporpaMMbi, o6pa30BaTe/ibHa5i, HayqHo-TexHHqecKaa 
i/i MHHOBaLiMOHHaii no/iMTMKa. IlHHOBaqMOHHOe pa3BMTne 3KOHOMMKM npeqno- 
ziaraeT HaAvnne Tpex maBHbix cocTaB/iiiioiqMx: qocTaTOHHocTM MHHOBaqwoHHoro 
noTeHqMa/ia, o6ecneHeHMe MHHOBaqMOHHOTO npoqecca 11 3(]x])eKT ot Mcno/ib30Ba- 
Hiift MHHOBaqMM. B CMcreMe cjiaKTopoB odecneneHMii MHHOBaqrioHHoro paanwiiiA 
3KOHOMMKM B3>KHOe MeCTO npMH34/ie>KMT F^Hl, KaK MexaHM3My aKTMBM3ai(HH MH- 
HOBaqMOHHOTO pa3BMTM5I. 

llHHOBaqM5I ABASieTOl yCneiHHblM KOMMepHeCKMM npHMeHeHHeM 3HaHMM, 
6 y 4 b to HOBbie mau ycoBepmeHCTBOBaHHbie npo 4 yKTbi u yc/iyra, Aiido HOBbie uau 
ycoBepmeHCTBOBaHHbie qe/iOBbie iiaii npon3B04CTBeHHbie npoqeccbi. IlHHOBaqMM 
C034ai0T HOByio n 6 o/iee BbicoKOon/iaHMBaeMyio pa 6 oTy, a TaKace ziyHiiiMe 11 60 - 
/iee 4 emeBbie npo 4 yKTbi 4/151 noTpe 6 nTe/ieM. B cpeqHecpoHHOM 11 qo/irocpoHHOM 
nepcneKTMBe MHHOBaqMM 5 ibashotc5i e 4 MHCTBeHHHM HaM 6 o/iee BaacHbiM (JiaKTopoM 
yCTOMHHBOTO 3KOHOMMHeCKOTO pa3BMTH5I [9, C. 11]. 

CllCTeMa MHBeCTMpOBaHM5I MHHOBaqMOHHOM 4e5ITe/LbHOCTM 5IBA5ieTC5I O4- 
HOM MX C(])ep pea/LM3aqMM MHCTpyMeHTOB TOCy4apCTBeHHOM nO/LMTMKM, M 4/L5I ee 
3(})(})eKTMBHOrO (J)yHKqMOHMpOBaHM5I Heo6x04MMO (])OpMMpOBaHMe HOBOM MO- 
4e/LM B3aMMOOTHOUieHMM TpM34bI «TOCy4apCTBO — HayKa — HaCTHbIM 6M3HeC» B 
MHHOBaqMOHHOM CMCTeMe Ha npMHqMnax KOHqenqMM «tpomhom cnMpa/iM». Co- 
r/iacHo eii, yHMBepcMTeTbi co34aiOT Mqen, 6M3Hec oGecnenMBaeT pecypcaMM, rocy- 
qapcTBO (JiopMMpyeT HopM aTMBHyio 6a3y, 11 B3aMM04eMCTBMe cnupaAeii TpMiMeK- 
ca — MHCTMTyTOB, KOTOpbie 5IB/L5HOTC5I K/LIOHeBbIMM 3/LeMeHT3MM MHHOBaqMOHHOM 
CMCTeMbi, MMeeT ceTeBOM xapaKTep «CTpaTeraqecKMx MHHOBaqMOHHbix ceTeii», 
rqe npoMexoqMT nepeceneHMe Tpex mhotkcctb oTHomeHMM (BHyrpM(])MpMeHHbix, 
BHyTpMrocyqapcTBeHHbix m BHyrpMHayqHbix) 11 co34aHMe ra6pM4Hbix MHCTMTy- 
qMOHa/ibHbix 4>opM, CHMacaioiqiix Heonpeqe/ieHHocTb. B 3tom KOHTeKCTe 04HMM 
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M3 pea^LbHHX MeX3HM3MOB pa3BMTM>I npOqeCCOB MHBeCTMpOBaHMil MHHOBaqMOH- 

hom 4e>iTe^bH0CTM abahiotoi MexaHM3Mbi FHn b MHHOBaijMOHHOM a[)epe, npoqe- 
MOHCTpMpOBaBUIMe CBOK) 3(])(])eKTMBHOCTb B 3apy6e)KHbIX CTpaHaX npM pea^LM3a- 
qMM B3>KHbIX npoetCTOB M npOrpaMM MHHOBaqMOHHOTO pa3BMTM3 M n03B0ASII0mMe 
p33BMTb npoiieccbl MHBeCTMpOBaHMil MHHOBaqMOHHOM 4eaTe^lbHOCTM Ha OCHOBe 
MOIOAb30BaHM>I KOHqenqMM FMn [10, c. 13]. 

KaiOHeBbiM (JraKTopoM npw peaAM3aqMM npoeKTOB FHn b yciOBM>ix mhhob 3- 
qMOHHOTO p33BMTM3[ 3KOHOMMKM ABAfLeTOl H3AMHMe 3(])(])eKTMBHbIX npeqnOCblAOK, 
MHane roBopa, (})yH4aMeHTa. TaKMM (|)yH4aMeHTOM ABAAiOTai HayqHo-MCCAeqoBa- 
TeAbCKMe M MCCAeqOBaTeAbCKM-KOHCTpyKTOpCKMe MHCTMTyTbl M AadopaTOpilll, a 
TaK*e yHMBepcMTeTbi, b KOTopbix Ha OCHOBe (JryHqaMeHTaAbHbix m npMKAaqHbix 
MCCite 40 BaHMM poxqaeTOi BocTpeGoBaHHaa Ha pbiHKe MHHOBaqMOHHa>i npoqyK- 
qM>i — HOBbie MaTepMa^tbi, npc>4yKTbi, tcxhoaotm m, nporpaMMHoe odecneneHMe, 
a T3K>Ke TOTOBATOI KBaAM([)MqMpOBaHHbie Ka4pbl 4AH MHHOBaqMOHHOTO pa3BMTM3 
3KOHOMMKM. BMeCTe C TeM, COTpyqHMHeCTBO Me)K4y HayKOM, yHMBepCMTeT3MM M 
6M3HeCOM 3aTpy4H>ieTC3I OTCyTCTBMeM MH(])OpMaqMM O B03M05KH0CT3X M BbICOKMMM 
3aTpaT3MM, C KOTOpbIMM CTaAKMBaiOTC3 OpraHM3aqMM B nOMCKaX napTHepCTBa. 
YnacTMe rocy4apcTBa mo>kct cnoco6cTBOBaTb KoopqMHaqMM nacTHbix MHMqMaTMB 
M nOOmpeHMK) C034aHM>I TeCHbIX CB3I3eM Me>K4y np0M3B04CTBeHHbIMM CTpyKTypa- 
mm, yneGHbiMM 3aBe4eHM>iMM m HayHHo-MCCAeqoBaTeAbCKMMM yqpe*4eHM>iMM. 

B pa3Hbix CTpaHax (JropMbi rocyqapcTBeHHo-HacTHoro napraepcTBa m CTeneHb 
ynacTMii rocy4apcTBa b MHHOBaqMOHHbix npoeKTax pa3Haa, ho, KaK npaBMAO, aoak 
rocno44ep>KKM He npeBbimaeT 75% npn (JoMHaHCMpoBaHMM (JjyHqaMeHTaAbHbix 
MCC^te40BaHMM, 50% — npn noqqepxKe npMKAaqHbix MCCAeqoBaHMM, 25% — npn 
no44ep>KKe HllOKP MaAbix m cpe4HMx npeqnpMATMM m 10% — npn noqqepcK- 
Ke HllOKP KpynHbix npeqnpMATMM [11, c. 115-141]. 3(])(})eKTMBH0CTb nepexo4a 

3KOHOMMKM K MHHOBaqMOHHOMy TMny pOCTa BO MHOTOM T3K>Ke 33BMCMT OT MOqeAM 

opraHM3aqMM HaqMOHaAbHoii MHHOBaqMOHHOM cmctcmbi (qaAee — H11C). B coBpe- 
MeHHOM AMTepayype noHATMe «MHHOBaqMOHHaA CMCTeMa» McnoAb3yeTC>i 4 ah 060- 
3HaHeHM>i cnoco6a, c noMoiqbio KOToporo pa3AMHHbie MrpoKM B3aMM04eMCTByi0T 
4pyr c 4pyroM 4A51 C034aHMA hobbix 3H3hmm m mx TpaHC([)opMaqMM b KOHKypeH- 
TocnocoBHyio npoqyKqMio [12]. Mmchho b paMKax H11C moxho HaAaqMTb tot Me- 

X3HM3M B3aMM04eMCTBM>I pa3AMHHbIX aKTOpOB M (})aKTOpOB, KOTOpbIM (})OpMMpyeT 

cpe4y, 6AaronpMATHyio 4AH reHepMpoBaHMA MHHOBaqMM [13]. 

B 3HaHMTe^tbHOM CTeneHM, MaAoe koamhcctbo peaAM30BaHHbix coBMecTHbix 
FHn-npoeKTOB 6u3neca, yHMBepcMTeTOB m HaynHbix yqpesKqeHMM CBA3aHo c 
HeqocTaTOHHbiM (])MHaHCMpoBaHMeM HayKM, b qacTHocTM (JryHqaMeHTayibHOM, co 
CTopoHbi rocyqapcTBa, KaK b YKpaMHe, TaK m b Poccmm. YpoBeHb pacxoqoB Ha HH- 
OKP k BBn Bee eiqe 3HaHMTeAbHO ycTynaeT aHaAOTMHHbiM noKa3aTeAAM He toamco 
eBponeiiCKMx rocyqapcTB, ho m mhotmm qpyrMM rocyqapcTBaM (Pmc. 1). 
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Pmc. 1. Bnympenme pacxodu w uccMdoeanm u pcupadoniKU (MApd. dox\. C111A, 2011 z.) [14]. 

BaTKHBIM (JraKTOpOM, KOTOpbIM BAUReT Ha 3(J)(J)eKTMBHOCTb pea^LM3aiIMM npo- 
eKTOB rocy4apcTBeHHo-HacTHoro napraepcTBa, 5iBii>ieTOi KanecTBo opraHM3at(HH 
FMn, KOTopoe onpe4eAsieTOi c6a^iaHCMpoBaHHocTbio 3KOHOMMqecKMx MHTepecoB 
ynacTHMKOB rocy4apcTBeHHo-HacTHoro napraepcTBa. StJxJieKTMBHocTb opraHM3a- 
HMM rMIl 33BMCMT OT COMaCOBaHHOCTM M TOHHOCTM 4e7ierMpOBaHM>I BCeB03M0)KHbIX 
pMCKOB, OTBeTCTBeHHOCTM M yqeTa M34epxeK ynaCTMa B pa3BMTMM MHHOBaiJMOH- 

Horo xapaKTepa coBMecTHOM 4e5iTe^bH0CTM c yneTOM newrpaAii3au,iiii onnopTy- 
HMCTMHeCKOrO nOBe4eHM>I yqaCTHMKOB H pe3yilbTaTMBHOCTM peilieHMTI B03HMKai0- 
mwx npoB^ieM Me*4y ynacTHMicaMM F^fl. MexaHM3M rocy4apcTBeHHo-HacTHoro 
napTHepcTBa no3BOinieT 4e^empoBaTb kom MepnecKMM pncK Me:*4y qacimiM ii 
rocy4apcTBeHHbiM ceKTopoM H11C, hto cnoco6cTByeT pea^M3aijMM CTpaTeranec- 

KM Ba>KHbIX 4AH HaiJMOHaylbHOM 3KOHOMMKM MHHOBaiJMOHHblX npOpbIBOB M yKpe- 
nAemw KOHKypeHTocnoco6HocTM CTpaHbi, xapaKTepn3yeMbix no^o)KMTe^bHbiMM 
40 ^ir 0 Cp 0 HHbIMM COL(Ha^bHO-3KOHOMMqeCKMMM 3(JxJ)eKTaMM M pe3yilbTaTaMM. 

BMecTe c TeM, b npottecce peaAmau,mi rocy4apcTBeHHo-HacTHoro napTHepcTBa 
b ydOBnax MHHOBaijMOHHoro pa3BMTH>i 3KOHOMMKM cymecTByeT onpe4eiieHHbiH 
pn 4 npoB^ieM, npemiTCTByiomHx ero uinpoKOMy BHe 4 peHMio. B ochobhom ohm 
CBH 3aHbI C He 40 CTaT 0 HH 0 M MeT 040 iL 0 rMqeCK 0 M npOpaGOTKOM (|)OpMMpOBaHM>I Me- 
xaHM3MOB F^FFI npMMeHMTe^ibHO k MHHOBaL(MOHHOM ccjiepe, He 40 oijeHKOM pea^ib- 
HOTO BA11AH11A MHCTMTyTa F^n Ha 3KOHOMMKy CTpaHbi M BylMAHMH FMFI Ha yCMyie- 
HMH n03ML(MM CTpaHbi B ydOBMHX MOBaTbHOM KOHKypeHLJ II M . 
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4.2. METHODOLOGICAL APPROACH TO 
INNOVATIONS CONCEPTUALIZATION 
PROCESS: LROM IDEAS GENERATION 
UNTIL CONCEPT ASSESSMENT 

Drejeris Rolandas 

Abstract 

Innovations development is essential if organizations are to survive and grow. 
Yet, the process can be complex, time-consuming, costly and often unsuccessful. 
It is therefore important for the business and public sectors to thoroughly analyze 
all relevant processes, to work out systematic provisions for the development and 
implementation innovations and to elaborate efficient methods. Organization can 
implement one or several ideas, but they may reveal one to be wrong and do not 
achieve customers and employees satisfaction. Many organizations' (and scientific 
also) ideas arise without any aid of disciplined and planned procedures. Suggested 
model provides clarifications of necessary procedures based on the researchers' 
opinions, which are assessment in terms of logic and adaptability. An approach 
which has often been used to cover the idea generation stage and one which 
companies still follow is a procedure of random idea submission in which ideas 
are left to the people directly concerned in innovation development. Although this 
may have a semblance of an approach it is basically a haphazard procedure which 
relies mainly on chance. So, suggested a deep logical comparative and systematic 
analysis of the idea generation process. The use of content analysis also allows the 
best solutions to be found and for the process model to be offered for the generation 
of ideas and even concept assessment. The suggested model provides clarifications 
of necessary procedures based on the researchers' opinions, which are assessment 
in terms of logic and adaptability. 

Keywords: innovations, model, ideas generation, new product, concept 
development. 



1. Introduction 



I nnovation which puts new knowledge to productive use can create and com- 
mercialize new processes, products or services of the type which often associate 
with the term invention, but it can also lead to the development of improved 
processes, products and services. One of the most difficult steps in the process of in- 
novations development is the first-idea generation (IG). Other steps of this process 
are widely discussed by many authors, and they have different opinions about it. 
Yet many companies in their development programmes appear not appreciate the 
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importance of ideas generation stage. An approach which has often been used to 
cover the idea generation stage and one which companies still follow is a proce- 
dure of random idea submission in which ideas are left to the people directly con- 
cerned in product development. So, many companies' ideas arise without any aid 
of disciplined procedures. Although this may have a semblance of an approach it is 
basically a haphazard procedure which relies mainly on chance (Sowrey, 1989 and 
many others). Furthermore various researches advocate absolutely different meth- 
ods for idea generation without any reasoning of them. Such a consideration can 
be called as a problem, which judgment is important and actual for successful busi- 
ness development. Besides, using appropriative methods in process of innovations 
development may help to identify problems at an early stage and assist in directing 
the innovationsdevelopment effort in the right direction (Nijssen, Lieshout 1995). 

As state many researches, a system is required which ideas are generated 
through an organized network with a central collection point. This network should 
cover both inside and outside the company and utilize different types of ideas 
collection methods and techniques. Although each company's innovation overhaul 
has its distinctive features, one key aspect that all these vanguard companies are all 
doing is to encourage ideas from everywhere in the organization, not just the new- 
product development or strategic-planning departments. Moreover, to ensure that 
a high-potential notion does not get lost, these companies have, or are, developing 
initiatives that provide a systemic approach to idea management (Trucker 2003). 
But companies use many different methods for idea generation, though some of 
them are not effective in existing circumstance. So, business conditions influence 
productivity of idea generation process and possibilities of creating successful ideas 
and it can be predicated, that effectiveness of the methods for idea generation is the 
most important criterion in selecting process of the best one. The premise of the 
outcome based approach is that an idea generation method is considered effective 
if its use results in "good" ideas, which can transform into successfully innovation. 

How do business and public organizations construct their demands from a 
competitive standpoint and how do they take into consideration potential market 
consumers' usage conditions while trying to minimize misunderstandings and 
corrections during the idea generation process. This is the research question that 
underlines this paper and is also the implicit question that all such a companies try 
to answer because success depends on the degree to which this process is mastered. 
So, the object of the paper is process of innovations designing. The goal of this 
research is to propose methodological models for development ideas from their 
generating stage till concept building. 

The continuous hegemony of innovations in general, new product and 
creativity arises from organizations recognizing that correctly harnessed creativity 
absolutely can offer companies a competitive advantage. Faced with complex, 
open-ended, ever-changing challenges, the most of organizations realize that 
constant, ongoing innovation is critical to stay ahead of the deep competition. The 
most appropriate innovations will be those that help to meet customers' needs 
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more effectively than competitors' activity, and are therefore preferred by more 
participants of business activity. But it can be note not only for business, but for 
public institutions activity also. It means that organizations must to identify those 
needs, and then generate new ideas and solutions (McAdam, McClelland, 2002; 
Shekar, 2007) It is evident that organization can implement one or several ideas, but 
activity according them can be uncalled-for users and it means that will not help to 
achieve better customers' satisfaction. One of the most difficult steps in the process 
of innovations creating is the first -idea generation. But how is this? Generally the 
term "idea" can be expressed as something that is unreal and unrealized, unproven 
or untested. But persons' creativity can help generate good ideas, so creative 
persons are always expected both business and public institutions. Creativity and 
idea generation can be described as divergent thinking just as innovation can be 
described as convergent thinking (Gurteen, 1999). A 'call for ideas' is the first step 
on their innovation journey for many organizations. 

More often than not, such calls result can challenge even a flood of ideas; 
sometimes many people in the organization will have been just waiting for some 
opportunity to bring forward the idea they have kept for a long time. Not many 
organizations launch into innovations ideas coming schemes with firmly established 
assessment criteria set out. Therefore sometimes participants of business and public 
organizations activity even do not really know what kind of ideas is required and 
they often do not understand why their ideas are being selected or rejected. Some 
commercial and public companies manage generating innovations ideas by using 
appropriate methods and obtain right results, whereas in many other organizations' 
(and scientific also) ideas arise without any aid of disciplined processes and 
procedures. Not many organizations provide sufficient manpower to review and 
asses the flood ideas in a timely manner (Stam, 2008). Many practice administrators 
of different institutions and some marketing directors respond to participants of 
business activity touches in order to find innovations ideas. 

Idea generation is important step, because new idea or ideas are the starting 
point for any innovation developing. Unsatisfactory processes of innovative ideas 
generating in organizations are called as a problem of the article. Its purpose is 
to present a model for better ideas generation in the both public and business 
organizations, which would determined the steps and order of ideas generation 
procedures. So, the object of analysis is a overall process of innovation creation in 
organizations. 



2. Analysis of innovative ideas generation process 



The meaning of innovation idea can be defined as a vague characterization of a 
new process that tells the need to be fulfilled or the problem to be solved with its help . 
An innovation idea can be totally new for the market or it can be new to its producer 
or to the focus group (Drejeris, Tvarijonaviciene, 2012). An innovation's idea can also 
be a new formulation of an existing process (or product) that is redesigned. In other 
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words this means reconstruction, rearrangement, or substitution of the process that 
is not used earlier (Berry, Lampo, 2000). But not every problem of the customers 
can be resolved by implementing of innovation. The most of cases it depends of 
organizations' possibilities to create it and an amount of customers' needs. 

The nature of innovation idea can influences the development process. In 
the case when the number of stakeholders and users is high, and therefore it is 
important at the process start of innovations implementation project to clearly 
identify key groups. For example, this is particularly important to large medical 
institutions, most of which in some countries are public (Drejeris, Tvarijonaviciene, 
2012). The evolution of the New Public Management movement has increased 
pressure on state bureaucracies to become more responsive to clients (Vigoda, 
2002). Although a cooperation between all fields product makers and buyers in the 
business institutions should appear automatically every time and must develop, 
grow. According earlier mentioned Vigoda (2002) that is without a doubt it is an 
important advance in contemporary public administration, which finds it struggling 
in an ultra-dynamic marketplace. The most and the best ideas for public sector at 
the most of cases can emerge by only collaboration between service customers 
and their providers. So, oopportunity identification needs and their analysis has 
to be involved a thorough evaluation of the current processes from a customer's 
perspective. Such a stage, which would consist of both internal and external data 
gathering, has to be included as a study of users' behaviors, needs, and attitudes. 
Experts of the every area have to consult them and introduce with scholarly march 
in the profile of the problem. According Drejeris, Tvarijonaviciene (2012) is an 
important point to note, that some medical ideas for innovations can be very large 
and complex; in which case, it is useful to analyze the data on both macro and micro 
levels. So, experts must have high qualification (Cohen, 2003). 

The detailed investigation is necessary, which would involve in-depth surveys of 
target users to determine the extent of business process problems. Such information 
would help to build a user profile, to gauge user perceptions, attitudes and usage 
also an evaluation of existing processes. In this case medical ideas resources would 
be exceptional, because scholarly march of scientific institutions can be the most 
important information. It is necessary to be at one end of the scale the collection of 
information from the user and at the other end - active participation by the medical 
service staf (Drejeris, Tvarijonaviciene, 2012). Then need to use appropriate idea- 
generation techniques, which aided in the generation of innovations ideas. Business 
companies create innovations for variety of reasons, but usually in attempt to 
increase profits (Datta et al., 2008), public organizations create innovations for more 
and better satisfying the social needs of society. 

3. Model of innovations ideas generation process 



On above presented arguments of initial analysis, the general model for 
generating ideas for innovations analytically is shown in figure 1. It was found to 
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fit in well with the innovations context and can include local necessity procedures. 
As highlighted earlier, the involvement of product users and staff is purposeful for 
better results of creating more perfect processes in organization. Customers' needs 
analysis is necessary for creating new product or improving existing, analysis of 
product makers' opinions about manufacturing processes can help for improving 
technology, or create an entirely new other solutions for better product making. So, 
ideas generation process has starts with information gathering and moves quickly 
to ideas receiving. Innovation users can be persons from outside (customers) an 
inside (product makers). They both become part-of this process eventually at the 
innovation ideas receiving stage. 

This model provides a visual guideline for managing the innovation ideas 
generating process better. Proposed model can be used to guide the involvement 
of users and product makers' staff in the process of innovations idea generating. 
It also highlights the iterative nature of ideas development, which is shown by the 
arrow looping back into the first component of the suggested model. Its use has to 
be serviceable for informing of customers and staff about their contributions and 
role in the process of innovations development and their cooperation. 
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By and large, within the customers as a perspective direct for development, the 
most researchers have focused on customers as a source of new product and other 
innovation ideas. It is appropriate solution, but not the only one for both public and 
business organizations, as state many other authors. 

Further will be justified the content, necessity and sequence of the suggested 
model components. 

3.1 Determination purposefulness of innovations 

Many companies that are not actively pursuing innovation are likely to lose in 
the competition. However, there is no single reason that encourages companies to 
innovate; each company has its own reason and motivation for innovating and these 
reasons are different in various situations. Companies tend to put forth constant 
efforts to satisfy the needs of their customers, they are considered to be creating 
products that comply with their customers' preferences (Najib, Kiminami, 2011). 
Understanding business demand for new product or other innovations is a difficult 
and important task that has probably been overlooked by both economists and 
policy makers (Muscio et al., 2010; Drejeris et al, 2011). Although final consumers 
are getting every day more interested in different characteristics of production and 
are showing greater willingness to pay for new and improved products, and some 
of they do not change substantially their alimentary regime (Meeus and Oerlemans, 
2000). Such circumstances challenge to determine demand of innovation. 

Drejeris et al. (2011) present example that it follows about product innovations 
in the agricultural industry. They note, that they are hardly radical and much more 
often of incremental nature. This feature makes innovation dynamics as in the 
industry similar to those in other mature industries such as textiles, clothing and 
footwear and despite its relevant innovation potential, it differentiates from other 
science-based sectors and the contribution of scientific institutions for innovations 
is important a lot in agricultural sector. . 

Muscio et al. (2010) identify three main typologies of demand for innovations 
(real, latent, potential) and argued, that it is necessary to measure not only customers 
demand, but employees demand for innovations also. Mentioned authors present 
taxonomy of that measuring and conclude that innovative processing technologies 
can meet the needs of several other industries also, so other industries can challenge 
demand of innovations also. It is commendable situation where increasing pressure 
for universities to raise research funding from industry and to contribute actively 
to industrial innovation. In a fast-changing environment, leaders cannot predict 
what kinds of new product may be needed. Thus it is not clear what kind of new 
product structure and culture are needed for the customers, so that kind of analysis 
is necessary (Wood, 2003). 

Determination demand of innovations is one of the most important stages and 
it is necessary with ideas generation as a first step of new product development 
process. Drejeris et al. (2011) suggested quantitative methodology for determining 
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purposefulness of new service developing. Mentioned methodology became 
classical and is used in many service companies. 

3.2 Identifying problems and customers' needs 

Historically, firms organized research and development internally and relied 
on outside contract research only for relatively simple functions or products 
underlying most such views are the assumption that customers are sources of 
information and that customer involvement can enhance product ideas effectiveness 
(Lundkvist and Yakhlef, 2004; Drejeris et al., 2011 and others). However, researchers 
are not at one as to the relevance of involving customers in idea generation, arguing 
this will only lead to imitative, unimaginative solutions (Ulwick, 2002). The role 
of customer (patient) in medical idea generation has mainly been recognized in 
connection with incremental, continuous innovation (Cradock-O'Leary et al., 
2002; Drejeris, Tvarijonaviciene, 2012). Although the processing of information, its 
reconfiguration through sorting, re-categorizing, recontextualising and combining 
it with internal information may lead to the generation of new ideas and knowledge, 
thereby uncovering explicit and latent customer needs and wants, the process is 
still bedeviled in that it takes place at many removes from the customers' tacit 
dimension, and is carried out in abstraction from their feelings and their emotion 
(Schuber, Ginsburg, 2000). 

The role of conversation, as a rich mode of interaction, has long been 
recognized by researchers and linguists. According to Tannen (1998), conversation 
is not a passive (cognitive) process where a person actively speaks then remains 
passive while another speaks; rather it is always engaging and active. Involvement 
in a conversation is created as much through a listener's participation as through 
that of the interlocutor. Both listener and interlocutor become involved in the work 
of making sense and sharing and creating ideas. It is through conversation that 
members are turned into a collective actor driven by the necessity to maintain the 
continuity of the social order. 

The most of cases users of medical services readily speak about their problems, 
especially about problems of organizing of service process. In the case of customer 
involvement in innovation-related activities, the text consists of the various 
suggestions, feedback and ideas during their conversation. This text is not to be 
interpreted as a mirror or representation of realities, but as a vehicle for bringing 
forth new ones. According Berry et al. (2003) it is in this sense that the text acts, it 
sanctions action, it intervenes in the organizational realities, it does things. What this 
implies is that customers and employees become an active participant in the patent 
care organization's activities, a kind of hybrid actor composed of its customers, 
employees and, not least, the text that acts as a common history legitimizing the 
necessity to act. The role of conversation is double: First, it serves to make sense 
of the circumstances in which the interactants find themselves, and that is by 
translating those circumstances into available representations of how things are 
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in the world; second, it serves to transform those interactants from two or several 
individuals into a collective purpose that "acts" on their behalf, becoming thus a 
sort of quasi-actor (in a Latourian sense). It is only through this transformation into 
a collective actor that interactants become capable of dealing with the situation, as it 
has been interactively defined by them. This process of translation of circumstance 
into a frame of knowledge, and of interactants into a collective purpose is realized 
in language, both in the sharing of perceptions of the situation and in generating 
a collective response to the circumstances where the interactants are located 
(Lundkvist and Yakhlef, 2004). 

Consumers are often innovators, especially users of medical services 
(Greenhalgh et al., 2007). But some peculiarities are in using medicines. The most of 
cases patients can not be innovators, but only doers, users of particular medicines 
scheme (Crockett et al., 2011). Such circumstances allow identifying other kind of 
problems, which can be analyzed in the sequel. 

Public and business organizations frequently draw on consumers' experiences, 
creative thoughts and usage behaviours for inspiration. The rationale for using 
consumers for creative solutions is that different individuals have different 
experiences, abilities, beliefs and needs (Shane and Venkataraman, 2000, Webster 
et al., 2010). Such differences lead to unique interpretations of existing functional 
capabilities, possible product transformations to develop new solutions and novel 
conjectures for applications in new product areas (Zahra and Nielson, 2002). 

To gain insights from consumers, various combinations of data collection 
techniques are used. Consumers are brought into research laboratories, given trial 
service and their behaviors are observed or they are gathered together in focus 
group discussions and asked to respond with creative solutions to a particular 
problem or challenge given parameter constrained design choices (Crawford, 
2001). Recent virtual technologies have allowed consumer researchers to integrate 
different techniques to engage consumers in actually designing new products. 
Some companies use a web portal with a virtual adviser to "listen in" to desired 
combinations of customer needs; following this, customers are offered a design 
palette with specified features of service that fulfil their unique requirements 
(Webster et al, 2010). 

The field of medical services is heterogeneous as it covers various 
professionsandactivities. Each profession is based on its own discipline, which 
offers opportunities for interdisciplinary research. 

3.3 Problems screening 

According previous statements in order to be successful, a service should be 
based on customers need (Edvardsson, 2010 and others). On more concrete level a 
service is a solution for a problem that customers have and which they will not or 
can solve themselves. The problem should be identified in order to find solution 
for it. An important point to note, that some problems of the customers can be very 
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large and complex; in which case, and there's no question of creating some service 
to solve them by service companies' power. So, compnies'experts have to decide 
about companies possibilities and to choose only problems, which can be solved by 
companies' power and solved in qualitative way. Again according to Argouslidis 
and McLean (2001) problems and needs should be clarified in an early phase of 
the development process in order to make sure that service/market fit, the most 
important success factor for the innovations, is ensured. 

It has been stated that customers are not always actually aware of their need 
and problems, especially of future problems. In situation like this a service producer 
that has developed an offer based on certain needs can help the customer to define 
his needs and problems. A service producer should therefore possess profound 
knowledge of the customer (Gustafsson et al., 1999). Patricio et al.( 2011) even state, 
that customers future needs can be modeling by the service company and they 
proved that proposition in the article. In a sample of 108 pharmacies, it was found 
that 13% of the customer population asked medically related questions; pharmacists 
estimated that on average some 35% of their customers ask such questions. 

These answers of these questions can be good resource for new ideas. (Selya, 
1988). 

According Jaakkola and Halinen (2006) foundation of medical services is the 
belief in the provider's benevolent intent, and in the notion that the service provider 
can be counted upon to advance the client's interests, rather than self-seeking 
interests such as profits or status, so a degree of altruism is associated with medical 
services. It means, that problems screening is not only difficult, but so important 
part of set processes in the road of the rise of a new ideas. 

3.4. Outcomes analysis of problem solving 

According to the definition, the product making problems should also indicate 
for the critic the central outcomes of the process. Central outcomes can be defined 
as technical economic and process outcomes. Through technical outcome the 
experts evaluate technical possibility to solve that problem by the employees of 
the company. A single designer or even a team of them can not have knowledge on 
all aspects of attempts. It would not be feasible to acquire expertise in all required 
areas; therefore it is necessary to turn to other sources for knowledge and ideas. 
One of the peculiarities of innovation ideas is that in some industries need ideas not 
only for new healing methods, but creating new devices (technologies) also. Results 
analysis can call new challenges and directions in new materials, new processes 
research also. According Drejeris, Tvarijonaviciene (2012) in medicine these include 
synthetic replacements for biological issues, designing materials for specific 
medical applications, and materials for new applications such as diagnostics and 
array technologies. 

The process outcome tells how smooth and pleasant the problem has been 
from customers' point of view and from product makers' point of view. The 
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economic outcome and through it the economic quality reveals to the customer 
quality reveals whether he had received the economic benefits that he had 
expected. Appropriate economical outcome is topical for the business companies 
and public also. Determining of economical outcome is important on the case, when 
organization determine future problems and needs of the customers and product 
makers. According that analysis is possible to determine the market fit of future 
innovations. The description of process outcomes is very difficult because it would 
mean assessments of changing processes, future possible actions and situations. So, 
it has to be made by the most qualified experts of the company. According Patricio et 
al.(2011) general model of multilevel service design customers experience influence 
of outcomes and appropriate results of a such analysis influence of further service 
success. 



3.5 Determination ideas resources 

New product development (NPD) literature has gone to some length to 
emphasize the significance of new product idea generation and overall fuzzy front- 
end stages of NPD process (Brown and Eisenhardt 1995; Henard and Szymanski 
2001). One of the focuses of this literature stresses the importance of various 
sources of new product ideas. There is a "technology push" theory that suggests 
that a new technology that works will sell itself, whereas the "market pull theory" 
proposes that only the voice of consumers can determine what the next best 
product will be. A review of the extant literature reveals a multitude of sources 
that can be categorized as being either internal or external to the firm. For example, 
research and development departments, venture teams, new product committees, 
and marketing department reports are considered useful internal sources of new 
product ideas, while consumers and lead users, distributors, suppliers, competitors, 
and government departments are considered useful external sources. The approach 
adopted by firms usually reflects their basic orientation toward NPD. 

In addition to innovations' idea sources, the importance of interaction 
with relevant stakeholders across various stages of NPD process is reflected in 
the growing body of interdisciplinary research on this topic. Ideas generation 
methods cannot be differed as appropriative only for bussiness or only for public 
organizations, because sources of ideas are similarly. 

There are a number of approaches for generating, organizing, assessing, 
manipulating new ideas. Some of these approaches are described in classical 
Pahl and Beitz (1988) papers (systematic combination, combining with the help of 
mathematical methods) and Hyman (1998) works (morphological boxes and charts), 
which are considered classical. The use of checklists is another one technique for 
creative thinking and manipulating appropriative ideas. Except mentioned below 
is presented some the most popular methods for ideation. The most of them fit for 
commercial and public innovations: 
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■ Periodically screening existing products of organization and comparing 
them with the firms' products on purpose to improve attributes and combine the 
features/benefits of several separate products into single innovations. The most of 
cases these methods apply for organizational changing of existing product in order 
to improve their performance (technology). 

■ Examining users' un-met needs that are not being satisfied by competitive 
product. Conversations with consumers can suggest ideas for new products in 
commercial and public organizations. 

■ Using idea-generation, such as brainstorming, to create a list of possibilities, 
and then evaluate each idea's feasibility and relevance to the organization's mission 
and strategy. This method is appropriate for generating ideas for products in 
commercial and public organizations also. 

■ Improving product of other organizations' upon introduction could be the 
least expensive, fastest, and less risky way to introduce new product (or technology) 
to market. The group of such methods can be used in scientific organizations and 
commercial, public firms also. 

Not all innovations' ideas of can be directly adopted to form part of the design 
solution. Often only elements of ideas are used and these must be organized and 
combined to develop new, feasible ideas. Sometimes, ideas that at first do not 
appear to be workable, may in fact become practical solutions when modified or 
combined with other ideas in public and business organizations. 

So, many methods of ideas generation are suggested in scientific and special 
literature. But which is the best in resent situation? It is one of the biggest problems 
for commercial and public institutions and it challenges to pay more attention. 

3.6. Determining ideas generation methods and their effectiveness 

It has been found by many researches, that successful firms establish systems 
and procedures for stimulating idea generation on a long-term basis and the most 
of cases they use formal idea generation methods (Robinson, Stern 1997; Felberg, 
DeMarco 1992). Formal idea generation methods are broadly classified into two 
categories: intuitive and logical (Shah, Vargas-Hernandez 2003; Ivanyi, Hofer 2002). 
Intuitive methods use mechanisms to break what are believed to be mental blocks. 
Logical methods involve systematic decomposition and analysis of the problem, 
relying heavily on technical databases and direct use of science and engineering 
principles and/or catalogues of solutions or procedures. Effectiveness is the most 
appropriate criterion for choice IG methods for every company. One of the main 
problems is quantitative evaluation of IG methods effectiveness. 

But the deepest analysis of IG process is suggested by Shah, Vargas-Hernandez 
(2003), Shah et al. (2001), Drejeris, Tuncikiene (2010). Mentioned authors conclusions 
reasoned by practical researches. They agree that an idea generation method is 
considered effective if its use results in "good" ideas. They noticed that the main 
question is how to relate measures of goodness for design ideas to measures of 
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goodness of idea generation methods. Two basic criteria are identified for this 
purpose: 

- how well does the method expand the design space, 

- how well does the method explore the design space. 

Based on the above two criteria, four separate effectiveness measures are 
proposed by Shah and Vargas-Hemandez (2003) and Drejeris, Tuncikiene (2010): 
novelty, variety, quality and quantity. Novelty is a measure of how unusual or 
unexpected an idea is as compared to other ideas. Not every new idea is novel since 
it may be considered usual or expected to some degree and this is only known after 
the idea is obtained and analyzed. Variety is a measure of the explored solution 
space during the idea generation process. The generation of similar ideas indicates 
low variety and hence, less probability of finding better ideas in other areas of the 
solution space. Quality, in this context, is a measure of the feasibility of an idea and 
how close it comes to meet the design specifications. Quantity is the total number 
of ideas generated. The rationale for this measure is that generating more ideas 
increases the chance of better ideas. These four metrics measure different aspects 
of effectiveness of the methods. Their independence is not an issue; they are all 
important in measuring one aspect of effectiveness. 

3.6.1. Novelty of ideas 

Every idea produced is analyzed by first identifying which functions it satisfies 
and describing how it fulfils these functions, at the conceptual and/or embodiment 
level in Shah, Vargas-Hernandez (2003) works. Each description is then graded for 
novelty according to one of two approaches. It is possible to compute a total score 
of novelty for each idea, by applying the weights to each function and stage. Overall 
novelty of each idea can be computed from (1) formula: 



M =t aj is ljkPk , ( 1 ) 

/=i k = l 

where, M - overall novelty score for the idea with m functions or attributes and 
n stages. Weights ( ) are assigned according to the importance of each function or 
characteristic in order to compute an overall score. Further, each function may be 
addressed at the conceptual and/or embodiment stage and weights ( Pk ) assigned 
according to the stage's importance. 

Shah, Vargas-Hernandez (2003) state, that the calculation of S j, depends on 
the approach chosen. For the first approach (a priori knowledge) a universe of ideas 
for comparison is subjectively defined for each function or attribute, and at each 
stage. A novelty score 5/ is assigned at each idea in this universe. To evaluate the 
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function and stage of an idea a closest match is found in the table and the score S { 
noted. But this process is difficult for small service companies and we think that it 
is not universal. Shah, Vargas-Hemandez (2003) with Drejeris, Tuncikiene (2012) 
also state, that for the second approach S , can be calculated from (2) formula: 

( 2 ) 

>jk 

where, Tjc — is the total number of ideas produced for function (or key 
attribute) j and stage k; and C j. is the count of the current solution for that function 
(or key attribute) and stage. 

By authors opinion it is better approach, because it takes less expenditure for 

the companies. So, novelty of ideas can be suggested to account according (3) 
formula: 



M = . 2 

y=l k = 1 



" T jk ~ c jk 



■Pk 



l jk 



( 3 ) 



This metric has also been used by psychologists to measure creativity 
(Drejeris, Tuncikiene, 2012). According J. Shah, N. Vargas-Hernandez (2003) the 
use of a measure of novelty in idea generation is of fundamental importance. They 
state, that novelty can be assessed at multiple levels, depending upon the scale. The 
simplest level is personal novelty, in which an individual discovers or creates ideas 
that are new to the individual. And the highest level is historical novelty, in which a 
product or idea is the first of its kind in the history of all societies and civilizations. 

Author agree with those propositions, but state, that such description of 
novelty can be not correct in some circumstances, especially which are connected 
with environment of the company. On this approach it is much better apply to 
Salavou (2004) and Drejeris, Tuncikiene (2012) opinion, which state, that product 
can be new not only for consumers and for a company also. And new product can 
be new for consumer, but known for the company. Some functions and some stages 
can have different influence in companies' activity. Besides, every idea can satisfy 
different functions in the process of service providing according companies 
requirements also. So, it is purposeful to separate (3) formula into two parts: 

determining novelty of ideas for consumers ( ^ic ) and determining novelty of 

ideas for a company ( ^ 10 ) in that wav: 



m n , . \ 

M\ C = Z a jC S S ljk p kc , ( 4 ) 

7=1 k=\ 
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where, a ^ - weight of the each j function for a consumers; - importance 
of stages for a customers; 



m " ,r\ 

M\ 0 = Z a.j 0 Z 5 ] jkPko 5 (p) 

j = 1 k=\ 

Where a p - weight of the each j function for a consumers; Pio - importance 
of stages for a customers; 

So, authors suggest novelty of ideas to count by indicator / which will be as 
a result of synthesis indicators ^ 1C and ^ 10 : 



M | = aM 1C + /?M 10 , (6) 

where, a - relative importance of ideas novelty for a consumers, & - relative 
importance of ideas novelty for a company. 

Assessment novelty of ideas is so important not only for a new companies, 
which only decided to start business activity, but for an existing companies also. 
Ginevicius (1998), Ginevicius, Podvezko (2008) widely described process of 
diversification in their works. Mentioned authors state, that diversification is still 
viewed as a controversial approach because quite a few diversification projects 
failed. This happened for many reasons, and one of them is that the field of company's 
operations is too wide. To determine the optimal number of activities, the effect of 
diversification on the efficiency of company's commercial and economic activities 
should be known. We quite agree with mention proposition, but can expand it, 
that using of appropriative method of idea generation can help for better results of 
diversification, because appropriateness of methods directly correlated with results 
of their execution (Hering, Phillips 2006). Our practical studies only confirmed such 
results. 



3.6.2 Variety of ideas 

According Shah, Vargas-Hernandez (2003) and Shah et al. (2001) and Singh 
with Karambir (1996) in measuring process of ideas variety is needed to examine 
how each function is satisfied. A variety rating applies to an entire group of ideas, 
not an individual idea (Vosburg 1998, Drejeris, Tuncikiene, 2012). Ideas are grouped 
based on how different two ideas are from each other. 

The use of a different physical principle to satisfy the same function makes two 
ideas very different. On the other hand, if two ideas differ only in some secondary 
construction level detail, say a dimension value, the ideas are only slightly different. 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, O. O. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 

272 



Section 4.The Newest Role Of Innovation and Marketing in Business and Higher Education Development 



They suggest analyzing the conceptual origins of ideas through a genealogical 
categorization based on how ideas fulfill each design function. A genealogy tree is 
shown in Figure 1. 

At the highest level ideas are differentiated by the different physical principles 
used by each to satisfy the same function; this is the most significant extent of 
finding differences between ideas. At the second level ideas are differentiated 
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Fig. 1. Example of genealogy for an idea set (Shah, Vargas-Hernandez (2003) and others) 



based on different working principles but they share the same physical principle. 
At the third and fourth levels, ideas have different embodiment and different 
detail, respectively. The nodes in the tree carry the count of ideas in each category at 
each level. The number of branches in the tree gives an indication of the variety of 
ideas. If greater variety is to be valued, branches at upper levels (physical principle 
differences) should get higher rating than the number of branches at lower levels. 
Shah, Vargas-Hernandez (2003) suggest an example (Fig 1), in which they offered 
how to have assigned values to physical principle, working principle, embodiment, 
and detail levels respectively. These values were chosen to ensure that separation at 
higher levels will always score a greater total. 

If there is only one branch at a given level, it shows no variety and the score 
should be zero; otherwise the score should be the number of branches times the 
value assigned to that level. 

The genealogy tree needs to be constructed for each of the functions of a 
device. Not all the functions are equally important, so one can assign a weight a • 
to account for the importance of each. 

Then the overall variety measure ^ 2 takes the following form: 



M 2 



I a 

j = 1 



j £ S k b k 

k=i 



n 



( 7 ) 
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where, b k is the number of branches at level k; S k is the score for level k; m 
is the total number of functions; n - total number of ideas. 



3.6.3. Quality of ideas 

Accrding Drejeris and Tuncikiene (2010) quality usually is adequately 
estimated not only even though there is not enough quantitative information to 
do formal analysis. But at the embodiment stage it may be possible to do some 
quantitative analysis and ratios of expected value to desired value of key attributes. 
These could be computed to quantify quality (Vosburg 1998). It should be noted that 
the number of design phases evaluated (physical principle, concept, embodiment, 
detail, etc.) will depend on the type of idea generation method (Shah et al. 2001). 
Shah, Vargas-Hernandez (2003) offer an example, that brainstorming and 6-3-5 
have only one phase (concept) while C-Sketch and Gallery may have two or three. 
The quality of an idea is an independent measure since it can be based on a physical 
property or ratio related to the performance of the artifact (time, weight, energy, 
etc.). Besides, they state, that evaluation of technical feasibility and performance of 
design alternatives is the very essence of engineering. Questions, such as, "Can it 
get off the ground? How fast can it go? What is the probability of failure?" need to 
be answered. Evaluation uses both analytical and experiential knowledge. 

Any of the above methods can be used for determining the overall quality of 
a set of design alternatives generated. The only difference is that we add all the 
quality scores for all the alternatives to get the total score for the set. Thus, the 

quality rating is found from formula (8): 






I a • I S jkPk 

j=\ J k = l 



n x X a : 



7=1 



( 8 ) 



where, S /- is the score for quality for function j at stage k; m is the total number 
of functions; a j is the weight for function j; P k is the weight for stage k. 

3.6.4. Quantity of ideas 

Quantity is the total number of ideas generated by a group or individual 
during a designated amount of time or over the entire course of running through 
all the steps in a given design procedure. Some methods prescribe the number of 
ideas generated. For example, 6-3-5 has six ideas per participant per cycle. In this 
case, it may not be too meaningful to use this measure unless comparing it to other 
methods (Shah et al. 2001). 
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The justification for using quantity is that many believe achieve that generating 
several (more) ideas increase the chances of occurrence of better ideas (Kumar et 
al. 1991). Also classical literature in psychometric psychology uses fluency (how 
prolific one is in generating ideas) as a measure of an individual's creativity (Shah, 
Vargas-Hernandez 2003). Relative dimension would be more objective in such 
assessments (Bivainis, Drejeris 2008; Drejeris, Tuncikiene, 2010). 

So, authors suggest assessment a quantity of ideas according (9) formula: 



«. = -£, ( 9 ) 

M) 

where, P — average number of ideas, which were generated in previous 
sessions by the companies responsible persons according determined method; 

p 

0 - number of ideas, which can be generated in theoretical approach by using 
determined method. 



3.6.5. Synthesis of assessment results 

Shah and Vargas-Hernandez (2003) agree that sense of this method is 
not enough, that each of some measures can be so different and it is difficult to 
understand the meaning of such a measure. Such troubles would be avoided, if 
assess by using only one measure. Author of proposed, that such dimension could 
be prepared by synthesis of mentioned dimensions. The scheme of synthesis of 
assessment results is provided in Figure 2. Relative importance of all indicators 
has to be determined by companies' experts (Drejeris, Tuncikiene, 2010). So, it is 
purposeful to compare IG methods according an indicator M and to choose that IG 
method, which satisfies the best value of M indicator. 

M indicator reflects effectiveness of IG methods in present business conditions. 
Such synthesis of assessment results allows making the most objective decision 
(Drejeris et al. 2011). 

The use of combinations of criteria in assessment process allows analyzing and 
evaluating different methods, which influence development of companies' activity 
and its success in the future (Drejeris et. al., 2011). Also the synthesis of assessment 
results allows getting much more objective results of assessment and to make better 
decisions, which are important in process of innovations implementation. 



3.6.6. Model for assessment of methods for innovations idea generation 

N ardeosingh (2006) identify three phases in the beginning of the idea generation 
process: a problem solving situation, identification of the market, technological 
trajectories and possible technological solution, that is, the ideas resources. He 
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Fig. 2. The scheme of synthesis of assessment results (Drejeris, Tuncikiene, 2010) 

emphasize also, that the most important solution is answering how to adapt the 
idea to the market. We agree with such proposition, but consider, that probability 
of further development is an idea assessment stage, which follows after an idea 
generation stage. Idea assessment stage is widely described by Bivainis, Drejeris 
(2008) in their article "Innovations idea screening". On the other hand mentioned 
authors emphasize in the same article, that determining of appropriative method 
for idea generation helps for every company to assess ideas in more objective way 
and to get better results of innovation implementing. Schnetzler (2005), Hering and 
Phillips (2006) also support to such proposition, because they suggest differentiating 
ideas before assessment. Schnetzler (2005) state, that using of appropriative methods 
can save the time for ideas assessment and for innovations implementing. Results 
of her researches showed, that using inappropriate methods for idea generation 
allows getting prospectless ideas and then correction make to use nonproductive 
time. 

Benefit of suggested methodology for the assessment methods of innovations 
ideas generation is already proved. It would be really objective methodology, it can 
be used for assessment unlimited number of methods, but appropriative not for the 
all business conditions and circumstances. As is mentioned above it can be used 
only by companies, which has considerable experience in such process making. 
Certainly suggested methodology is appropriate to use for a companies, which 
generating ideas is one (can be the main) area of their activity or for companies, 
which provide such kind of business consulting services. From the other hand 
using of suggested methodology is enough expensive and it can take much a labor 
expenditures. Also appropriative using of it requires having experts with high 
qualification. So, for the companies, which has not enough financial potential or 
has not enough experience in process of idea generating is better to use classical and 
popular methodology presented by Lemiesz (1983). He offered matrix for retrieval 
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methods of idea generation. Lemiesz (1983) matrix can be used by companies 
which only start their business activity and which have not enough experience in 
process of idea generation. Lemiesz (1983) matrix allows choice one method for 
idea generation from offered 7 methods: brainstorming, 6-3-5, Delphi method, the 
method of bionic, the Synectic method, morphology analysis method, decision tree 
method. Such suggestion to choose only from 7 methods make some restriction for 
the companies, especially for those, which have good experience in process of idea 
generation and use more methods in practical activity, because some unused and 
unknown methods can be more effective and more appropriative for the company. 
Therefore, it is need to answer, does using of Lemiesz (1983) matrix sparing set of 
methods meet company's requirements and strategy. 

Besides, other authors describe more methods for idea generation. For 
example, Ivanyji and Hotter (2004) not only write up 16 methods, but also describe 
their process of realization, operational traits, unique applicable requirements and 
typical error in use. In addition to mentioned in Lemiesz (1983) matrix methods 
they describe nominal group method (NGM), Phylips-66, unique group method 
(UGM), question lists, metaplan, Heuristic methods (Polya —heuristics), Role- 
playing method, method of pro and contra interactions (PCI). Nardeosingh (2006) 
also accept this opinion about importance to choose appropriative IG method 
and tell, that choice of methods for idea generation has to be enough sensible and 
flexible. Companies experts also have to find decisions, is it purposefully to use more 
expenditure for determining more objective method for ideas generation. Discussed 
model of assessment methods of innovations ideas generation is presented in figure 
3. The last stage is intended for IG process execution. It indicate, that ideas can be 
as a result from formal (Oshiro et al. 2003) or informal (Vernyi 2005), individual 
(MacDougal, Hurst 2005) or group (Snyder et al 2004) search procedures, they can 
by designed by the service company itself ( Varca 2003) or by consulting engineering 
firms (Fowles, Clark 2005; Hurmernta-Peltomaki, Nummela 2005). 

So, model for assessment of idas generation methods is presented in fig. No 3. 

Alam (2003) opinion can be approved, which support many other authors and 
state, that companies have much more benefits when they these processes calculate 
on their strategic plans. Companies have come to realize that by bringing in partners 
they are able to share the increased technical and commercial risk of innovation 
(Fowles, Clark 2005). The core of suggested model is comparing 2 methods for 
choice and selecting best one, which using allows getting the most appropriative 
ideas for existing conditions and available circumstances. 

3.7. Modelling of an innovations concept development 

The development and implementation of innovations are common problems 
faced by many undertakings. This is due to occurring risky decisions determined 
by improper activity planning or managers' unawareness of the optimal sequence 
of required procedures subject to external and internal conditions. Scientific and 
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Fig. 3. Model for assessment of methods for innovations idea generation (Drejeris, Tuncikiene, 2010) 



special literature suggests a number of different models for the implementation 
of innovations, but most of them are contradictory in terms of both the content 
and the sequence of stages. Some authors offer innovation implementation 
schemes that are very general, containing general action scenarios and thus making 
implementation thereof even more difficult under realistic business conditions due 
to the likelihood of improper decisions. The research object of this chapter is the 
instantiation of a generated innovations idea which is approved as appropriate for 
further development up to its conceptualization. This implies that a innovations 
concept is an interim outcome of the implementation process resulting from the 
instantiation of a innovations idea. Drejeris, Zikeviciute (2009) state, that some 
authors skip the stage of conceptualization and concept assessment without any 
justification of such a decision, while other researchers, on the contrary, pay much 
attention to concept building and assessment, emphasizing this stage as one of 
the most essential in innovations implementation schemes. Therefore, can be said 
that existing approaches to the reasonability of innovations conceptualization 
and assessment are contradictory in their essence, and there is a lack of a concept 
assessment methodology adapted to business and area of public activity. These 
circumstances should be regarded as a problem relevant both to science, business 
and activity pubic institutions. This problem presupposes a need for a more detailed 
analysis of researchers' opinions and arguments regarding the reasonability of the 
stage of innovations conceptualization, assessment and innovations system design 
in the chain of innovations implementation processes as well as a need for a justified 
analysis-based concept assessment solution. The aim of this chapter is to provide 
a substantiated model of assessing innovations concepts. The following tasks shall 
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be accomplished to achieve this aim: 1. to analyze opinions and approaches found 
in scientific literature in relation to concept elaboration, to subject them to critical 
assessment and to develop rational solutions; 2. to propose an assessment model 
for the suitability of a innovations concept by elaborating arguments as to the 
contents of its functional components and application sequence subject to business 
conditions; and 3. to discuss the process of designing a innovations system and 
incorporating this stage into the analyzed model of concept assessment. 

A product concept is a detailed version of the new-product (or innovation) idea 
stated in meaningful consumer terms (Kotler et al, 2010). The need for generating 
a innovations concept is rationalized by research-based arguments of Zeithaml et 
al. (2009) suggesting that an idea describes only general provisions of a innovations 
which, if made more accurate, can even lead to some fundamental changes aimed 
at better satisfaction of certain segment consumers. The aforesaid authors stress 
that a designed concept of innovationss is targeted at a particular market segment 
and therefore creates a possibility to maximise consumer satisfaction. Designing a 
concept of a innovations as that of a product is described by Edvardsson, Gustafsson, 
Roos (2005). The authors of this article find it reasonable to agree with the content 
of their concept building given some adjustments. Edvardsson et al. (2005) suggests 
complying with available research outcomes providing detailed characteristics of 
the process of concept elaboration. The above-mentioned researchers support J. 
Gronros' service concept description and argue that a innovations concept helps to 
express the service provider's idea of what consumer problems he intends to tackle 
and how. Furthermore, Edvardsson et al. (2005) also support the Grdnros' service 
concept description in that a innovations concept should reflect the stance of an 
undertaking in respect of the three key characteristics of an innovations: 

1) the nature of activities; 

2) the nature of potential relationships between consumers and service provider as well 
as service outcomes; and 

3) the degree of solving consumer problems. 

Edvardsson et al. (2005) further specify that building a innovations concept also 
includes instantiation of ideas by identifying the above-mentioned characteristics 
whose form may depend on the nature of new services (NS). Likewise, it is suggested 
that the first of the aforesaid characteristics — the nature of activities — could be 
also instantiated in the description of a NS idea. In this case, while building a NS 
concept, it is reasonable to emphasize the nature of likely relationships between 
consumers and service providers by describing them in more detail. It is worth 
noting that Davis and Moe (2007) similarly define the process of concept building 
suggesting that, in order to identify the ability of a innovations to satisfy consumer 
needs, it is reasonable to select certain quantitative characteristics as early as at the 
stage of concept building and to foresee their likely values for commercial feasibility 
of the concept. 

What is doubtful in the Edvardsson et al. (2005) approach is considering their 
proposed characteristic of the degree of solving consumer problems as an element 
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of new service (NS) concept building. The degree of solving consumer problems 
can be expressed as consumer satisfaction with a innovations, and therefore it is 
reasonable to consider it as a criterion of NS concept assessment. To summarize, the 
process of NS concept building could be described as consisting of the following 
stages: 

1) identification of the nature of activities (which might as well be identified in the 
description of NS idea); and 

2) a detailed specification of a NS idea by identifying likely quantitative characteristics 
for certain procedures. 

To develop the concept of innovations, it is reasonable to invoke internal 
experts who, in their turn, would use available results of market needs assessments, 
as obtained during earlier stages of implementation, for identifying the above- 
mentioned NS characteristics in this process. Incidentally, Crawford (1994) also 
suggests that concept building and assessment procedures should be vested upon 
experts. When there are no adequately qualified staff members to perform the 
concept building and assessment procedures, it is advisable to approach business 
consultancy companies, as suggested by Drejeris et al (2011). Having analyzed 
innovations procedures which should be implemented simultaneously, Alam and 
Perry (2002) omit the stage of concept building and suggest that ideas and concepts 
should be assessed at the same time. There is no rationale in this suggestion because 
it refers to categories which are fundamentally different and thus require different 
assessment. Moreover, we can only assess what we have on hand, i.e., we can start 
with the assessment of an idea which serves as a basis for concept building and could 
be further evaluated by different criteria too. It is worth noting that simultaneous 
building and improvement of concepts seem to be better substantiated in terms 
of shortening the duration of this stage. Discussion of the methods of presenting 
concepts to consumers already opens up an opportunity to adjust and improve 
the concept in order to better adapt it to the needs of a certain consumer segment 
(Gomes, Yasin, Lisboa, 2007). 

3.7.1. Assessment of a innovations concept 
and conformity of business conditions 

Tidd and Bodley (2002) presented a development scheme for new products 
where the first component represents concepts building, while concepts assessment 
procedures are proposed as the second component. It should be noted that such 
an approach brings some confusion as to the consistency of the process. The point 
is that concepts are built on the basis of ideas, while origination of an idea is 
not even mentioned by these authors. Wood (2003), an advocate of a systematic 
approach to the implementation of innovations, skips the stages of concept 
building and assessment arguing that a new product is developed (anticipated) 
on the basis of selected and assessed ideas that have been recognised as suitable. 
Incidentally, Wood (2003) emphasises the importance of the idea assessment stage 
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and of the results obtained at that stage, because the results serve as a basis for 
making fundamental decisions as to further development of a new product 
(service). The aforementioned approach of omitting the concept assessment stage 
might be justified when innovations to be implemented are simple in technical 
and technological terms and only provided that sufficient demand for them is 
guaranteed in the future. Zeithaml et al. (2009) provide an explanation of different 
approaches suggesting that in business and public activity segregating assessment 
of the concept and idea of technically and technologically uncomplicated services 
is not reasonable due to exclusive characteristics of services (i. e., inseparability, 
intangibility and perishability). Yet, in order to present a more universal model, 
Zeithaml et al. (2009) with Manzini (2002) omit the stage of evaluating ideas in a 
scheme for new service implementation and suggest that service concepts should 
be built on the basis of existing ideas and further propose assessment of new 
services concepts. The statements of Zeithaml and Bitner (2009) also reflect some 
divergence from systematic provisions. It is therefore more reasonable to support 
Wood's (2003) opinion as to the necessity of idea assessment and the importance of 
relevant actions. The authors of this article share the opinion that the stage of idea 
assessment should not be omitted. The importance and necessity of idea assessment 
are justified in the article New Service Ideas Screening by Bivainis and Drejeris (2008). 
If this stage is omitted, it is quite possible that ready-built concepts will have to 
be rejected during their assessment on grounds of concepts lacking in prospects 
and being built on the basis of a wrong idea. In this case, the costs of concept 
building turn to be worthless. In order to avoid such worthless costs, assessment 
of ideas is suggested at earlier stages, while concepts should be built only on the 
basis of screened ideas that have been recognised as suitable. Accordingly Wood's 
(2003) and Ulrich with Eppinger (2008). arguments as to the strict organisation of 
screening and selection procedures for innovative products and processes ideas 
could be supported allowing for unreasonableness of screening technically and 
technologically uncomplicated services as well as service concepts requiring minor 
modifications, known to an undertaking and/or consumer, not requiring high 
implementation costs or delivered by other undertakings. It is reasonable to omit the 
stage of concept assessment in the implementation of the aforementioned services. 
The latter conclusion is based on the fact that particular ideas of innovations have 
already been tested at an earlier stage and recognised as suitable for the existing or 
future business conditions. Assessment of ideas for other service concepts is found 
to be reasonable in order to justify increasing NS implementation costs required 
at the stage of designing and commercialisation of innovations. Differentiation 
of service concepts by technical-technological complexity should be vested upon 
internal experts, because this factor should have different weight in undertakings 
with different technical capacities. In addition, differences of this concept are 
determined by staff qualifications and the nature of business activities. 

It is worth noting that concurrent concepts assessment and analysis of business 
conditions are seen as quite reasonable. Many researchers even make no difference 
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between these processes. For example, Davis and Moe (2007) suggest that concept 
assessment implies testing of commercial feasibility of a concept under existing 
business conditions, i.e., the two processes are identified and not singled out in 
the proposed model. Likewise, Davis and Moe (2007) specify that assessment of 
commercial feasibility of a concept in the market implies familiarising the market 
with the characteristics of a new product describing the main properties thereof 
and testing consumer reaction (degree of recognition) vis-a-vis satisfaction with the 
proposed NS characteristics. It is instructive to note that the model of Alam and 
Perry (2002) also suggests simultaneous performance of these procedures. 

Special attention should be paid to a weighty contribution of Rahman (2003) in 
the studies of the suitability of business conditions for different business branches 
and suggested research methodologies. He sees suitability of business conditions 
by selecting a business-friendly environment and presents a model of international 
market selection based on assessment-grouped quantitative criteria used to identify 
the sufficiency of market size and the suitability of market structure. Unfortunately, 
the criteria which are predominant in Rahman's works (2003) are appropriate for 
assessing development opportunities in the external environment and only for 
international markets. Although it might be admitted that some criteria are suitable 
for screening an existing concept in terms of innovations feasibility not only in an 
international market but in local ones as well. For the purpose of clearness, it should 
be noted that it is reasonable to reject innovations concepts at the stage of assessing 
their commercial feasibility if further development and commercialisation thereof 
do not guarantee the achievement of goals identified in the strategy, i.e., business 
conditions are recognised as unsuitable for developing the concept. 

Cramp, Beverly (1994) and Salavou (2004) clarify the necessity of analysing 
business conditions in new product development from the perspective of concept 
ability. They state that the probability of commercial success of a new product 
substantially increases if analysis shows that a concept corresponds to market 
requirements. Incidentally, it is meaningful to accept the proposition of these 
researchers that market analysis is necessary at most stages of new product 
development. Trot (2001) also properly explains the significance of market 
analysis for new product development. He supports Rahman (2003) opinion that 
appropriate selection of a market segment determines the amount of selling and 
profit. According to Trot (2001), analysis of business conditions sometimes show 
that a new product is unmarketable, although after some time this product can 
sustain sensational success. According to Trot (2001), it is always reasonable to 
verify market availability for admission of a new product (service). 

To continue Trot's (2001) idea, it can be predicated that Olsen, Sallis (2006) 
significantly colligate consumers' willingness to accept a new product and the 
level of particularity analysis of business conditions. They segregate two levels 
of particularity analysis: "narrow scanning" and "broad scanning" (Olsen, Sallis, 
2006, p. 467). They suggest performing narrow scanning on cases when concepts 
of services are developed according to ideas which emerge at the initiative of 
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consumers because the development of such services is requisite for them. This 
attitude is grounded in the approach that consumer's proposals as to the necessity 
of a new product eliminate the need to test a innovations from the perspective of 
consumer satisfaction. In this case, market preparedness to admit a new product 
is considered sufficient and emphasis is placed on the evaluation of technical 
feasibility of a new product and suitability of innovaions implementation 
technology by consumers approach. By the assertion of Olsen and Sallis (2006), 
broad scanning should embrace not only evaluation of consumer satisfaction, but 
also evaluation of compliance with ecological requirements, competitiveness and 
other environmental evaluations. 

Crawford (1994) suggests making an analysis of business conditions according 
to his model of economic analysis of a concept which has been widely argued-out 
and accepted as appropriate. This model is based on expert evaluation of technical 
and commercial feasibility of concept development. Crawford (1994) proposes a 
set of criteria for technical and commercial evaluation of a concept and a scale for 
determining significance of the criteria. It is useful to accept this differentiation of 
technical and commercial criteria, but in technical assessment it is more reasonable 
to follow Drejer (2000) approach. He states that assessment of a concept's technical 
feasibility is more reasonable from the perspective of suitability of innovation 
implementation technology. The authors substantiates Drejer's suggestion with a 
provision that every concept can have several technological solutions, so technical 
assessment is more reasonable after making a decision as to a particular feasible 
technology of implementation an innovation. 

It is reasonable to accept Schnetzler's (2005) suggestion for commercial 
evaluation of concepts. She offers a questionnaire for the assessment of concepts and 
states that obtained answers will allow determining the best concept of a innovations 
corresponding to the present and future business conditions. The above-mentioned 
author suggests comparing different concepts of some ideas according to the 
answers obtained from the questionnaire. It is possible to accept the substance and 
significance of the questionnaire, but it would be reasonable to add some questions 
relating to the capacity of the external environment to implement NS according to a 
given concept. It is also meaningful to support the approach of concepts assessment 
using the expert method. According to Schnetzler (2005), it is reasonable to opt for 
the concept which receives more positive answers in the questionnaire. It is worth 
noting that Crawford (1994) also favours the opinion for evaluation of concepts 
by the expert method. There are almost the same indicators in his accepted set of 
criteria as offered by Schnetzler (2005). Incidentally, the criteria offered by Rahman 
(2003) are also almost identical with those suggested by Schnetzler (2005). 

Therefore, in selecting a concept for development, it is reasonable to find 
answers to these questions: 

1. Does the innovations concept under analysis reflect customer requirements, their 
requests, and likings? 
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2. Are consumers' requests adequately expressed in the technical characteristics of 
innovations? 

3. * Does the innovations concept consider the problems of existing producs or pro- 
cesses? 

4. Is the innovations concept more advantageous compared to competitors' products 
or processes? 

5. * Is the environment more customer-favourable compared to the environment of ex- 
isting products or processes and provided by competitors? 

6. Does the innovations concept foresee any possibilities to meet market requirements? 

7. * Do possibilities exist for a proper handling of environmental, disposition and other 
ecologic problems while implementing the innovations? 

8. * Are the actions taken according the innovations concept not in conflict with indus- 
trial safety requirements? 

9. Is the innovations based on the new concept more accessible to consumers? 

10. * Is innovation realization according to the new concept in line with the require- 
ments of external environment? 

11. * Is technical implementation of the innovations according to the new concept fea- 
sible? 

12. Will the innovations according new concept improve the process of the existing 
products? 

13. * Is the concept of innovation more attractive to consumers than existing products 
or processes? 

14. * Is the providing (use) of innovations dangerous for customers and employees? 

15. Will innovations improves reputation, image of the organization? 

16. Does innovations concept encourages the use of technical progress? 

It should be noted that the evaluation as suggested by N. Schnetzler (2005) and 
modified by the authors of this paper basically satisfies the requirements for broad 
scanning of a innovations concept accepted by Olsen, Sallis (2006). Furthermore, it 
is possible to choose criteria for narrow scanning from the questionnaire proposed 
by Schnetzler (2005) and supplemented by the authors of this article. Criteria of 
narrow scanning have to correlate with assessment of technical possibilities for 
concept development. Therefore, it is reasonable to draw up a new set of criteria 
(3, 5, 7, 8, 11, 13, 14) and to apply them to narrow scanning of the concept analysis 
proposed by Olsen, Sallis (2006). So, criteria of narrow scanning are stared in 
proposed questionnaire for selecting the best concept for innovations. 

One has to admit that if a concept does not meet at least one criteria of the 
narrow scanning analysis, its further checking has to be stopped and this concept 
has to be eliminated as no appropriative for existing conditions. Furthermore, the 
authors suggest a supplementary indicator — identification of the significance 
of the criteria and selection of the most suitable concept by applying a scoring 
method. It is appropriate to use the scoring method when two or more concepts 
have received the same amount of positive answers and there is a need to assess 
which of them is the best. 
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Incidentally, it should be clarified that innovations concepts based on which 
innovations are designed only for international markets should be assessed 
using Rahman's (2003) model suggesting the use of criteria exclusively devised 
for the evaluation of possibilities of the external environment in certain markets. 
Responsibility of conceptual evaluation is bigger due to relatively higher 
implementation costs; Rahman (2003) therefore aims at selecting specific criteria. 

So, in order to provide quantitative form for this assessment as mentioned 
above, it is purposeful to determine indicators of significance (weight) "H for every 
mentioned criterion and to compute according to the results of customers and 
employees survey in the following way: 

16 

T e =lLKej r l j ■> ( 10 ) 

T K 

where 1 e -value of concept e ; } - the value of criterion j assessment of the 
rj . 

concept e; 1 - the significance of criterion (.16- mentioned number of criteria. 

T 

Based on the values of cumulative criterion 1 e it is possible to rank the 
concepts, based on results of customers and employees survey and to make objective 
decision. It is recommended to determine the marginal value of the cumulative 
criterion below which the values of the criteria have to be treated as confirming 
customers and employees dissatisfaction. 

When an innovation concept overcomes the above-mentioned obstacle, 
in most cases the next stage is designing a technology of implementation. The 
reasonability of this stage is discussed and argued by Bivainis, Drejeris (2008). Davis 
and Moe (2007) state that the technology of a innovations has to be designed on the 
basis of conceptual characteristics which need to be evaluated and accepted as well- 
chosen. Incidentally, practical testing of innovations concepts is a complicated task 
in any kind of business and of activity public organizations. 

3.7.2. A model of analysis of the innovations concept feasibility 
and designing of its implementation system 

Once innovations concepts are built, the next step in the principal scheme 
for innovations development and implementation is concept assessment 
(Bivainis, Drejeris, 2008). Davis and Moe (2007) specify this definition in more 
detail suggesting that the next stage of concept development is the analysis of its 
commercial feasibility. Commercial feasibility of innovations concepts is analysed 
in terms of their conformity to the existing and future business conditions. If the 
results of the analysis show that the NS concept satisfies the aforesaid business 
conditions, the next logical question revolves around the need of innovation design. 
If such a need is established, the next issue has to do with certain conditions of 
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innovations implementation system designing or technology designing. Once 
innovation implementation technology is designed, it is time to proceed to assessing 
further development opportunities, i.e., innovations suitability in terms of technical 
implementation, attractiveness to the market, etc. 

It should be noted that researchers have quite controversial opinions as to the 
sequences of stages of concept assessment and analysis of business conditions in the 
process of new product (service) implementation. In addition, some authors even 
omit the stages of concept building and assessment as a result of failure to reach a 
consensus about the necessity thereof and different interpretation of these stages 
vis-a-vis business environment analysis. So, the next step is to estimate concept 
economic (commercial) feasibility and potential profit implications. 

Demand analysis, revenue projections, cost analyses, and operational 
feasibility are assessed at this stage. Because the development innovations concepts 
is so closely tied to the operational system of the organization, this stage will involve 
preliminary assumptions about the costs of personnel hiring and training, delivery 
system enhancements, facility changes, and any other projected operations costs. 

After structuring peculiarities and circumstances of the reasonability of 
concept assessment, as discussed in the previous section, a model of analysis of 
commercial possibilities of a innovations concept and its development is drawn 

(Fig- !)■ 




Fig.l. Model for assessing the feasibility of a innovations concept and its development 

The purpose of concepts analysis is checking commercial feasibility for 
its further development in a certain market and developing an appropriative 
implementation system for a successful innovative process. Commercial possibilities 
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for development are checked by comparing the concept with the existing business 
conditions. Concepts are selected according to the criteria laid down in previous 
section. 

As it is mentioned above, every idea can have several concepts for its further 
development. So the purpose of this assessment is to identify one which would be 
the best in certain conditions in the analysed market. The concept given the biggest 
number of points is considered to be the best. 

The purpose of concepts analysis is checking commercial feasibility for its 
further development in a certain market and developing an appropriative system 
for a successful process. Commercial possibilities for development are checked by 
comparing the concept with the existing business conditions. Concepts are selected 
according to the criteria laid down in previous section. 

As it is mentioned above, every idea can have several concepts for its further 
development. So the purpose of this assessment is to identify one which would be 
the best in certain conditions in the analyzed market. The concept given the biggest 
number of points is considered to be the best. 

Many researches mentioned, that one of the most important conditions for 
a successful innovation development is designing an appropriative system for 
its implementation. The service system incorporates "the resources available to 
the process for realizing the service concept (Edvardsson, Olson, 1996, p.150). 
Edvardsson and Olson (1996) identify a range of resources that are encompassed 
within the service system. They include (Smith et al., 2007): 

1) human resources (skills and knowledge, staff needs and views on 
innovations); 

2) customers (understanding their wishes and expectations, identifying 
appropriate levels of customer knowledge, effectively designing customer interfaces 
(be they telephone, automated or face to face); 

3) physical/technical (buildings, location and communication systems); 

4) organisation and control (structures and hierarchies, supply chain processes 
and customer relationship management). 

In other words, creating innovations implementation system can be approached 
as a designing a technology of innovations providing (use). According Agnihothr 
et al. (2002) the main question of this stage is decision about relationships between 
product makers and customers. 

When designing innovative, particular implications for staff, customers 
and physical environment may arise. For example, a new health service may 
be embedded within new health care philosophies (Smith et al., 2007; Drejeris, 
Tvarijonaviciene, 2012). 



4. Conclusions 



For becoming a successful developer of innovation in commercial and also 
public organizations it appears that one must first become a successful developer of 
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new ideas. Business, public institutions do not have any comprehensive model for 
innovations idea generation, which would be developed on scientific foundations. 
Proposed procedural composite model consist of 7 functional components, it 
includes all the steps from ideas generation until innovations conception assessment. 
The main components are divided into partial models proved and discussed with 
description interaction effects among components in the research. The models helps 
maintain a systematic approach, thus reducing the risk of failure and providing 
early information on user acceptance. It helps reduce the uncertainties of the fuzzy 
front-end, prevents wasteful spending or effort on areas that are not relevant to 
the particular activity being developed and is both user as well as staff-oriented. 
Developed model for innovations conceptualization will allow superiorly predict 
this performance and to implement it in appropriative way, regularly and to get 
better results with less expenditure. Suggested model is appropriative in various 
conditions: for business and public medical organizations. 

Business does not have any comprehensive models for assessment of 
methods for new service idea generation, which would be developed on scientific 
foundations. An idea generation method is considered effective if its use results in 
'good ideas. Four separate effectiveness measures are analysed: novelty, variety, 
quality and quantity. The synthesis of assessment measures allows getting much 
more objective results of assessment. The model for ideas assessment is presented. 

Research and professional literature pay much attention to the problem of 
new product development and analyse different aspects of designing new tangible 
products and implementing innovation also. Available analyses show that the views 
about the reasonability of building and evaluating innovations concepts are highly 
contradictory. Furthermore, business has no appropriate methodology for concepts 
development and evaluation that would be adapted to business and public sector. 

After generalizing wide-ranging studies, the reasonability of designing 
a innovations concept is validated and a model for its assessment is developed. 
This model consists of the following main components: expert evaluation of the 
complexity of innovations concepts, evaluation of the conformity of concepts and 
business conditions according to two different sets of criteria, decision making 
concerning designing an innovations implementation technology (development of 
the implementation system). 

A flexible structure of the proposed model allows differentiating concepts 
according to the technical complexity and the source of ideas. The construction of 
the suggested model makes it possible to skip assessment of innovations concepts 
that are simple in technical terms and to proceed to the next stage of development. 
The model provides for differentiation of concepts according to the source of 
ideas. Such construction of the model allows reducing assessment expenditure and 
reducing the time needed for evaluating as well as implementing an innovation. 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



288 



Section 4.The Newest Role Of Innovation and Marketing in Business and Higher Education Development 

References 

1. Agnihothr, S.; Sivasubramanian, N.; Simons, D. 2002. Leveraging technology 
to improve field service. International Journal of Service Industry Management 
13(1): 47-68. 

2. Alam, I. 2003. Commercial innovations from consulting engineering Firms: 
an empirical exploration of a novel source of new product ideas. Journal of Product 
Innovation Management 20: 300-313. 

3. Alam, I.; Perry, Ch. A. (2002). A customer-oriented new service process. 
Journal of Services Marketing, 16(6): 515-534. 

4. Argouslidis, P. ; McLean, F. (2001). Financial service elimination: objectives 
and problem situations. Journal of Financial Services Marketing 5: 227-237. 

5. Berry, L. L.; Lampo, S. K. (2000). Teaching an old service new tricks: the 
promise of service redesign. Journal of Service Research 2(3): 265-275. 

6. Berry, L. L.; Seiders, K.; Wilder, S. (2003). Innovations in access to care: a 
patient-centered approach. Annals of Internal Medicine 139(7): 568-574. 

7. Bivainis, J.; Drejeris, R. (2008). New services ideas screening. Business: 
Theory and Practice 1(9): 5-16. 

8. Brown, S. L. and Eisenhardt, K. M. (1995). Product development: past 
research, present findings, and future directions. Academy of Management Review 
20(2):343-378. 

9. Cohen, S. B. (2003). Design strategies and innovations in the medical 
expenditure panel survey. Medical Care 41(7): 5-12. 

10. Cradock-O'Leary, J.; Young, A. S.; Yano, E. M.; Wang, M.; Lee, M. L. 
(2002). Use of general medical services by VA patients with psychiatric disorders. 
Psychiatric Services 53(7): 874-878. 

11. Cramp, J.; Beverly, S. (1994). Research propels innovation. Marketing, Jan 
27, 33-35. 

12. Crawford, C. M. (2001). New Product Management. Illinois: Burr Ridge. 

13. Crockett, R. A.; Sutton, S.; Walter, F. M.; Clinch, M.; Marteau, T. M.; 
Benson, J. (2011). Impact on decisions to start or continue medicines of providing 
information to patients about possible benefits and/or harms: a systematic review 
and meta-analysis. Medical Decision making September/October 31(5): 767-777. 

14. Datta, R.; Joshi, D.; Li, J.; Wang D. Z. (2008). Image retrieval: Ideas, 
influences, and trends of the new age. Journal ACM Computing Surveys (CSUR) 
40(2): 1378-1399. 

15. Davis, S.; Moe, K. (2007). Bringing innovation to life. Journal of Consumer 
Marketing 14(5): 338-361. 

16. Drejer, A. (2000). Integrating product and technology development. 
European Journal of Innovation Management 3(3): 125-136. 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



289 



Section 4.The Newest Role Of Innovation and Marketing in Business and Higher Education Development 

17. Drejeris, R.; Tuncikiene, Z. (2010). Complex assessment of the methods for 
innovations idea generation. 6th International Scientific Conference Business and 
Management 2010. Selected papers. 2: 603-610. 

18. Drejeris, R.; Tvarijonaviciene, E. (2012 ). Modelling process of new medical 
service ideas generation. 7th International Scientific Conference Business and 
Management 2012 

Selected papers: 624-630. 

19. Drejeris, R. (2012). Process model of ideas generation for service innovations 
designing of agricultural sector. Economics and Rural Development 8(2): 23-30. 

20. Drejeris, R.; Bivainis, J.; Tuncikiene, Z.; Drejeriene, E.. (2011). Determining 
the purposefulness of new services on the grounds of the results of quantitative 
analysis Journal of Business Economics and Management 14(4): 791-805. 

21. Drejeris, R.; Zinkeviciute, V. (2009). Modelling of a New Service Concept 
Development Process. Current Issues of Business and Law 4: 22-36. 

22. Edvardsson, B. A.; Gustafsson, I.; Roos, G. (2005). Service portrays 
and service constructions — a critical review through the lens of the customers. 
International Journal of Service Industry Management 1(16): 107-121. 

23. Edvardsson, B.; Enquist, B.; Johnston, R. (2010). Design dimensions of 
experience rooms for service test drives: Case studies in several service contexts. 
Managing Service Quality 20(4): 312-327. 

24. Felberg, J. D.; DeMarco, D. A. 1992. New idea enhancement at Amoco 
Chemical: an early report from a new system. Journal of Product Innovation 
Management 9: 278-86. 

25. Fowles, S.; Clark, W. (2005). Innovation networks: good ideas from 
everywhere in the world, Strategy & Leadership 33(4): 46-49. 

26. Ginevicius, R. 2008. A Feasibility Study of Multicriteria Methods' 
Application to Quantitative Evaluation of Social Phenomena. Business: Theory and 
Practice 9(2): 81-87. 

27. Ginevicius, R.; Podvezko, V. 2008. Comprehensive Evaluation of Complex 
Quantities. Business: Theory and Practice 9(3): 160-168. 

28. Gomes, C. F.; Yasin, M. M.; Lisboa, J. (2007). The effectiveness of hospitality 
service operations: measurement and implementation concerns. International 
Journal of Contemporary Hospitality Management, 19(7): 560-573. 

29. Greenhalgh, T., Robert, G., Bate, P., Macfarlane, F.; Kyriakidou, O. (eds). 
(2007). Adopters and Adoption in diffusion of innovations in health service 
organizations: a systematic literature review, Oxford, UK: Blackwell Publishing. 

30. Gurteen, D. (1999). Creating a knowledge sharing culture. Knowledge 
Management Magazine February 2(5): 3-5. 

31. Gustafsson, A.; Ekdahl, F.; Edvardsson, B. (1999). Customer focused service 
development in practice. International Journal of Service Industry Management 
10(4):344-358. 

32. Henard, D. H.; Szymanski, D. M. (2001). Why some new products are more 
successful than others. Journal of Marketing Research 38(3):362-375 (August). 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, O. O. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



290 



Section 4.The Newest Role Of Innovation and Marketing in Business and Higher Education Development 



33. Hering, D.; Phillips, J. (2006). Innovate on purpose. Harvard Management 
Update. September: 3-5. 

34. Hogg, G.; Laing, A.; Winkelman, D. (2003). The professional service 
encounter in the age of the internet: an exploratory study. Journal of Services 
Marketing 17(5):476-94. 

35. Hurmerinta-Peltomaki, L.; Nummela, N. (2004). From temporary support 
to systematic resource development: expert services from an SME perspective. 
Journal of Small Business and Enterprise Development 11(2): 233-243. 

36. Hyman, B. (1998). Fundamentals of Engineering Design, New Jersey, 
U. S. A.: Prentice-Hall. 

37. Ivanyi, A. S.; Hofer, I. (2002). The role of creativity in innovation, Society and 
economy in central and eastern Europe. Quarterly Journal of Budapest University 
of Economic Sciences 21(4): 55-77. 

38. Jaakkola, E.; Halinen, A. (2006). Problem solving within professional 
services: evidence from the medical field. International Journal of Service Industry 
Management 17(5): 409-429. 

38. Kotler, P; Armstrong, G.; Saunders, J.; Wong, V. (2010). Principles of 
Marketing. (Six European Edition). Groningen: Prentice Hall Europe. 

40. Lemiesz, D. 1983. Systematische Produkt Plannung. Dusseldorf: VDI- 
Verlag Gmbh. 

41. Manzini, E.; (2002). Context-based wellbeing and the concept of regenerative 
solution. A conceptual framework for scenario building and sustainable solutions 
development. The Journal of Sustainable Product Design 2(3/4): 141-148 

42. Olsen, N.; Sallis, J. (2006). Market scanning for new service development. 
European Journal of Marketing 40(5/6): 466-484. 

43. Patricio, L.; Fisk, R. P; Cunha, J. F.; Constantine, L. (2011). Multilevel Service 
design: from customer value constellation to service experience blueprinting. 
Journal of Service Research March: 3-25. 

44. Rahman, S. H. (2003). Modeling of international market selection process: 
a qualitative study of successful. Australian international business. Qualitative 
Market Research: an International Journal, 6(2): 119-132. 

45. Kumar, V. K.; Holman, E. R.; Rudegeair, P. (1991). Creativity styles of 
freshmen students. Journal of Creative Behavior 25(4): 275-303. 

46. Lundkvist, A.; Yakhlef, A. (2004). Customer involvement in innovations 
development: a conversational approach. Managing Service Quality 14(2/3): 249- 
257. 

47. MacDougall, S. L.; Hurst, D. (2005). Identifying tangible costs, benefits and 
risks of an investment in intellectual capital. Contracting contingent knowledge 
workers. Journal of Intellectual Capital. 6(1): 53-71. 

48. Me Adam, A.; McClelland, J. (2002). Individual and team-based idea 
generation within innovation management: organizational and research agendas. 
European Journal of Innovation Management 5(2): 86-97. 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



291 



Section 4.The Newest Role Of Innovation and Marketing in Business and Higher Education Development 

49. Meeus, M. T. Oerlemans, L. A. Firm behaviour and innovative performance: 
An empirical exploration of the selection-adaptation debate. Research Policy: A 
Journal devoted to Research Policy, Research Management and Planning 29(1): 41- 
58. 

50. Nardeosingh, R (2006). Technological innovation and entrepreneurship: 
from idea generation to value creation, a knowledge-based model. Proceeding 
sof the Campus Conference 2006 "Turning the tide: implementing sustainable 
strategies" 

51. Nijssen, E. J.; Lieshout, K. F. (1995). Awareness, use and effectiveness of 
models and methods for new product development. European Journal of Marketing 
29(10): 27-44. 

52. Oshiro, K.; Watahiki, K.; Saeki, M. 2003. Goal-oriented idea generation 
method for requirements elicitation. Proceedings of the 11th IEEE International 
Requirements Engineering Conference. 

53. Pahl, G.; Beitz, W. (1988). Engineering design: a systematic approach, The 
Design Counci,. ISBN 0-85072-239-X. Inc. 82-85. 

54. Patricio, L.; Fisk, R. P; Cunha, J. F.; Constantine, L. (2011). Multilevel service 
design: from customer value constellation to service experience blueprinting, 
Journal of Service Research March: 3-25. 

55. Rahman, S. H. (2003). Modeling of international market selection process: 
a qualitative study of successful Australian international business. Qualitative 
Market Research: an International Journal 6(2): 119-132. 

56. Robinson, A. G.; Stern, S. 1997. Corporate Creativity. San Francisco: Berrett 
Koehler CA. 

57. Salavou, H. (2004). The concept of innovativeness: should we need to focus? 
European Journal of Innovation Management, 7(1), 33-44. 

58. Schnetzler, N. 2005. The idea machine. How Ideas Can Be Produced 
Industrially. Weinheim: Wiley-VCH Verlag. 

59. Schubert, P.; Ginsburg, M. (2000). Virtual communities of transaction: the 
role of personalisation in electronic commerce, Electronic Markets 10(1): 45-55. 

60. Selya, R. M. (1988). Pharmacies as alternative sources of medical care: The 
case of Cincinnati, Social Science & Medicine 26(4):409-416. 

61. Shah, J. J.; Vargas-Hernandez, N. 2003. Metrics for measuring idealion 
effectiveness, Design Studies 24(2): 111-134. 

62. Shah, J. J.; Vargas-Hernandez, N.; Summers, J. D.; Kulkarni, S. 2001. 
Collaborative sketching (C-Sketch) — an idea generation technique for engineering 
design, The Journal of Creative Behavior 35(3): 168-198. 

63. Shane, S.; Venkataraman, S. (2000). The promise of entrepreneurship as a 
field of research, The Academy of Management Review 25(1): 217-26. 

64. Shekar, A. (2007). An innovative model of service development: a process 
guide for service managers, The Innovation Journal: The Public Sector Innovation 
Journal 12(1): 2-20. 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



292 



Section 4.The Newest Role Of Innovation and Marketing in Business and Higher Education Development 



65. Singh, B.; Karambir, A. (1996). Mechanical Design Principles: Applications, 
Techniques and Guidelines for Manufacture Impact, Melbourne: Australia: Printing 
Pty. Ltd. 

66. Smith, A, M.; Fischbacher, M.; Wilson, F. A. (2007). New service development: 
from panoramas to precision. European Management Journal, 25(5), 370-383. 

67. Snyder, A.; Mitchell, J.; Ellwood, S.;Yates, A. 2004. Nonconscious idea 
generaton, Psychological Reports 94: 1325-1330. 

68. Sowrey, T. 1989. Idea generation: identifying the most useful techniques, 
European Journal of marketing, 24(5): 20-29. 

69. Stamm, B. (2008). Managing Innovation, Design and Creativity. Chichester: 
John Wiley and sons. 

70. Tannen, D. (1998). A talking voice that is so sweet: the poetic nature of 
conversation, Social Research 65(3): 631-651. 

71. Tidd, J.; Bodley, K. (2002). The influence of project novelty on the new 
product development process. R&D Management, 32(2), 127-137. 

72. Trot, P. (2001). The role of market research in the development of 
discontinuous new products. European Journal of Innovation Management, 4(3), 
117-125. 

73. Trucker, R. 2003. Innovation and growth Ideas from those in the vanguard 
of innovation. Strategic Direction 19(4):. 29-31. 

74. Ulrich, K. T.; Eppinger, S. D (2008). Product Design and Development. 3 th 
edition. Boston: Irwin/McGraw- Hill. 380 p. 

75. Ulwick, A. W. (2002). Turn customer input into innovation, Harvard 
Business Review January: 91-97. 

76. Varca, P. 2004.Service skills for service workers: emotional intelligence and 
beyond, Managing Service Quality 14(6): 457-467. 

77. Vemyj, B. 2005. An avenue for ideas, Industry. Week. Sep. 254, 9: 66-68. 

78. Vigoda, E. (2002). From responsiveness to collaboration: governance, 
citizens, and the next generation of public administration, Public Administration 
Review 62(5):527-540. 

79. Vosburg, S. 1998. Mood and the quantity and quality of ideas, Creativity 
Research Journal 11(4): 315-319. 

80. Webster, C. M.; Seymour, R.; Daellenbach, K. (2010). "Behind Closed 
Doors": opportunity identification through observational research, Qualitative 
Market Research: An International Journal 13(1): 24-35. 

81. Wood, A. (2003). Managing employees' ideas. From where do ideas come? 
The Journal for Quality & Participation, Summer: 22-26. 

82. Zahra S. A., Nielson A. P. (2002). Sources of capabilities, integration and 
technology commercialization. Strategic Management Journal 23(5), pp. 377-379. 

83. Zeithaml, V. A.; Bitner, M. J.; Gremler, D. D. (2009). Services marketing: 
integrating customer focus across the firm. Boston, Burr Ridge, Toronto: Me 
Graw — Hill, Irwin. 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, O. O. Romanenko. USA, St. Louis, Missouri: Pubhshing House Science and Innovation Center, Ltd., 2015 



293 



Section 4.The Newest Role Of Innovation and Marketing in Business and Higher Education Development 

4.3. DETERMINING THE ESSENCE 
OF INNOVATION AND 
INVESTMENT ACTIVITIES 

BEBHAHEHHfl CYTHOCTI IHHOBAIJMHO- 
IHBECTMIJIMHOi 4I5L 7 IbHOCTI EH/JIIPEieMCTB 

Melnyk N. O. 

MeAbHUK H. O. 



UDC 656.6:[330. 341. 1+330.322] 

JEL E22, 031 

Abstract 

The article is aimed to study the concepts of investment, innovation and 
innovative investment activity. In the article the author provided a definition of 
«innovation» and «investment». The author presents the relationship between the 
categories of «innovation» and «investment». 

Keywords: innovation, investment, innovativeness, innovation and investment 
activity innovation and investment development. 

Anomayisi 

MeToio CTaTTi e 40 cai,zpKeHHji noraiTb iHBecraLUM, iHHOBaqii Ta iHHOBaihuHo- 
iHBecTMijiMHoi 4mabHicTb nvyipiieMCTB. Ha4aHo aBTopcbKi BM3HaueHH>i TepMimB 
«iHHOBaqir» Ta «iHBecTMihi». llpe4CTaBaeHo B3aeM03B'a30K Miac KaTeropbiMM «iH- 
HOBaiiii» Ta «iHBecTML(ii». 

KAWHoei CAoea: iHHOBaqii, iHBecTMih'i, iHHOBaqiuHicTb, iHHOBaqiuHo-iHBecTM- 
L(iHHa 4i5iabHiCTb, iHHOBai^iMHO-iHBeCTMqiMHHU p03BHT0K. 

H a Bcix eTanax icTopMUHoro po3BMTKy cycniabCTBa bmpo6hiii(tbo MaTepi- 
aabHux 6aar e nponecoM B3aeM04i'i aK>4MHM 3 npMpo40io. TaKnn po3bmtok 
BM po6Hut(TBa ni4Kpecaioe Heo6xi4HicTb BiiKopMCTaHHa hobIthIx 4ooirHeHb 
HayKOBo-TexHiuHoro nporpecy Ta 3aayueHHJi BeanKo'i KiabKocri iHBecTMLuu. L]e 
3a6e3neuye nepeBara HaihoHaabHoi etcoHOMiKii 3a paxyHOK eKOHOMi'i Ta paiji- 
OHaabHoro BMKopMCTaHHa npnpo4Hnx, (jjiHaHCOBMx Ta eHepreTMUHux pecypciB. 

B3araai, iHHOBaijiMHicTb Ta 34aTHicTb BnpoBa4>KyBaTM 3Hapa445i HayKOBO- 
TexHiuHoro nporpecy, e Cboro4Hi Heo6xi4HOio yMOBoio po3BMTKy coiuaabHo-eKo- 
HOMiuHoro KOMnaeKcy KpaiHM, iuo 3HauHoio Mipoio BM3HauaeTboi po3bmtkom Ti 
nOnpueMCTB. Aae 3a6e3neueHHJi iHHOBaqiuHoro po3BHTKy nyurpueMCTB momh- 
bo aume 3a yMOBH 4ocTaTHboro o6ony (JriHaHcyBaHHa Ta 3aayueHHa 4ocraTHboi 
KiabKocTi iHBecTMijiM. 
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B eKOHOMkHifi Haym icHye Beanica KUbKicTb BiOHaqeHb iHHOBamii. Pi3Hi B^em, 
b ocHOBHOMy 3apy6i:acHi, TpaicryiOTb i;e nonarni 3aae*Ho bU 06'eKTy i npemvreTy 
CBoro Aocai4»ceHHa. Y CBiTOBifi eKOHOMiqmM aiTepapypi nonaTTa «iHHOBam.a» imep- 
npeTyeTboi m nepeTBopeHna noTeimiMHoro HayKOBo-TexHWHoro nporpecy b peaab- 
hmm, mo BTiaioeTbC3i b hobmx npoAyicrax i TexHoaoriax. B3araAi caobo « Innovation 
(aHM.)» BI1HI1KAO 3 4.BOX C/liB — aaTMHCbKOro «HOBaU;i>I» (HOBH3Ha, HOBaitM, HOBOBBe- 
AeHH3i) i aHraificbKoro npetjriKca «iH», mo 03Haqae «b», «BBeAeHH3i». Oiace, y nepe- 
icnam 3 aHraificbKoro, «iHHOBabtia» osHa^ae ynpoBaA^ceHHa HOBoro, Bi4H0BAeHH» [1], 
Abtopom 6yao npoaHaai30BaHO Ta 3rpynoBaHo cynacm Bii3HaneHHJi TepMmy 
raHHOBamas, RKiiii HaBe4eHo b TaGm-mi 1 



Tfl&Utipt 1 

Binna'ieiim! imioiianiiT, CK/ia^em pianiiMii aBTopaMM 



Ns 

iln 


Aemop 


BiuHaueHKH 


lH03eMHi B^em 


i. 


14. A. IIIyMneTep 
[2] 


iHHOBaiim — Lie BMKOpMCTaHHfl HOBMX KOMSiHaijin iCHyiOHMX 
np04yKTMBHMX CM A 4Afl BMpilUeHHLI KOMepijiMHMX 3aB4aHb. ABTOp 6aHMB 
B HMX 4)KepeAO p03BMTKy eKOHOMHIHMX CMCTeM. 


2. 


E. TBicc [3] 


iHHOBaiik — lie npoijec, y JiKOMy BMHaxi4 a6o i4ea HaSyBae eKOHOMWHoro ceHcy 


3. 


14. ®. 4pyxep [4] 


BM3Hanae iHHOBauii b Lucocri cneijntjHHHoro iHCTpyMemy nmnpMeMLpi, 
mo Ha4ae pecypcaM HOBi MO)KAMBOCTi CTBopeHHa SaraTCTBa. 


4. 


4- Mecci, 

14. KBiHTac i 

4- ^4 [5] 


Bi43HaHai0Tb: TepMiH «iHHOBaLim» BMKOpMCTOByeTbOI B 4BOX ceHcax. no- 
neprne, 4 aa onMcy nepmoro BMKopncraHHA HOBoro npo4yKiy, npoLiecy 
a6o CMCTeMM. no-4pyre, 4 aa onMcy npoijecy, BKAionaiOHn Taxi BM4M 4i- 
^AbHOCTi, ak 40CAi4^ceHHA, npoeiayBaHHA, po3po6Ky i opraHi3aLiiio bm- 
poSHMHTBa HOBoro npo4yKTy, npoijecy a6o cncreMM 


YicpaiHCLKi B^em 


5. 


B. M. TpMHbO- 
sa [6] 


iHHOBaLim — Lie BMKopMCTaHHA b tim a6o minin cc})epi cycniAbHoi 
4UIAbHOCTi (BMpoSHMLITBi, eKOHOMiHHMX, npaBOBMX, COLliaAbHMX 
Bi4HOCMHax, HayuL xyAbiypi, ocBiTi Ta iH.) pe3yAbTaTiB iHTeAefayaAbHoi 
npaLli, TeXHOAOliHHMX p03po60K, Cnp^IMOBaHMX Ha B40CK0HaAeHHA 
COLliaAbHO-eKOHOMiHHOi 4iflAbHOCTi 


6. 


iAA^meHKO C. M. 
[7] 


ni4 iHHOBaLiieK) po3yMie KiHijeBMM pe3yAbTaT 4iflAbHOCTi no CTBopeHHio 
i BMKOpMCTaHHK) HOBOBBe4eHb, BTLAeHMX y BMTAA4i y40CK0HaAeHMX HM 
HOBMX TOBapiB (BMpo6iB HM nOCAyr), TeXHOAOliM IX BMpoSHMLITBa, MeT04iB 
ynpaBAiHHA Ha Bcix craAixx bmpo6hmhtb 3 Ta 36yry TOBapiB, mo cnpnaiOTb 
p03BMTKy i ni4BMHieHHI0 e^eKTMBHOCTi (J)yHKLliOHyBaHHH ni4npMeMCTB, 
AKi IX BMKOpMCTOByKDTb 


7. 


BacnaeHKO B. O. 
Ta IIlMaTKO B. T. 
[8] 


BM3HanaiOTb iHHOBaLlilO flK HOBOBBe4eHHA, nOB'ASaHe 3 HayKOBO-TeXHiHHMM 
nporpecoM, me noAmae y Bi4HOBAeHHi ochobhmx (j)OH4iB i TexHOAorin, b 
y40CK0HaAeHHi ynpaBAiHHa n eKOHOMiicn ni4npM6MCTBa 



(*C(f>opMoeaHO aemopoM) 
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B 3aKOHi YKpaiHM «ripo iHHOBaqiMHy 4i5LibHicTb» / TepMiH iHHOBaqii BM3Ha- 
qeHo 5 ik HOBocTBopeHi (3acTocoBaHi) i (a6o) B 40 CK 0 Ha^ieHi K0HKypeHT034aTHi Tex- 
HOAorii, npo 4 yKiii>i a6o nodyra. A TaKOiK opraHi3amMHo-TexHiqHi pimeHHii bm- 
Po 6 hmhoto, a4MiHicTpaTMBHoro, KOMepijiMHoro hm imiioro xapaKTepy, mo icTOTHo 
no^timnyiOTb CTpyKTypy Ta nicicTb BMpo6HML(TBa i (a6o) commibHOi ccjiepM [9]. 

AHaili3 pi3HOMafflTHMX BM3HaqeHb iHHOBaim 403B0ASie 3po6MTM BMCHOBOK, mo 
cneL(M(|)iqHMM 3MicT iHHOBaqiii cicaa4aeTbai 3i 3MiH, a hmobhoio cjryHKmeio iHHO- 
BaijiHHOi 4iMbHOCTi e (JiyHKnbi 3MiH [10]. 

TaKMM hmhom, 34MCHMB111M rpynyBaHHH Ta aHa^ti 3 HayKOBoi 4yMKM cynacHMx 
HayKOBijiB, iHHOBaiiii Mo>KHa po 3 TAsi 4 aTM 3 ik npoijec, cwcTeMy, 3 MiHy Ta pe 3 y^braT. 
AHa^ti3 TiiTepaTypHMx 4)Kepem npoBe4eHMM aBTopoM, e ochobhmm cjiaKTopoM 3a- 
nponoHOBaHoro HaciynHoro BM 3 HaHeHH>i iHHOBamM 3 ypaxyBaHKHM oco 6 yiMBocTeM 
ni 4 npM 6 MCTB TpaHcnopTy YKpaiHM. 

iHHOBaLti'i — ije 6y4b-nKe HOBOBBe4eHH>i, HOBe nBMiim a6o 6y4b-aKa 3Mma, 
BBe4eHHJi >iKOi b eKcn^yaTaiiiio, 3MeHinye cnoiKMBaHHii npwpo4HMx pecypciB, ni4- 
Biimye aKicTb npo4yKTtii, BMpoOHwqy noTyxmcTb Ta KOHKypeHTocnpoMo>KHicTb 
ni4npM6MCTBa B 04 Horo TpaHcnopTy, hk Ha BHyrpiiHHbOMy TaK i Ha 30BHiuiHb0My 
pnHKax 3MeHuiye HaB3HTa>KeHH3i na HaBKonMiiiHe cepe 40 BMme. 

^Ik i caMe BM3HaHeHHH iHHOBamM, 'ix ioiacM(])iKaiu>i BMMarae 4 eTayibHoro bm- 
BqeHHn Ta aHMi3y. KAacMHHy icaacM([)iKaiuio iHHOBaqiw 3anponoHOBaHo I4o3e([)OM 
UlyMneTepoM, me b KiHm 60-x poKiB XX ct. Bin BM 4 L 1 MB n'nTb TwniB iHHOBamM: bm- 
Po 6 hm 4 tbo hoboto npo 4 yKTy, mo HeBi 40 MMM cno)KMBaHaM a 6 o npo 4 yKTy 3 mimo 

HOBMMM BitaCTMBOCT3[MH; BnpOBa4>KeHH3I HOBOTO 3aCo6y BHpo6HMt(TBa; OCBOGHHil 

hoboto pwHKy 36yry neBHoio raAy33io npoMMdOBOCTi Kpamw; 3Haxo4)KeHH>i ho- 
bmx 4 *;epeyi cwpoBMHM Ta HaniB(])a 6 pMKaTiB; 3acTocyBaHHH hobmx opraHi3amMHMx 
(])OpM [11], 

3a3HaqHMO, mo Ha cboro 4 Hi icHye BenMKa KMbKicTb icaacMtJjiKamMHMx 03HaK, 
onpaimoBaHMx 6 araTbMa BqeHMMM, HanpMioia 4 , n. ®. 4py K epoM, C. 4- LibeHKo- 
bok), n. H. 3aByiiHMM, P. A. OaTxyT 4 iHOBMM, B. B CTa 4 HMK, M. A. PIoxHa, H. B. 
E)icaKOBoio Ta iHuiMMM. Are icHyroni icaacMijiiKaim HenoBHicTio Bi 4 noBi 4 aiOTb cy- 
HaCHMM TeH4eHLU3IM eKOHOMiHHOTO p03BMTKy ni 4 npMeMCTB TpaHcnopTy, OCKUbKM 
bohm He oxon^noiOTb Taid (JraKTopn, hk pecypco36epe)KeHHJi Ta eKOAori3aimi. Ab- 
TopoM 3anponoHOBaHO ioiacM([)iKamio iHHOBamM, ma Biononae y ce 6 e m (JraKTopn 
(pnc 1 ). 

Ey^io BM4MeHO Tpn ochobhI KaaCM(})iKaL(iHHi rpynw iHHOBamM 3a cnoco6oM 
pea^i3am'i, 3a 3MicTOM, 3a BimaMM. Oco6^MBicTio mei KaacM(])iKami e no4M Ha <ok- 
THBHi» i «nacwBHi» iHHOBam'i. Taid 03HaKM noncHioiOTb noxo4>KeHH3i iHHOBamM: 
nmnpneMCTBo caMocTifiHo po3po6^nie iHHOBamro, nKy BnpoBa4)Kye (aKTMBHi) hm 
npM 46 ae B*e po3po6iieHy (nacMBHi). 

TaKO)K 40 IIMBH 0 404 aTM eKOAorinHy icaacMcjiiKamMHy 03Haicy. Ii Heo 6 xi 4 HicTb 
noacHioeTboi cynacHMMM cbItobumm TeH 4 eHi(mMM i nepexo 40 M BMpo 6 HML(TBa Ha 
6 Libm pecypco36epiraiOHi Ta eKO^orinHo qncTi TexHO^orii. L[3i cicaa 40 Ba t3ko>k 
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Pmc. 1. KMCufoKaupi imoeaniu 

(*BdocK<maAeHO aemopoM 3a dxepeAOM [12]) 

Mae /tiara Ha 3aca4ax «CTaaoro po3BMTKy», to6to po3BMTKy ni4npMeMCTBa tLibkm 
3 eKoaoriqHo-HMCTMMH Ta pecypco36epiraiOHMMH TexHoaorbiMM. 

BnpoBa4)KeHHJi iHHOBaqiM Ha ni4npMeMCTBa HeMcmaMBe 6e3 HaaexHoi iHBec- 
TMijiMHOi ni 4 TpMMKM. Ha *;a Ab, Ha Cboro 4 HiiiiHiM 4 eHB 3araabHi o6oirii (JriHaHcy- 
BaHHii 4 LsiabH 0 CTi ni 4 npM 6 MCTB e He 40 CTaTHiMM. B3araai, iHBecraqiMHa 4 isMbHicrb 
cynacHMx ni4npMeMCTB b ycix Ti (JropMax 34iMCHioeTboi 3a paxyHOK pi3HOM aHiTHMx 
4>Kepea, Ta iHBecraqiMHMx pecypciB. 

iHBecTMLUMHi pecypcM — qe Bci BM 4 M (jornaHCOBiix Ta iHuinx aKTMBiB, mi 3a- 
aynaiOTboi 3 MeToio 34iiiCHeHHH BieiaqeHb b o6'6ktm iHBecTyBaHHH. 4>Kepeaa (})op- 
MyBaHHn iHBecTMqiwHMx pecypciB y priHKOBiii eKOHOMiqi pi3Ho6inHi. nepe^tiK ycix 
mo^cimbhx 4 *;epea iHBecTyBaHHH 3a KaHaaaMM HaqxoqxeHHa iHBecraqiMHMx ko- 
uiTiB HaBe 4 eHo b 3aKOHi YKpaiHM «npo iHBecraqiMHy 4 imbHicTb» [13, 15]: 

■ BaacHi (JriHaHCOBi pecypcn iHBecTopa; 
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■ 3aMMaHi (no3MKOBi) (])iHaHCOBi kouitm iHBecTopa (o6airaqiMHi 3aiiMii, 6aH- 
KiBCBid Ta 6iOA>KeTHi KpeAMTw); 

■ 3aayuem cjuHaHCOBi koiiitm iHBecTopa (kouitm bIa npoAa)Ky aKijiM, naiioBi 
Ta iHini BicaaAM (Jhsmuhmx Ta iopmamuhmx oci6); 

■ 6iOA^KeTHi iHBecTMqiMHi acMrayBaHHJi; 

■ 6e3onaaTHi Ta 6aaroAiMtri bicmam, noxepTByBaHHn opramsaiuii, niAnpii- 
6MCTB, rpOMaAHH [15]. 

B eKOHOMiqHiM aiTepaTypi BMAiaaiOTb AeKiabKa rpynn TpaKTyBaHHH noHHTTn 
«iHBecTMqi'i» [17]: 

a) iHBecTML(ii, nxi Bii3HauaiOTbai Ha ochobI naaTexiB, — noTiK onaaT i BMnaaT 
(BMTpaT), mo noHMHaeTboi 3 BMnaaT (BMTpaT) [16]; 

6) iHBecTMLiii, aid BM3HanaiOTbDi Ha ocHOBi MaiiHa — iHBecTMim po3ranAaiOTb- 
ch hk nponec nepeTBopeHHJi KaniTaay b npeAMeTM MaiiHa y CKaaAi aKTMBiB 6aaaH- 
cy niAnpMeMCTBa, b TOMy UMcai b ijiHHi nanepn; 

b) iHBecTMqii, 5ud BM3HauaiOTbai Ha ocHOBi AMCno3imiiiHoro noHUTTn — npo- 
Aec iHBecTyBaHHn, mo nepeA6auae 3b'h30k i3 cjnHaHCOBMMM 3aco6aMM, 33baiikm 
HOMy, 3MeHinyeTboi piBem BiabHoro po3nopnA)KeHH>i hmmm niAnpMeMCTBOM [17]. 

HaiiGiabiu AomabHe BM3HaueHH>i iHBecTMmii BKa3yiOTb aBTopn «EKOHOMiKC» 
K. P. MaKKOHHeaaa i C. A. Epio — «ije BMTpaTM Ha 6yAiBHMitTBo hobmx 3aBOAiB, Ha 
BepcTaTM, ycTaTKyBaHHn 3 TpiiBaaMM TepMiHOM cay*6M; BMTpaTM Ha bmpo6hml(tbo 
i HarpoMaA^KeHHii 3aco6iB Biipo6HimTBa Ta 36iabmeHHa MaTepiaabHMx 3anaciB; BM- 
TpaTM Ha noninmeHHii ocbItm, 3AopoB'a npamBHMKiB mm Ha niABMmeHHJi Mo6iab- 
Hocri po6onoi cuam» [18]. 

4>k.M. KeiiHC niA iHBecTMLuaMM po3yMiB «noTouHMii npMpicT qiHHocri Kani- 
TaabHoro MaiiHa b pe3yabTari Biipo6HMuoi AUMbHocri AaHoro nepioAy», ne — «Ta 
nacTMHa AOxoAy 3a AaHMii nepioA, ura He 6yaa BMKopMCTaHa aah cno>KMBaHH3» . 
BiH CTBepA^yBaB, mo iHBecTMim, a He 3aomaA*eHHn BiiKaMKaiOTb 3MiHii b aoxoaI 
BiH Bneprne 333bmb npo iHBecTMim hk Hocii aoxoaIb [19]. 

y BiTqM3HHHiii aiTepayypi iHBecTMim (iHBecryBaHHa) Ta iHBecTMmiiHa Auiab- 
HicTb nacTo BMSHauaeTboi, hk «KOMnaeKC 3axoAis i Aii i (fa 31 ! 1 ™ 11 * Ta k>pmamuhmx 
oci 6 , aKi BicaaAaiOTb Baami kouitii (y MaTepiaabmii, cjnHaHCOBiii a 6 o miniM MaiiHO- 
bIm cjropMi) i3 Meroio oTpMMaHHa npM 6 yTKy» [20]. 

Ha AyMKy aBTopa iHBecTMim — ije rpomoBi, cjriHaHCOBi, MaTepiaabHi Ta HeMa- 
TepiaabHi BKaaAeHHJi, mi naaHyeTboi 3aayuMTM b neBHMii bma AuiabHocTi, 3 mctoio 
po3BMTKy 6yAb-aKoi aJrepM, BnpoBaA*:eHH>i cyuacHMx iHHOBaitiMHMx 3axoAis, no- 
KpameHHa npoiiecy BMpo6HimTBa, oTpMMaHHa npM6yTKy i aah AocmHeHHa coiji- 
aabHoro Ta eKoaoriuHoro etJieKTiB. 

EKOHOMiuHi KaTeropii «iHBecTMim» Ta «iHHOBami» imyiOTb tmbkm y 
B3aeM03B'n3Ky Mi>K C 060 IO. KpiM TOTO, y KOHTeKCTi p03BMTKy niAnpMEMCTBa OKpe- 
Me icHyBaHHJi iHBecTMLtiii Ta iHHOBaqiii He MOTKaMBe. E[e noacHioeTboi tmm, mo iH- 
HOBaiiii e o6ob'5I3koboio yMOBoio po3BMTKy niAnpiieMCTBa i noTpe 6 yiOTb 3H3 uhmx 
iHBecTMmii. 
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3 iHinoro 6oKy iHBecraqii npaKTMHHO hcmoktlmbo 3a^yHMTM b HeiHHOBaijiM- 
Hi npoeKTM, to6to iHHOBam'i e yMOBoio sa^iyHeHHii iHBecTMimi. B pe3y^ibTaTi hoto, 
iHBecTMijiMHi Ta iHHOBamMHi npottecM caia po3MJi4aTM He OKpeMo, a b KOMMeKci, 
mo npn3B04MTb 40 Heo6xi4HOCTi no6y40BM iHHOBamMHo-iHBecTMmMHoi M04e7ti, 
ma noe4Hye iHBecraqiMHi Ta iHHOBaqiwHi npnHunnn, MeT04M Ta Mexam3MM pea- 
^i3ai4li, KpMTepi’i npMMHJITTJI iHHOBamMHO-iHBeCTML(iMHMX pimeHb [21]. 

Heo6xi4Ho 3a3HaHMTM, mo 3a3BMqafi Bqem aHa^ti3yiOTb iHHOBaqiwHMM npoiiec 
a6o Ha 3ara^tbH04ep>KaBH0My piBHi, a6o Ha MaKpopiBHi, b tom qac m He40CTaTHbo 
40Gli4)KeHMMM 3a^LMmaiOTbOI nMTaHHJI iHHOBaLtiMHO-iHBeCTMLtiMHOTO p03BMTKy Ha 
raity3eBOMy piBHi, 30KpeMa, Ha nmnpMeMCTBax TpaHcnopTy [22]. 

Po3bmtok ni4npM6MCTB TpaHcnopTy e 4y*e CKaa4 HMM, ockmbkm 3a^e:*MTb 
Bi4 TexHoreHHMx, npMpo4Ho-6ioiioriqHMx Ta etcoiioriqHMx hmhhmkIb. Bohm xapaK- 
TepM3yiOTbOI BMCOKOIO peCypCOMiCTKiCTIO Ta npMp0403a^te)KHiCTI0, TeXHiKO-TeXHO- 
^lotwhok) Bi4CTaMicTio. B cynacHMx yMOBax nepexi4 Ha M04eiib ma^ioro po3BMTKy 
nmnpMeMCTB TpaHcnopTy MOJice 6yra pea^ii30BaHMM ^tMuie 3a 4onoMoroio aKTMBi- 
3ami TeMniB 3a^yHeHH>i iHBecramM, Ta HayKOBoro, TexHiqHoro, TexHO^ioriqHoro m 
UIM pOKOMaCUITaGHOTO 3aCTOCyB3HH3 eKO^lOriqHMX iHHOBaijiM. 

B xo4i 40C^ti4)KeHHJi aBTopoM 6y^io BcraHOByieHo B3aeM03B'>i30K Mi>K KaTero- 
piaMM «iHHOBami» Ta «iHBecTMim», cxeMa moro HaBe4eHa Ha piic. 2. 

KpM30BMM CT3H CyHaCHMX yKpaiHCbKMX ni4npM6MCTB JIKMM npOABAmTbCA, B 
TOMy HMCii, y He 40 CTaTHb 0 My piBHi iHHOBamMHoro po3BMTKy Ta moto iHBecTMLpM- 
hoto 3a6e3neHeHH>i, aKTya^ii3ye nomyK iHCTpy m eHTiB Ta MexaHi3MiB aKTMBi3aim iH- 
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HOBaqiMHO-iHBecTMLtiMHOi 4bMbHOCTi ni/tnpMGMCTB TpaHcnopiy. ToMy iHHOBaqiM- 
HO-iHBeCTMLUMHMM p03BMT0K niqnpMeMCTB YKpaiHM nOBHHeH 6yTM 36y40BaHMM Ha 
aKTMBHiM ynacTi qepiKaBM 4,151 ni4TpMMKM cra,iocTi iHBecTMqiMHo-iHHOBaqiMHoro 
po3BMTKy ni4npM6MCTB [24] Ta eKo^ioriqHHx 3aca4ax po3BMTKy BMpo6HMqTBa. 

Ilpo6yieMM iHHOBaqiMHo-iHBecTMqiMHoro po3BMTKy niqnpMeMCTB YKpaiHM, b 
yMOBax cynacHoi eKOHOMiKM KpaiHM, noTpe6yiOTb HeraMHoro BMpimeHHH. fliqnpM- 
GMCTB3 3a o6CTaBMH CTpyKTypHMX i (jryHKqiOHa^lbHMX 3MiH, a T3KO>K HaaBHOl CBiTO- 
BOl eKOHOMiHHOl KpM3M, 3aB4>IKM iHBeCTyBaHHIO B iHHOBaqiMHy 4i5LlbHiCTb, MO>KyTb 
qOdTTM (3aB45IKM 36LlbmeHHK) eKOHOMiHHMX Ta BMpo6HMHMX nOKa3HMKLB) T3KMX 
pe3y^bTariB, iik 3pocraHH5i npn6yTKy Ta 36LibmeHH5i o6oiiy BMpo6HMqTBa npo- 
qyKqii, a t3ko>k coqia^bHMX, Ta eKCMOriqHMX noKa3HMKiB. 
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4.4. THE COMPETENT POTENTIAL 
FORMATION IN THE FIELD 
OF EDUCATION: MARKETING ASPECT 

OOPMYBAHHfl KOMnETEHTHOrO nOTEHIJIA/Ly 
y COEPI OCBITH: MAPKETHHrOBHH ACnEKT 

Danchenko L. G. 

AamenicoA. r. 

Chervina Y. V. 

Hepeina 10. B. 



UDC 330:378 
JEL MOO, A230 

Abstract 

The article focuses on marketing components of evaluation of professionals' 
competent potential at the universities of Ukraine, which will permit to determine 
the life cycle of modern educational facilities and programmes. There have been 
concretized the criteria for creating a positive image of an institution of higher 
learning and its competitive position on the labor market. Based on statistical data 
there have been analyzed the current trends in ranking the universities in Ukraine. 

Keywords: life cycle of educational service, competent potential, educational 
process, content of educational service, educational potential. 

Anomayin 

y CTaTTi 3anponoHOBaHo MapiceTMHroBi cicaa 40 Bi oqiHKii kom neieHTHoro no- 
TeHihaay (JraxiBqiB, xkmx roTyiOTb BMiqi HaBuaabHi 3aKaa4M YKpaiHM, iqo 403B0auTb 
BM3HaUMTM TKMTT6BMM U,MKA CyUaCHMX OCBiTHix nOCiyr Ta npOrpaM. KoHKpeTM30- 
BaHO KpMTepii (JjopiviyBaHHTi no3MTHBHoro iMi4)Ky BMiqoro HaBuaabHoro 3aicaa4y 
Ta boro K0HKypeHT034aTH0CTi 3 no3Mqiu puHKy npaqi. Ha ochobI CTaTMCTMUHMx 
43 hmx 34iucHeHo aHaab cyuacHMx TeH 4 eHqiM pehTUHiy BH3 YKpaiHM. 

KAwnoei CAoea: tkmttebmm ijmkzl ocBiTHboi nocayra, KOMneieHTHMu noTeHqiaa, 
oCBiTHih npoqec, 3MicT ocBiTHboi nocayra, oCBiTHih noTeHqiaa. 

P MHKOBa TpaHajropMaqbi yKpaiHCbKoi eKOHOMiKM cyTTeBo M 04 M(J)iKyBaaa 
3aicaa4M ocbItm, BM403MiHMaa npoqec ocbItm Ta KpMTepii oiuhkm ii AKocri 
Pmhkom npaqi. OaKTMUHo, 3araabHo-qMBiai3aqiMHi TeH4eHqii cboro4eHH>i 
BMcyBaiOTb ocBiTy Ta HayKy b uMcao ochobhmx npiopMTeTiB, ruo 3a6e3neuyiOTb 
P03bmtok ai 04 MHM ii cycniabCTBa. 
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Gii/t HartMOCMTM, mo npo6;ieMM cyuacHMx CTpaTeriM MapKeTMHiy, b TOMy 
qMCii MapKeTMHiy ocBiTHix nociyr, Heo 4 Hopa 30 Bo niqmMaiiMCb y qociiqxeHHHx 
t3kmx Bi 40 MMx MapKeTO^oriB hk E. 4eMHeHKO, B. 3eMTaM7Lb, K. Aslbaok, A. Maii- 
4M6ypa, A. IUocTaK. Ha xa^tb, nMTaHHa MapKeTMHroBMx CTpaTeriM (JiopMyBaHHa 
KOMneTeHTHoro noTeHijia^y y ccjrepi ocbItm me He qooiiqxeHo. OcTaHHe nocM^tioe 
aKTya^ibHicTb o6paHo'i TeMaTMKM. 

Heo6xi4HicTb po3po6KM MapKeTMHroBoi oqiHKM KOMneTeHTHoro noTeHqia^y 
(JiaxiBqiB, kmx TOTyiOTb cyuacm Biuqi HaBna^ibHi 3aicaa4M, 403B0yiMTb bct3hobmtm 
Ta oijiHMTM eTanM xmtteboto qMicay He tmbkm ocBiTHboi nodyra 3a KOHKpeTHoio 
CnemaylbHiCTIO, a M BCTaHOBIITII Cy6op4MHaqiMHMM 3b'h30K Mix TpMBaitiCTIO Ha- 
BqaHHn Ta 3m1ctobhmm HanoBHeHHUM ocBira i (JropMyBaHHJi KOMneTeHqiii BMnyc- 

KHMKiB. 

3 no3Mmi xmtteboto u,MKAy nodyra, ma BMBe4eHa Ha pmhok, nodyra hk 
npo4yKT (ocBiTHa nodyra He e BMioiioqeHHaM) nociynoBo BTpauae cboio KOHKy- 
peHTOCnpOMOXHiCTb Ta BMTiCHHETBOI iHUIOIO. MapKeTO^LOTM, UK npaBM^LO, po3- 
MH4aiOTb HOTMpM OCHOBHi eTanM XMTTEBOTO qMKyiy TOBapy: BMXi4 Ha pMHOK, piCT, 
3pLiicTb Ta cna4. 4ocmtb uacTo, cneqia^ticTM HanMOiuyiOTb Ha Heo6xi4HocTi bm- 
OKpeM^ieHHH npoMixHoro xMTTeBo-yTBopioioqoro eTany nodyra Mix CTaqinMM 
«3pMicTb» Ta «cna4». Moro Ha3MBaiOTb eTanoM «HacMueH0CTi». 

4ah LnocTpaim rpatJnuHoro 3o6paxeHHJi xmtteboto qMioiy ocBiTHboi nody- 
tm, Ha Harny 4yMKy, moxh3 BMKopMCTOByBaTM 3araitbHonpMMH>iTi Moqera 3o6pa- 
xeHb oKpeMMx eTaniB qMKziqHocri (4m b. pMC.l.). 

BpaXOByiOHM MHOXMHHiCTb aCOpTMMeHTHIIX TpjTT OCBiTHix nOdyT, a TaKOX ix 
acopTMMeHTHMx no3Mqm, 4 ah cynacHoro eTany petfiopMyBaHHJi HaqioHa^BHoi eKO- 
HOMiKM y Kpa'lHM Ta 11 BX04XeHHH y CBiTOBe OCBiTHE CniBTOBapMCTBO, UK piBHOnpaB- 
hoto napraepa, b3x^lmbmm e MapKeTMHroBi qodiqxeHHn npoqecy (JiopMyBaHHn 
KOMneTeHTHoro noTeHqia^iy npn onaHyBaHHi eKOHOMiuHMMM 3HaHHHMM. MoBa 
M4e UK npo XMTTEBMM U,1/LKA CMCTeMM eKOHOMiUHMX 3HaHb V1I04MHM, (J)OpMyBaHHH 
i"i kom neTeHTHicHMX (jiyHKqiii Ha pi3HMX eTanaxii xmtth, BioiioqaioqM HaBqaHHH hk 
y uiKora, TaK ii y BMmOMy HaBua^ibHOMy saioiaqi, a TaKOX aqanTaqii n 40 pnHKy 
npaqi 3 ypaxyBaHHUM ra^Ly3eBoi cneqMcjjiKM Ta KpMTepiiB oqiHKM ix uKOCTi po6o- 
ToqaBqeM. 

3ayBaxMMO, mo TpMBa^iicTb OKpeMMx eTaniB Ta iHTeHCMBHicTb nepexo4y Bi4 
04Horo eTany 40 iHinoro MaiOTb cyTHicHe 3HaqeHHn b 3a^exHOCTi Bi4 cneqncjiiKM 
acopTMMeHTHoi rpynn ocBiTHboi nodyra, rady3eBoro pMHKy ii cnoxMBaHHn, a Ta- 
kox acopTMMeHTHoi no3Mqii. To6to, cneqiara3aqii BMnycKHMKa ocBiTHboro 3aicia- 
4y. Ha Ham noMnq, noqiGHMM MapKeTMHroBMM acneKT (JjopMyBaHHn Ta pea^i3aqii 
KOMneTeHTHoro noTeHqia^ty cnoxMBaua 3HaHb Moxe BMKopMCTOByBaTM cb i npn 
ynpaByiiHHi i H4 m b i qya /1 bh m m ii mm KOiteKTMBHMMM 3HaHHHMM b opraHi3aqii, ma, 
hk BiqoMO, Tex Mae cbm xmttebmm qnioi. Be3yMOBHO, niq uac aHara3y Ta Bn6opy 
CTpaTerii MapKeTMHiy ii HeodxiqHo ysroqxyBaTM 3 OKpeMMMM eTanaMM xmtteboto 
qMKay ocBiTHboi nociyrM. 
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O 17 L 514 AiTepaTypHMx 4)icepea noKa3aB, mo ni4 qac xapaKTepiiCTiiKM tkmt- 
t6bhx ijHKaiB nocayr, y TOMy qncai i oCBiTHix, 4e (JropMyeTbOi Ta po3BMBaeTbd 
KOMneTeHTHicHMM noTeHijiaa iH4MBi4a, KoaeKTMBy qn opram3aim, tik npaBiiao, 
BMKopHCTOByiOTb HacTynm noKa3HHKM: o6oir peaabami; 40 X 04 M qM npH6yTKM, 
MOTKaMBO, coiiiaabHi ecjreKTM; TeMnii pocry cnoTKMBaijbKoro nonMTy Ha ocbIthio 
nocayiy; cerMeHTHHM po3Mip piiHKOBo'i qacTKM 3aioia4y ocbItm; cniBBymomeHHH 3 
iHUIMMM pMHKOBMMM KOHKypeHTaMM; o6ar iHBeCTML(iM y CTBOpeHHil Ta npocyBaH- 
hti oCBiTHbo'i nocayra; notca3HMKM ijiHOBoi no/iiTiiKii [1, c. 51]. 

/\asi yKpamcbKMx 3aicaa4iB ocbItm, mo npM64HaaMCb 40 BoaoHCbKoro npoije- 
cy, BaxaHBMM e, Ha Hamy 4yMKy, omHKa BMTpaT Ha npoiiec Bi4KpMTT.a nmeroiM 
no OKpeMMM cnemaabHocTHM Ta Ha aKpe4MTamnHi npone4ypM. 3ayBa5KMMO, mo 
ije He TiabKM rpomoBi BMTpaTH, a ft Bi4BoaiicaHH>i Bi4 ochobho! OCBiTHbo'i 4mabHoc- 
Ti BMCOKOKBaai(])iKOBaHoro nepcoHaay. Ha mb, peaaii yKpaiHCbKoro ocBiTHboro 
npocTopy He 403B0ynn0Tb npoBecTii aicicHe MapiceTMHroBe 40Gii4>KeHHa 4aHnx 
BMTpaT. 04H03HaqHO, MOTKHa CTBep4TKyBaTM, mo BTpaTM npO(])eCiMHMX KOMne- 
TeHnin iH4MBi4a i KoaeKTMBy 3aicaa4y ocbItm e 3HaqHMMM. ije, nepui 3a Bee, 3 hm- 
TKeHHH Hicocri Ha4aHH.a OCBiTHix nocayr ni4 qac «3anporpaMOBaHoro» HaBqaHHn: 
aeKLtiii, npaKTMqHMx 3aH>iTb Tomo. no-4pyre, 3pocTaHH>i KiabKocTi npe4MeTiB, aid 
Be4e aeKTop, a t 3 ko>k iHTeHCMBHicTb i TpMBaaicrb Tpy40Boro nponecy BMpo6HMKiB 
OCBiTHix nocayr. 

Grace, npn 3pocTaHHi Ta ypi3HOMamTHeHHi KOMneTeHTHicHMx 34i6H0CTeii 
cnoiKMBaqiB OCBiTHix nocayr, 3ri4HO bmmot pMHKy npaqi, cnoCTepiraeTbd napa- 



06 car npo^ajKy 
nocjiyrH (V) 




Pmc.I. yKummeeuil i\uka oceimmoi nocAym [1, c. 52] 
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40 kc — 3HM:*eHH>i MOTMBaijii, peaimii, piBHii 34opoB';i Ta npaL(e34aTH0CTi ne4aro- 
riB 3aioia4iB ocbItm, MenmnuHnx npamBHiudB Ta imiioro nepcoHauy BH3. 3 MeToio 
BnpiuieHKa 4aHoro nporapiquii Ta yHMKHeHHii BMTpaT no BMnuari ^iKapHJiHHx, 
nponoHyeMo b ocBiTHix 3aicia4ax YKpaiHM npoB04HTM MOHiTopMHr 4aHnx npoue- 
ciB Ta 3anpoBa4Hra MeT04MKy oijiHiOBaHHii 4aHoro HeraTMBHoro e(|)eKTy. Ha Ham 
nOTAH4, L(e 403B0UMTB 3HM3HTM HeraTHBHi Hadi4KM npO>IBy TeH4eHt(iH He40CK0- 
Hauoi KOHB^rpeHqii Ha pnHKy ocBiTHix nooiyr i ypiBHOBa*MTM npnpicT KOMneTeHT- 
HicHMx 34i6H0CTen 5 ik Ha CTopoHi BMpo6HMKa ocBiTHix nocuyr, Tax i cno*MBaua. 

Mo^kambo, caMe TaxMii KOMnueKCHHM ni4xi4 40 KOMneTeHTHicHoro noTeHiji- 
auy Ha4acTB MO*^uiBicTB ocBiTHifi opram3aiiii yHMKHyra Tpy40Bnx cynepeuotc i3 
nepcoHa^toM i 3MOTMBye moto Ha cncreMy 3Mm, HaBuaHHii i noKpameHHii ocbIt- 
Htoi nodyra b iHHOBamMHOMy po3yMiHHi. 3ayBa>KMMO, mo no4i6He pyiiHyBaHHa 
ma6^LOHiB y Ha4aHHi CTaH4apTM30BaHMx ocBiTHix nocayr BncyBae bmcokl bmmotm 
40 5iKicHo-iH4MBi4yaiLBHMx 34i6H0CTen KepiBHMBciB BH3, KepiBHMiciB ni4po34LiiB Ta 
(JraKy^BTeTiB. 

Be3yMOBHO, cyuacHiii ocBiTHin opram3aim noTpi6m m eHTy3iacTM, Tax i 
CKenTMKM, mo UHH3TB Onip OCBiTHiM 3MiHaM pMHKOBOTO XapaKTepy Ta 3HH*yiOTB 

K0HKypeHT034aTHicTB 3aicia4y ocbItm um moto ni4po34my. Cynacm 3axi4Hi cne- 
mauicTii 3 MeHe4>KMeHTy ni4KpeonoiOTB Heo6xi4HicTB o6ox TuniB nepcoHauy 
b opraHi3aqii. Taxa ncuxo^oriuHa noAapmcTB KOueKTHBy 403B0u>ie opraHi3am'i 
yHMKHyTM HecTa6MBH0CTi Ta 3acToio b npoijeci pi3Hnx eTaniB i"i >kmtt 6 boto imiciy. 
To 6 to, npo40B)KMTM BuacHe ttew xhtteemm u,hka Ha pnHKy ocBiTHix nooiyr 6e3 

4043TKOBMX 3yCIMB. 

Peauii yKpamcBKoro pnHicy ocBiTHix nooiyr ni4TBep4*yiOTB bmchobkm 3a- 
xi4Hnx 40Gii4HMKiB (HanpniGia4 / 4--C. 04iopH, K. Xotjrep, 4- HIeH4eu) npo npo- 
4yKTHBHicTB npaiji Ta noTeHijiau npamBHMKa um KOM3H4H ocbIthboi opraHi3ami 
[6]. OaKTMHHo, ni4 uac npouecy ^meH3yBaHH>i Ta aKpe4MTaim ocBiTHix nooiyr 
Bi46yBaeTBd He tmbkm craH4apTM3aLu>i KOHKpeTHoi nooiyra, a m (JropMyeTBOi 
iHHOBa 14 iTHinf noTeHi(iau nepcoHauy 3aioia4y ocbItm Ta moto HirneBa KOHKypeH- 
T034aTHiCTB. MofflTOpMHT Ta CniBCTaB^teHHil n03MTMBHMX Ta HeraTHBHHX e(})eKTiB 
Bi4 3anpoBa4>KeHMx 3axo4iB Mae 6yra nocrinHiiM. iHmiiOBaTM 4aHiin npouec, Ha 
Ham nOMH4, nOBMHHi KepiBHHKH BH3. TLlBKM T3KMM UMHOM Ha piBHi OCBiTHBOl op- 
raHi3aiui Mo>ice Bi46yBaTMCB 3HaTTa npoTMpiuua Mi*; ypi3HOMamTHeHHHM cneiji- 
auBHocTeii, mo Bi4KpMBae 3aicaa4 ocbItm, Ta HaKoniiueHHaM, nonnipeHHiiM 3H3hb 
i KOMneTeHLtin cnLiBHoro KopncTyBaHHa. Mo*Ha CTBep4>KyBaTM, mo ueii npouec 
no^temiye opramsaqinHe HaBuaHtui nepcoHauy KOHKpeTHoro 3aicaa4y i po3ura- 
pioe moto piiHKOBi M0*uMB0CTi, a Taxo* (JropMye MOTMBamMHMM iciiMaT. Fouo- 
BHe, mo6 He Bi46yBauocB BTpaT Ha piBHi (J)i3nuHoro Ta ncnxoAoriuHoro 34opoB'>i 
BMKua4auiB BHnyocoBiix Ka(J)e4p y KOHTeKcri incocTi BMKua4aHHH hmmm 4HCL(HnuiH 
M CTHMy^iB 40 3MiH. 

3 MeToio HapomyBaHHa KOMneTeHTHicHoro noTeHLtiauy y ctjrepi ocbItii, .sik Ha 
CTopoHi Bwpo6HMKa ocBiTHix nociyr, TaK i Ha CTopoHi cno*MBaua, nponoHyeMo 
3MiHMTM KOOp4MHaL(iMHMM MexaHi3M ynpaBUiHHH Ha pi3HMX CTa4mX CKHTTEBOTO 
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itMimy KOHKpeTHoi ocbIthloi nodyra. L(e MOTKyTb dyra npMHimnM MOTMBaitii 
nepcoHayiy, itiHHicm opieHTupn KOHKpeTHoro ni4po34Liy ocBiTHboro 3aicaa4y Ta 
'ix ocHOBHi napaMeipM. 

FoBopOTM npo KOMneTeHTHicHMM noTeHitia^i BH3, Mo>KHa CKopMCTaTMCb 
M04edio «HaBqaHH>i 4ieio» P. PeBaHca Ta M. MapKBap4a [5]. B ii ochobI Koop- 
4HHat(iHHMM 3 b'>i30k Mi>K npoitecoM HaBuaHHa (Learning), 3anporpaMOBaHHMM 
3HaHH>tMn (Programmed knowledge) Ta HaBuaHHJiM 3a 4onoMoroio onMTyBaHHJi 
(Insightful questioning). Bi4noBi4HO 6y^to CTBopeHO (JropMy^ty: 

L = P + Qt, (1.1) 

I 3 4aHoi fyopyryAii, Ha 4yMKy P. PeBaHca, mo>kh3 BMBecTM 3BopoTHiM 3 b';i30k 
M i)K npaKTMUHMM 40CBi40 M ^uo4mhm i 3HaHH>iMM, aid e ceHC noMuduTM, po3iiiM- 
pMTM i nepeTBopiiTii y KOMneTeHitii. Y 2004 poiti (JropMy^ty Gy^to posmupeHo i 
BOHa OTpMMa^ta HaciynHMM BMM514: 

L = P + Qt + R, (1.2) 

3a3HauMMo, mo hobmm e^eMeHTOM (JropMy^tM CTae npoitec od4yMyBaHH>i 
(Reflection) Ta ycBmoivMeHHii 40CBi4y, noMMd^eHHii aHam3y noTouHoi npod^eMM. 
OaKTMUHO, ocBiTHiii npoitec Ha piBHi BMpodHMKa ocBiTHboi nocuyra nepeTBopio- 
eTbca ni4 uac uiiteroyBaHHa Ta aKpe4MTaitii y npoitec BiiBueHHH BiiacHoro 40CBi- 
4y (JryHKitioHyBaHHii i (J)op MyB aHHn iHHOBaitihHoi CMCTeMii ynpaBmHHii. MoacHa 
CTBep43cyBaTM, mo Ha piBHi opraHi3aim yTBopioeTboi 3MiHHa cncTeMa KOMne- 
TeHitiii, aid b no4a^LbiiioMy dy4yrb nocriMHo B40CK0Ha^n0BaTiicb. Mm BBa:*aeMO, 
mo t3kmm npoitec 3MiH, no Mipi HadyTra KOMneTeHitiii BH3, 3 nuMHOM uacy 6y4e 
ycioia4HK)BaTMCb, a 3HauMTb, MOTKUMBi Henepe46auyBaHi pM3MKM no BTpari Hady- 
toto noTeHitia^ty Ha piBHi nepcoH&ry 3aima4y ocbItm i moto nonepe4Hboro 40CBi4y. 

CneitiauicTM 3 MapKeTMHiy, s'acoByrouM cyTHicTb MapKeTMHry ocbIthIx no- 
ciyr, Haro^iomyKtTb Ha po3KpnTTi Ta aHam3i CMCTeMM 4m ocbIthboi opraHi3aitii no 
peam3aitii Ti nociyr. Bohm He BMtciiOHaiOTb, mo MeToro ocbItm e npoitec (Jropjviy- 

B3HH3 neBHMX 3HaHb, HaBMKiB, 34idHOCTeM, Aid 403B0^UII0Tb BMKOHyBaTM KOHKpeTHy 

podoTy. GJropMOBam KOMneieHitii BnnycKHMKiB BH3 oitiHKte pmhok npaiti, tou- 
nime, ni4npM6MCTBa Ta opram3aitii pi3HMX ra^iy3eM. Bohm i npe4'iiB^inoTb cboi 
bmmotm 40 KOMneTeHTHicHMx 34idHocreM nftidpaHoro nepcoHa^ty, mo 3yMOBmoe 
Tpy4Homi nLt uac cerMeHTaitii Ta BM3HaueHHi itLibOBMx pMHKiB, 4e dy4yrb npaqio- 
BaTM BMIiyCKHMKM BH3. 

3 ayBa)KMMO, mo y cneitiamcTiB He bmhmk3G cyMHiBiB mo40 BM 3 HaueHHa cne- 
itM(J)iKM TOBapy — ocbIthu nociyra. Ili4 uac moto oitiHKM, bohm HanMOinyiOTb 
Ha Heodxi4HocTi BMOKpetvLieHHa TaKoro BftOMoro 4AH Bcix ocbIthh noHJiTTsi, tik 
ocbIthu nporpaMa. OaKTMUHO, MOBa M4e npo oCBiTHbo-npotJreciMHy nporpaMy ni4- 
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roTOBKM 6aKaaaBpiB i MaricTpiB KOHKpeTHoro HanpaMKy 3HaHb Ta ix ocBiTHbo-KBa- 
aitJiiKaqiMHy xapaKTepMCTMKy. 

4ocMTb qacTo MoacHa 3ycTpiTM noaeMiicy ctocobho nMTaHHa mm e ocbIthh no- 
cayra — nocayroio, mm — npo 4 yKTOM. Cboro 4 Hi 14 a 4 MCKycia B*e He e aKTyaab- 
Hoio. Cepe 4 ochobhmx nwTaHb, aid ni 4 HiMaiOTb (JiaxiBqi, CTOiTb nMTaHHa npo (Jiop- 
MyBaHHa no3MTMBHoro iMi 4 acy ocBiTHboro 3aKaa4y, to6to, moto pewTHHr. 

4o 3araabH0Bi40MMx KpMTepiiB oqiHKM BH3, Bi 4 HocaTb: 

■ 3araabHa npomtJiopMOBaHicTb 14040 icHyBaHHa TaKoro 3aicaa4y ocbItm; 

■ periyraqia; 

■ iHBii4Kicrb peaiyBaHHa Ha 3aniiTM piiHKy Ta 3anMTM cno>KHBaqiB; 

■ npecTMtKHicTb cneqiaabHOCTeM; 

■ iHHOBaiiiMHHM noTeHqiaa 3aicaa4y Ta moto peaaHaqia; 

■ (JnHaHCOBa 3a6e3neqeHicTb; 

■ piBeHb 3apy6iacHMx 3B , a3KiB; 

■ KOHKypeHTHMM CTaTyc. 



He MeHin BaacaMBMMM e m noBe4iHKa Ta B3aeM0Bi4H0CMHM nepcoHaay BH3 i3 
cnoacMBaqaMH oCBiTHix nocayr y no3aay4MTopHMM qac i craab cniaKyBaHHa cniB- 
po6iTHMKiB Miac C06010 Ta 3i CTy4eHTaMM. OcTaHHe noB'a3aHo He tLtbkm 3 piiH- 
KOB010 TpaHoJiopMaqieio yKpaiHCbKoi eKOHOMiKM, a m BM403MiHoio coqiaabHoro 
cepe40BMma Ta pwHKy npaqi, a TaKO>K uiBM4KicTio m iHHOBaqiMHicTio 3MiH y rao- 
6aabHOMy npocTopi. 

UqiKOM MMOBipHO, mo Ha cyqacHOMy eTani, roaoBHoro pymiMHOio CMaoio 
CTae He npocTo circTeMa 3HaHb, a Bi4noBi4HMM KOMneTeHTHicHMM Ta KOMymKa- 
niiiHMM noTeHqiaa BMpoGHMKa i cno>KMBaqa OCBiTHix nocayr. He ocTaHHio poab 
Bi4irpae i iMi4ac 3aicaa4y ocbItm. MoHiTopMHr po6oTM BeaiiKMx BiTqM3HaHnx ni4- 
npneMCTB noKa3aB, mo cepe4 KOMneTeHqin, aKMM bohii Ha4aiOTb nepeBaiy, npn 
po6ori 3 nepcoHaaoM, KpiM npotJiecioHaaisMy, CToaTb ocoBncricm aKocri cneqia- 
aicTa (HanpMKaa4, Bi4noBi4aabHicTb, MOTMBaqia 40 npotjiecii, KOMymKaTMBHi Ha- 
bmkm, yMiHHa npaqiOBaTM b KOMaH4i, BaacaHHa ni4BMmyBaTM piBeHb oCBira, IHBM4- 
Ka a4anTaqia 40 biimot po6oT04aBqa, opieHTaqia Ha 3araabHMM pe3yabTaT). 

Cai4 3 ayBaacMTM, mo KoacHe raay 3 eBe nmnpMeMCTBo no-pi 3 HOMy (Jiopiviye 
bhmotm 40 KOMneTeHTHoro noTeHqiaay cniBpo6iTHMKiB i oqiHKM aKOCTi i’x po- 
6 otm. Uqii (J)3 kt nocnaioe 3HaqeHHa iHHOBaqiMHMx cjiopM cniBnpaqi BH3 i3 niq- 
npMeMCTBaMH, a TaKoac poBwTb Heo6xi4HHM Ta aKTyaabHMM po 3 po 6 icy CTpaTeriii 
cy6'eKTiB ocBiTHboro npocTopy. 

Mm He BMKaioqaeMO, mo caMe t 3 kmm ni4xi4 Ta BMKaMKM pMHKy npaqi nocn- 
aioiOTb aKTyaabHicTb aHaai3y acMTTeBoro qnioiy nocayr OCBira Ta KOHKpeTM3aqiio 
KpMTepiiB KOHKypeHToenpoMoacHOCTi OCBiTHix nporpaM i cnoco6iB (JjopiviyBaHHa 
((JiopM) KOMneTeHTHicHoro noTeHqiaay cnoacnBaqiB ocBiTHboro npoqyKTy. MoBa 
iiqe npo Taxi KpMTepii ax: TpMBaaicTb Ta (Jiopivia HaBqaHHa, a TaKoac piBeHb (40- 
By3iBCbKa, 6aKaaaBpcbKa, MaricrepcbKa, acnipaHTCbKa nporpaMM mm ni4BMmeHHa 
KBaaitJiiKaqii); xapaKTep cneqiaabHocTi (MapKeTMHr, MeHe4>KMeHT, (JiiHaHCM, ne- 
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peicia4 Tomo); HaiiBHicTb 404 aTK 0 Birx nociyr y 3aicaa4i ocBira ((JraKy^ibTaTMBHi 
npe4MeTM 3a nporpaMaMii 3apy6i>KHMx By3iB). l^e He iiobhmm nepe^iiK KpuTepiiB 
KOHKypeHTocnpoMOTKHOCTi nociyr ocBira. Cboro4Hi HaBiTb Moraa CTBep4)KyBaTM / 
mo e M 04 Hi npo^ecii: 4M3anH y KOHKpeTHin ra7ty3i, xypHa^iicTMKa, ncnxoiiorbi, IT- 
nporpaMicTM Tomo. HaniHTeHCMBHiine 3acTapiBaiOTb 3HaHHa y ccjrepi eKOHOMiKM, 
iH(})opMai(iMHMx TexHo^orin, a b MeHinin — y ra^iy3i npnpo4HMqMx HayK. Mocktim- 
bo, ijmm (JraKTOM MO)KHa n0-3CHHTM CKopoHeHHH nn 36LibmeHH>i HMce^ibHocTi a6i- 
TypieHTiB Ha iji Hanp^MKii. 

3ri4HO 43hmx ocjoiqiMHoi CTaTMCTMKM, y 2014 poqi b Yrcpaim Ha^HyBa^iocb 326 
BH3 III-IV piBHiB aKpe 4 MTaiiii / npom 159 y 1994 pom. AHa^ti3 4 MHaMiKii nnceiib- 
HOCTi BH3 3 90-x poxiB i no TenepiiriHin nac noKa3aB, mo m aKCMMa^ibHoro 3Ha- 
qeHHa BOHa 4 ooiraa y 2008-2009 poicax, 353 yciaHOBM — Bi 4 noBi 4 Ho. ripn ijbOMy, b 
2015 pom MiHimepcTBo ocbItm i HayKM Yrcpamn nponoHye 53 BnmMM HaBHdbHHM 
3aioia4aM o6'e4HaTM ocBiTHi 3yciMA5i 3 inuraMH BH3. IlopiBHioiOHii 3 2013 poKOM, 
yace MO)KHa KOHCTaiyBaTM CKoponeHHJi 9 ocBiTHix 3aicaa4iB IV piBHJi aKpe4MTaqii. 
He BHKaiOHeHHaM CTa^to i CKoponeHHa qnce^bHocri CTy 4 eHTiB no By3aM ycix piBHiB 
aKpe4nTaiiii [2, 4]. 

FoBopann npo XMTTeBnn u,iika oCBiTHboi nooiyra, noro Heo6xi4HO 40 no- 
BHOBaTH >kmtt£bhm ijHKaoM ocBiTHix nporpaM, jnci nponoHye BH3. HanMOCMMO 
Ha BmcyTHocTi nMOBHoro KpnTepiio y cncieMi omHKn )KHTTe34aTHOCTi ocBiTHix 
nporpaM. Ix penTMHr (JjopMyeTbd ni4 Bn^triBOM bmpothkib i 3MiH y 30BHiuiHbOMy 
cepe40Bnmi- lie Moxe 6yrn 3annT cycnLibCTBa nn 3annT KOHKpeTHoro pnHKy, 
MO^GIIIBO, TpMBailiCTb ni4rOTOBKM 3a KOHKpeTHOK) OCBiTHbOK) nporpaMoio HM CTy- 
niHb i’i npaKTMHHoi cnpaMOBaHocri, a6o MOTicanBicTb, y Man6yTHbOMy, npaijeB^a- 
imyBaTHCb Ha BMCOKOonyranyBaHy Ta TBopny, 3 no3imin KOMneTeHmn, po6oiy. 

FIk CBmnnTb otJnmnHa CTaTMCTMKa, cepe4 Han6Libm penraHroBiix 3aicaa4iB 
IV piBHn aKpe 4 MTami 3a KLibKicTio no 4 aHnx 3a5iB Bi 4 a6iTypieHTiB y 2014 pom 
6yAii HbBiBCbKnn HaqioHa^ibHnn yHiBepcwTeT iMeHi iBaHa OpaHKa, KniBCbKnn Ha- 
LtioHa^ibHMM yHiBepcwTeT iMeHi Tapaca HleBneHica, HamoHayibHMM ymBepcMTeT 
«HbBiBCbKa no^tiTexHiKa» ( 4 mb. Ta6yi.l). 3a3HannMO, mo y 2013 pom Ha neprno- 
My Miciji 6yB Kmibcbicmm HamoHaiibHMM yHiBepcMTeT iMem Tapaca IIIeBqeHKa, a Ha 
4 pyroMy — HTY Yicpamn «KniBCbKnn no^iTexHinHiin iHCTMTyT». 

CnLiKyBaHHH 3i CTy4eHTCbKoio ay4MTopieio (pi3Hoio 3a bIkobmm 4iana30H0M), 
403B07t5ie 3po6nTn bhchobok, mo y npoijeci cno)KMBaHHJi OCBiTHboi nooiyrn Ha 
nepine Micije BOHa BncyBae — iHTepec 40 npe4Meiy. FIo3mtmbhmm y po6oTi cynac- 
hhx BH3 YKpaiHM e tom (JraicT, mo nopma, i3 craH4apTM3ameio cneqia^bHocTen, 
npaKTHHHo, no bcIm HanpriMKaM 3HaHb, BniGia4aeTboi TaKiin npe4MeT tik «BcTyn 
40 (£>axy». /\ a % po3BMTKy ysiBM CTy4eHTCbKo'i ay4MTopii npo Man6yTHio npotjreciio, 
6a>KaHO 6y^to 6 npn noro Bincr a43HHi 3anpoinyBaTH BnnycKHmdB muhv/Uix pordB 
Ta BminTM Bi4 Tpa4nqinHo'i (JropMii 3HaHb, a caM Maiepia^t no4aBara y npe3eH- 
TaLtinHin (JropMi, HanMOinyiOHM Ha po3BMTKy npaKTHHHMX KOMneTeHttin. ije no- 
cidnTb iHHOBaqinHicTb tik npoijecy HaBnaHHii, TaK i BM403MiHMTb (JropMaT cnMKy- 
BaHHn ^teKTopa i3 ay4HTopieio (6e3nocepe4HiM cnoTKMBaneM OCBiTHboi noc^tyra). 
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Tu6au tpt 1 

TOn-lO BH3 YKpai'HM 3a kLujIuctio no/iannx 3a an isia a6iTypieimB [3] 



Nq 


BUU\UU HCIBHCLXbHUU 3(lKAad 


KiAbKicnib 3(1X6 


1 


ylbBiBCbKMM HaijioHaYibHMM ymBepcMTeT iMem IBaHa OpaHKa 


46 Oil 


2 


KmBCbKMM HaijioHaTibHMM ymBepcMTeT iMem Tapaca IIIeBHeHKa 


45 522 


3 


HaijioHaYLbHMM ymBepcMTeT «/lbBiBCbKa n<MiTexmKa» 


43 785 


4 


Hau;ioHa2LbHMM TexmHHMM yHiBepcMTeT YKpaiHM «KMiBCbKMM noaiTexmHHMM iHCTMTyT» 


34 287 


5 


Hau;ioHa2LbHMM aBiaijiMHMM yHiBepcMTeT 


33 436 


6 


Hau;ioHa2LbHMM ne4aroriHHMM yHiBepcMTeT iMeHi M. II. 4p ar OMaHOBa 


29 903 


7 


/^HinponeTpoBCbKMM HaLtioHaMbHMM yHiBepcMTeT iMem O^teai Tomiapa 


29427 


8 


XapKiBCbKMM Hai^ioHayibHMM yHiBepcMTeT iMeHi B. H. Kapa3iHa 


23 751 


9 


KMlBCbKMM HailiOHaHbHMM TOpTOBeHbHO-eKOHOMiHHMM ymBepCMTCT 


22 066 


10 


MepmBeitbKMM HaijioHa^ibHMM yHiBepcMTeT iMeHi lOpia Oe4bKOBMHa 


21 924 



Orace, MoacHa 3 po 6 nTM bmchobok npo Heo 6 xi 4 HicTb ihuecnp>iMOBaHoro 
BnawBy Ha TpuBaaicTh m noeianHe 3MicTOBHe HanoBHeHRa )KMTTeBoro ijMKuy ocbIt- 
HBo'i nocuyra Ta oCBiTHix nporpaM, mi nponoHyfOTbca bmihiimh HaBuaubHMMM 3a- 
Kaa 4 aMM yicpaiHu. L]e 403B0UMTb peaubyBara CTpaTeriio no 4 aabuioi iH 4 MBi 4 yaui- 
3aiti'i npo(})eciMHoi ni 4 roTOBKM (JiaxiBqiB Ta 3a6e3neuMTb i"i Bi 4 noBi 4 HicTb HiinoBOMy 
xapaKTepy cyuacHiix npo^ecifi. 
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4.5. QUINTESSENCE OF STRATEGIC 
MARKETING IN PUBLIC ADMINISTRATION 
BY HIGHER EDUCATION IN UKRAINE 

KBIHTECEHU,Ifl CTPATEriHHOrO 
MAPKETHHry B 4EPXABHOMY ynPAB/HHHI 
BHIU,OK) OCBITOK) B yKPAIHI 

Filippova V. D. 

QiAinnoea B. A- 

Kovalska N. M. 

KoeaAbCbxa H. M. 



UDC 351:354 
JEL 123, 128 

Abstract 

The article is aimed to search the essence of strategic management in public 
administration by system of higher education in Ukraine. It is outlined the main 
questions of marketing system of in public administration by high education, 
it is done analysis of essence of in public administration in the system of higher 
education. It is determined structure of system of State marketing in the field of 
higher education in the context of three dimensions: functional, institutional and 
subjective ones. It is presented the description of strategic marketing in in public 
administration by higher education through dimension of different methodological 
approaches: conceptional, goods, institutional, national, management, system- 
behavioral, functional ones. It is grounded that the essence of strategic marketing in 
in public administration by higher education nowadays is exposing in methodology 
of strategic activity, which determines strategy of in public administration by system 
of higher education in conditions of competition and permits to expose priority 
directions of development in conditions of changeable competitive marketing 
environment and to define methodology of adoption of State and management 
decisions. 

Keywords: strategic marketing, public administration, higher education. 

Anomapisi 

MeTa CTaTTi noasirae b 40cai4)KeHHi cymocTi crpaTeriuHoro MeHe4)KMeHTy b 
4ep>KaBHOMy ynpaBaiHHi cucTeMoio BMinpi ocbItm b YKpaim. OKpecaeHo ochobhI 
nuTaHHA MapKeTMHroBo'i CMcreMM 4ep:*aBHoro ynpaBAiHH>i bmihoio oCBrroio, 34m- 
CHeHo aHaab cymocTi 4epxaBHoro MeHe4>KMeHTy b CMcreMi Bumo'i ocbItm. Bu3Ha- 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Pubhshing House Science and Innovation Center, Ltd., 2015 



313 



Section 4.The Newest Role Of Innovation and Marketing in Business and Higher Education Development 

qeHo CTpyKTypy CMcreMM /tepiacaBHoro MapKeTMHiy b raay3i BMmoi ocbItm y po3pi3i 
Tphox BMMipiB: cjyHKmoHaabHoro, iHCTMTyqiMHoro i cy6'eKTHoro. ripe4CTaBaeHo 
omic CTpaTeriqHoro MapKeTMHiy b 4ep:*:aBHOMy ynpaBaiHHi Biimoio ocbItoio nepe3 
naomiiHy pi3HMX MeT 040 aoriqHMX ni 4 X 04 iB: KOHqemyaabHoro, TOBapHoro, iHCTM- 
TyqiMHoro, HaqioHaabHoro, ynpaBaiHCBKoro, CMCTeMHO-noBe4iHKOBoro, (JjyHKqio- 
HaabHoro. 06rpyHTOBaHO, mo cymicTb CTpaTeriqHoro MapKeTMHiy y 4epxaBHOMy 
ynpaBaiHHi Biimoio ocbItoio Ha cboro4Hi po3KpMBaeTboi y MeT 04 oaorii CTpaTe- 
riqHo'i 4mabH0CTi, ma BM3Haqae CTpaTeriio 4epxaBHoro ynpaBaiHHn CMCTeMoio 
BMmoi ocBiTM b yMOBax KOHKypeHqii, 403B0Asie bmubmtm npiopMTeTHi HanpuMM 
po3BMTKy b yMOBax MiiMMBoro KOHKypeHTHoro MapKeTMHroBoro cepe40BMma Ta 
BM3HaHMTMCb 3 MeTO4oaorieio npMMHUTTii 4ep)KaBHo-ynpaBaiHCbKMx pirneHb. 

KAwnoei CAoea: CTpaTeriqHMM MapKeTMHr, 4ep>KaBHe ynpaBaiHHH, BMma ocBiTa. 



B yMOBax icHyBaHHH 4ep>icaBM i KOHqeHTpaqii b ii pyKax ochobhmx BaxeaiB 
BnaMBy Ha CMCTeMy Biimoi ocbItm, cepe4 Bcix pi3HOBM4iB ynpaBaiHHJi Biimoio 
ocbItoio npoBi4Ha poab Haae)KMTb MapKeTMHroBiM CMCTeMi 4ep>KaBHoro 
ynpaBaiHHH BMmoio ocbItoio. 

HayKOBqi Cboro4Hi BM 3 HaHaiOTb HaciynHi HanpuMM ynpaBaiHCbKMX (JyHKqiM 
4epxaBii Bi4H0CH0 BMmoi ocBiTM, y Mexax hkmx po 3 ropTaeTboi CMCTeMa MapKe- 
TMHiy: BM 3 HaHeHH>I HOpMaTMBHO-npaBOBOTO nOAH (JiyHKqiOHyBaHHil Ta p 03 BMTKy 
cy6'eKTiB ocbttm; 3 aK 0 H 04 aBqe peiyaiOBaHHa bcboto npoqecy BMpo6HML(TBa Ta cno- 
TKMBaHHn ocBiraLx nocayr 3 6oKy hk ix BMpo6HMKiB, TaK i cnoTKMBaHiB; 34iiicHeHHJi 
Kompoaio 3 a 4i5MbHicTio BH3 iimuxom ix aKpe4MTaqii m aTecTaqii; npuMe i Henpu- 
Me 6i04)KeTHe cjriHaHcyBaHHn BMpo6HMKiB ocBiTHix nocayr Bi4noBi4Ho 40 3 aK 0 H 0 - 
4aBHO BCTaHOBaeHoro HopMaTMBy y Bi4COTKax Bi4 BaaoBoro HaqioHaabHoro 40X04y; 
4ep)KaBHe crpaTeriHHe naaHyBaHHJi po 3 BMTKy BMmoi ocbItm Ha ochobI BpaxyBaH- 
Ha 3 araabH 04 ep>KaBHoi CTpaTerii, cbItobmx TeH4eHqiM coqiaabHo-eKOHOMiqHMx Ta 
ocBiTHix TpaHC(})opMaqiM Ta icHyiOHMX y CBiTOBin npaKTMqi ocBiTHix CT 3 H 4 apTiB; 
ni4TpMMKa e4MHoro ocBiTHboro npocTopy Ta KpMTepiiB ocBiTHix nocayr y Kpaim 
mauxoM po 3 po 6 KM i KOHTpoaio 3 a 40 TpMMaHH 3 M 4ep>KaBHMx CTaH4apriB npocjie- 
CiMHOi OCBiTM [ 1 ]. 

B3araai, MapKeTMHroBa CMCTeMa 4ep:acaBHoro ynpaBaiHHa BMmoio ocbItoio 
YKpaiHM Mae 4Bi ochobhI cicaa40Bi: MaKpocepe40Biiine (pMHKOBe cepe40BMine, 
nKe b qLioMy peiyaioeTboi 3 aco 6 aMM 4ep:acaBHoro MapKeTMHiy) Ta MiKpocepe- 
40BMme (CMCTeMa 4ep>KaBHMx opraHiB ynpaBaiHHn, mo 3 acTOCOBye 4ep>KaBHMii 
MapKeTMHr). MaKpocepe40Biime 3bo4mtboi 40 3 BMqaMHoi pMHKOBoi CTpyKTypn: 
BMpo6HIIKM, CnOTKMBaHi Ta CMCTeMa B 3 aeM 03 B' 5 I 3 Ky MDK HMMM. B TOM Mac MiKpO- 
cepe40BMme BKAiOHae b ce6e cy6'eKTiB 4ep:acaBHoro ynpaBaiHHJi, iioro Mexam 3 MM, 
npiiHUMnii, MeT04M Tomo. 3 a 3 HaHeHi eaeMeHTii, o6'e4Ham b MapKeTMHroBy CMCTe- 
My, 3 a 6 e 3 neHyiOTb nonBy neBHoro iHTerpoBaHoro CMHepreTMHHoro eiJieKTy ynpaB- 
aiHCBKO-CMCTeMHoro xapaKTepy, hkmm 3 HaqHo nepeBiimye noTeHqiaa ko>ichoto 
OKpeMoro eaeMeHTa. iHaKine Ka^KyrM, CMCTeMa 4ep:acaBHoro MapKeTMHiy nBane co- 
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6010 KOMTMeKC HaM6LlbIII iCTOTHMX pMHKOBMX B^HOCMH Ta iH(})OpMat(iMHIlX nOTO- 
KiB, mo noB'ji 3 yiOTb 4ep>KaBHi opraHH ynpaB^iiHHa 3 msMbmcno cy6'eKTiB pMHKy. 

Cii4 3a3HaqMTM, mo oco6^tMBicTb 4ep)KaBHoro MapKeTMHiy hk Mexam3My 
ynpaByiiHHa bmliioio ocBiToio noAarae b TOMy, mo BiH opiemye TMy3b Ha bmko- 
H3HH3I CBOIX COIlia^bHMX (J)yHKIjiM y KOHTeKCTi npMCTOCyBaHHJI 40 BMMOr pMHKy; 
BB 04 HTB y ojiepy 4epxaBHoro ynpaB^mHn pwHKOBi MeT 04 M CTpaTeriqHoro miaHy- 
BaHH^i; 4ae 3Moiy 3acTocoByBaTM BMnpo6yBam pmhkom m apKeTMHTOBi TexHOAorii b 
ynpaByiiHHi ra^iy33io. 

KpiM Toro, cwcTeMa MapKeTMHiy 4ep)KaBHoro ynpaB^iiHHJi BMmoio ocbItoio 
rpyHTyeTboi Ha cy6'eKT-o6'eKTHMx 3B'5i3Kax opraHiB 4ep>KaBHoro ynpaB^iHHn BM- 
moio ocBiToio, BH3 Ta iHuiMX BMpo6HMKiB oCBiTHix nooiyr i ix cno^KMBaniB y bmtasi- 
4i 4epxaBHMx iHCTMTyriB, ra^iy3eM Ta ycTaHOB Hapo4Horo rocno4apcTBa Ta OKpe- 
mmx rpoMa4HH y KOHTeKCTi coijia^bHMx noTpe6 po3BMTKy ko)khoi oco6MCTocri Ta 
Ka4poBoro 3a6e3neHeHH>i cjyHKqioHyBaHHn ycix ccjiep cycnLibCTBa. 

CyTHicTb 4ep>KaBHoro MapKeTMHiy b ra^iy3i Biimoi ocbItm MoacHa oxapaKTepn- 
3yBaTM hk ocHOBy B3aeM04ii opraHiB 4epxaBHoi B^ia4M Ta cy6'eKTiB pMHKy OCBiTHix 
nooiyr 14040 (JiopMyBaHHii Ta 3Mmn 4 ep:*aBHoi no^iraKn 3 MeToio 3a6e3neieHHa 
OCBiTHix noTpe6 rpoMa4>iH, 4epxaBM, po 6 oT 04 aB 4 iB, inuinx cy6'eKTiB pmhkobmx 
Bi4H0CMH. TaKMM hmhom, b ocHOBy MapKeTMHiy 4ep*:aBHMx opraHiB ynpaB^iHHn 
BMmoio ocbItoio noKaa4em 3aB4aHHn 3 Bi4TBopeHHJi iHTe^eKTyaabHoro noTeHqi- 
a^iy cycnLibCTBa, nid He Mo>KyTb 6yTM BMKOHam ni4 4ieio pmhkobmx Mexam3MiB 
caMopeiy/umii. 

iHTerpayibHoio mctoio 4ep>KaBHoro MapKeTMHiy b ra^iy3i BMmoi ocbItm e onra- 
Misaqiii B3aeM0Bi4H0CMH ycix cy6'eKTiB cmctcmm Biimoi ocbItm 3 MeToio Haii6LibiH 
etJieKTMBHoro BMKopMCTaHHn ii pecypcHoro noTeH4ia^iy 4^51 3a6e3neHeHH>i m3kcm- 
mmbhoto coqia^bHoro ecjieKTy i"i 4isLibH0CTi 3 norAsmy sara^bHo-coqia^ibHMx iH- 
TepeciB. iHTerpa^ibHa MeTa nponB^nieTboi b KOMn^ieKci KOHKpeTHMx 4LieM, cepe4 
hkmx 40 HaMBa)iGiMBimMx Bi4HOOiTb: opieHTaqiio bmpo6hmk1b nooiyr Biimoi ocbItm 
Ha noTpeGn cnoacMBaniB, BnpoBa4>KeHHn Ta ni4TpMMKy cbItobmx CTaH4apriB y ra- 
Ay3i BMmoi ocbItm, 3a6e3neHeHH>i 4o6pocoBicHoi KOHKypeHqii bmpo6hmk1b nooiyr 
Biimoi ocbItm toluo. 

Caz 3 mpnymu yeazy m me, mo MapKeTMHr hk CMCTeMa 4ep)KaBHoro ynpaB^iiH- 
hh BMmoio ocbItoio Ha cboro4Hi noBMHeH BKaiOHaTM b ce6e [ 2 ]: 

■ 40di4)KeHH>i i BMUB^eHHn noTpe6 b OCBiTHix nooiyrax ycix cy6'eKTiB pMHKy 
nooiyr Biimoi ocbItm; 

■ BCTaHOB^teHHn i CMCTeM3TM3a4iio noTpe6, mo 3 a40B07LbHni0Tboi BH3 y 
npo4eci ix 4isMbH0CTi, i BinHa'ieHHjr cno>KMBaHiB y c<J>epi OCBiTHix nooiyr; 

■ aHaai 3 xapaKTepMCTMK OCBiTHix nooiyr hk TOBapy; 

■ po3KpMTTH npnpo4M nonMTy Ha oCBiTHi nooiyrM, po3po6Ka Mexam3MiB bii- 
3HaqeHHn noTeHqinHoro nonMTy i BCTaHOB^eHHn mok^mboctcm (npono3M4ii) bm- 
Po6hmk1b OCBiTHix nooiyr m 040 ix 3a40B0.aeHHJi; 

■ BM 3 B^ieHH 3 i 40Oli4)KeHH>I (J) 3 KTOpiB M apKeTMHTOBOTO Cepe40BMI4a 4i5Mb- 
HOCTi BMpo6HMKiB OCBiTHix nOOlyr, np 0 TH 03 yBaHHH i KOpMiyBaHHH 3 MiH MapKeTMH- 
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roBoro cepe40BMma 3 MeToio CTBopeHna cnpiMT/iMBMx yMOB 4/151 po3BMTKy BMmoi 
ocBiTM BMX045iqM 3 imepeciB ycix cy6'eKTiB ocbIthboi 4i5LibH0CTi Ta cycnLibCTBa b 
L ji/LOMy; 

■ p03po6Ky MeT04iB Ta CTBOpeHHH CMCTeMM MapKeTMHTOBOl iHcJjOpManil, mo 
4ae 3MOiy rMaHyBaTM m 34iMCHiOBaTM 4ep)KaBHy no/iiTMKy b ra/iy3i y pmhkobmx 
yMOBax; 

■ (|)opMy/LiOBaHH5i MeT040/iorii Ta MeT04iB BM3HaneHH5i HOMeHR/taTypir Heo6- 
xi4HMX oCBiTHix nooiyr; 

■ o6rpyHTyBaHH>i MeT040/iorii Ta MeT04iB cerMeHTaijii cnoTKMBaniB OCBiTHix 
nooiyr 3 BM4LieHH5i oKpeMMx cerMeHTiB 5 ik 06'eKTiB 4ep>KaBHoro peiy/iiOBaHH5i no- 
nwry Ha nooiyrn BMmoi oCBim; 

■ BH3HaqeHH5I MeT04iB p03po6KM HOpMaTMBy 4epXaBHOTO (J)iHaHCyBaHH5I 
cnoiKMBaHHJi OCBiTHix nooiyr rpoMa45iHaMH; 

■ 40Oii4*;eHH5i Ta po3po6Ky MeT04iB npocyBaHHH ocBimix nooiyr cnoacnBa- 
naM Ta 3a6e3neneHH5i bmcokoto craTycy BMmoi ocbItm b cycm/ibcm. 

Grace, MapKeTMHr y 4ep>KaBHOMy ynpaB/iiHHi bmiiioio ocBiToio Mae y3T04*;y- 
BaTM pea/ibHi pxiHKOBi MexaHi3Mn (JyHKqioHyBaHHii BMmoi ocBira i3 3aB4aHH5tMii 
MaKCHMi3aLtii conia/ibHoro e(J)eKTy Bi4 4i5MbH0CTi ra/iy3i. Bi40M0, mo MapKeTMHr y 
4ep>KaBHOMy peiy/noBaHHi BMmoi ocbItm 3acTocoByiOTb 6araTO po3BMHeHMx KpaiH. 
51 k noKa3a/ia npaKTMKa, ix 40CBi4 BMKopMCTaHHa 30cepe4>KyeTbd HaBKO/10 npo- 
6/ieM 4M(})epeHt(iami 4epxaBHoi ni4TpMMKM BMpo6HMKiB nooiyr BMmoi ocbItm 
3a/ie)KHO Bi4 coma/LbHoro ecJreKTy ix 4i5MbH0CTi, 40BroTepMiHOBoro n/iaHyBaHHii 
po3BMTKy ra/iy3i Ha ochobI 3aB4aHH5i i3 3a6e3neneHH5i KOHKypeHTocnpoMoacHoc- 
Ti HamOHa/LbHOi eKOHOMiKM, y3T04)KeHH5I 4LSLlbHOCTi 4ep>K3BHMX Ta npMB3THMX 

BH 3 , ni4BMmeHH5i CTaTycy BiTqM3H5iHMx bmpo6hmklb OCBiTHix nooiyr Ta 3a6e3ne- 
neHHJi CTaH4apriB 5iKOCTi BMmoi ocbttm. Bo/lohcbkmm nponec ctbopmb nepe4yMOBM 
(J)yHKmoHyBaHH 5 i Bcix eBponeMCBKMx bmpoGhmkIb nooiyr BMmoi ocbItm b 64MHOMy 
oCBiTHbOMy npocTopi i cnoHyKaB 40 KOHKypeHim Ha pMHKy nooiyr BMmoi ocbItm 
T a Ha pMHKy npaqi. 

TaKMM HMHOM, OCHOBHOIO MeTOIO 4ep5KaBHOTO MapKeTMHiy B Ta/iy3i BMmoi 
ocBiTM e nepeopieHTaiim 4i5MbH0CTi cmctcmm ynpaB/LiHH5i Ha 3a40B0/teHH5i noTpe6 
cnoTKMBana, nepe4yciM noTpe6 oco6MCToori b caMoaKTya/ri3aim, po3KpMTTi B/iac- 
hmx M0*/LMB0CTeM Ta noTpe6 cycni/tbCTBa b oco6i 4ep>KaBM b HapoinyBaHHi moto 
ocBiTHboro noTeHijia/Ly. 

BMX 044 HM 3 ijboro, b cynacHMx C 04 ia/tbH 0 -eK 0 H 0 MWHMx yMOBax MapKeTMHr >ik 
3aci6 peiy/noBaHH5i CMCTeMM ocBira i comoKy/ibTypHoro cepe 40 Bnma Ti po3BMTKy 
BMCTynae b3>k/lmbmm iHCTpyMeHTOM et})eKTMBHoro 4 ep>KaBHoro ynpaB/iiHHH bm- 
moio OCBiTOIO B pMHKOBMX yMOBax Ti (J)yHKL(iOHyBaHH5I. 

BncTynaiOHM y BMTAsmi neKOMepijiMHoi 4 i 5 MbHocri, MapKeTMHr b 4 epacaBHO- 
My ynpaB/iiHHi BMmoio ocbItoio posr/LsmaeTboi, 30KpeMa, b KomeKCTi KOHLtenim 
HeKOMepijiMHoro MapKeTMHiy. Bi4noBi4Ho 40 Hei MapKeTMHr po3M5i4aeTbC5i >ik 
«o|)epa coiiia/ibHoi B3aeM04ii, mo mIcthtb y co 6 i cnp5iMOBaHy 4 isi/LbHicTb pi3Ho- 
MaHiTHMx cy 6 'eKTiB (ycTaHOB, opramsaimi, oKpeMMx oci 6 ), 5iKi He CTaBAaTb 3a Mery 
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40Morraoi 6 e 3 nocepe 4 Hbo akmxocb neBHMx eKOHOMiqHMx qLreii, to6to oqepiacaTM 
3 a 3 qaaeriqb BM 3 HaqeHMM npw 6 yTOK. Ochobhoio cyTHicHoio o 3 HaKoio qiei qbiabHoc- 
Ti Mae 6 yra qooirHeHHa neBHMx pesyabTariB iiiahxom 3 aqoBoaeHH>i noTpe 6 koh- 
KpeTHoi cniabHOTM cnoaaiBaqiB Ha ocHOBi qoTpMMaHHii ochobhmx MapKeTMHroBMx 
npMHqMniB 3a aKTMBHoro o 6 cayroByBaHHJi cneqMcjiiqHMMM MapKeTMHTOBMMM iH- 
CTpyMeHTaMn» [3, c. 32]. BiqnoBiqHo 40 qboro, qepacaBHMM MapKeTMHr b raay 3 i 
BMiqoi ocBiTM 6 a 3 yeTboi Ha KOHKypyBaHHi HeKOMepqiwHMx cy6'eKTiB mur C06010 
14040 MO)KyiMBOCTi Ta nepmoneproBOCTi Ha (JiiHaHcyBaHHH i CTMMyaiOBaHHH qbiab- 
Hocri KoxHoro 3 4 ep)KaBHoro BioqiaceTy ( qepiacaBM ). 

Bi4TaK Moma CTBep4>KyBaTM, iqo CTpaTeriqHMM MapKeTMHr qepxaBHoro 
ynpaBaiHHa BMiqoio ocBiTOio peaai3yeTbd b yMOBax 6LibiH bmcokoi, Hi)K y KOMep- 
qiiimM ctjrepi, cycniabHoi Bi4KpMTOCTi Ta KOHTpoabOBaHOCTi 3 6oKy cycnLibCTBa. 

OxpiM toto, npaKTMKa 3acBiqqMaa, iqo CTpyKTypa cmctcmm qep:*aBHoro Map- 
KeTMHiy b raay3i BMiqoi ocbItm Mae qeKiabKa BMMipiB, npMHaiiMHi TpM ochobhI: 
(JiyHKqioHaabHMM, iHCTMTyqiMHMM i cy6'eKTHMM [4]. 

OyHKqioHaabHMM BMMip BKaioqae b ce6e Ha6ip (JiyHKqiM Ta BM4iB qbiabHoc- 
Ti, iqo TpyHTyiOTbOi Ha hmx ctocobho ynpaBaiHHH tmmm mm iHuiMMM acneKTaMM 
CMCTeMM npotJieciMHoi ocbItm, a t3ko>k (JiyHKqiM caMoniqTpMMKM ynpaBaiHCMCMx 
niqcTpyKTyp. Mo>KHa t3ko>k 3ra4aTM npo coqioKyabTypHy cicaaqoBy cmctcmm, ma 
oxonaioe qiHHicHi opieHTMpM ynpaBaiHCbKoi qbiabHOCTi i b iHTerpaTMBHiM (JiopMi 
npoiiBaiieTbOi b ocofDMCTicHMX Ta qiaoBMX mocrax ynpaBaiHqiB. 

IHCTMTyqiMHMM BMMip Bicaioqae ocHOBHi iHCTMTyTM, iqo BxoqqTb y CMCTeMy 
MapKeTMHTOBMX BiqHOCMH, noB'5i3aHMX 3 BMpo6HMqTBOM Ta cno>KMB3HH3iM nocayr 
BMiqoi ocbItm (qepxaBHi opraHM ynpaBaiHHH, BMiqi Ta iHini bmpoBhmkm nocayr bm- 
iqoi ocbItm, coqiaabHi Ta eKOHOMiqm iHCTMTyTM m cno)KMBaqi qMX nocayr, oco6mc- 
TicTb 3 ik ochobhmm cno)KMBaH nocayr BMiqoi ocbItm Ta 6a30BMM eaeMem 6yqb-iiKoi 
iHCTMTyqiMHoi niqcMcreMM). 

Cy6'eKTHMM BMMip BicaiOHae b ce6e 6Libiii qeTaabHe crpyKTypyBaHHH iHCTM- 
TyqiiiHMx niqcMCTeM (qAH qepxaBHMx iHCTMTyqiM — BMqiaeHHa cy6'eKTiB qep- 
CKaBHoro ynpaBaiHHii y BMraqqi riaoK BaaqM, perioHaabHoro i qeHTpaabHoro piBHii 
Toiqo), (JiyHKqioHaabHMM — Ha6ip cjiyHKqiM Ta BMqiB qisMbHOCTi ctocobho ynpaB- 
aiHHil TMMM MM iHHIIIMM acneKTaMM CMCTeMM BMiqoi OCBiTM, iqo 6a3yeTbC3I Ha HMX, 
a T3K02K (JiyHKqiM caMoniqTpMMKM ynpaBaiHCbKMX niqcTpyKTyp, coqioKyabTypHa 
cicaaqOBa — qiHHicHi opieHTMpM ynpaBaiHCbKoi qisiabHOCTi Ta b iHTerpaTMBHiM 
(JiopMi npo3iBa3ieTbC3i b ocoBmctIchmx i qiaoBMX jikocthx ynpaBamqiB. 

BuxoqiiqM 3 BMiqecKa3aHoro, niq CMCTeMoio MapKeTMHiy qepiKaBHoro ynpaB- 
aiHHa BMiqoio ocbItoio caiq po3yMiTM KOMnaeKC B3aeM03aaeacHMx eaeMeHTiB (BM- 
qiB qbiabHocTi, npoqeciB) qepxaBHoi no^iiTMKM b raay3i BMiqoi ocbItm y noeqHaHHi 
Ta B3aeMoqii 3 eaeMemaMM pMHKy ocbIthIx nocayr, opieHTOBaHMx Ha bmkoh3hh3i 
MapKeTMHroBiix cjiyHKqiM i 3a6e3neqeHH>i onTMMaabHMx yMOB po3BMTKy raay3i 3 
ypaxyBaHHHM iHTepeciB i 3 a 40 B 0 aeHH .11 noTpe6 cnoxMBaqiB ocbIthIx nocayr, npi- 
opMTeTHocri iHTepeciB oco6mctoct1 Ta cycniabCTBa iqoqo po3BMTKy aioqcbKoro Ka- 
niTaay. 
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SBaTKaiOTM Ha qe, Mo:*Ha aca3aTM, mo 4351 noipe6 naaHyBaHHJi b CMCTeMi 
MapiceTMHiy 4epxaBHoro ynpaBaiHH^ bhihoio ocbItoio Haii6Libm npn4aTHMM e 
noHiiTTii CTpaTeriqHoro MapKeTMHiy b 4ep:*aBHOMy ynpaBaiHHi Binqoio ocbItoio, 
hkmm Moraa po3M5i4aTM qepe3 naoiqMHy pi3HMx MeTC> 40 iioriqHMx ni 4 X 04 iB. Bi4- 
TaK, KOHiienTyaabHMM ni4xi4 Ha4ae 3araabHe yuBaeHHn Ta 403B0;Hie BM3HaHMTM 
CTpaTeriqHMH MapiceTMHr 4ep>KaBHoro ynpaBaiHHa Binqoio ocBiioio hk iHTerpo- 
BaHy, opieHTOBaHy Ha cnoTKMBana i KmqeBMM pe3yabTaT 6i3Hec-(})Lioco(})iK) cnpn- 
MOBaHy Ha peaabaqiio crpaTeriqHMx qiaeii qepxaBHo'i noarmKM y raay3i BMiqo'i 
oCBiTM b yMOBax pwHKOBMX Bi4HOCMH Ta KOHKypeHqii Ha pMHKy ocBiTHix nocayr. 

y po3yMiHHi TOBapHoro ni 4 X 04 y CTpaTeriqHMH MapKeTHHr 4ep>KaBHoro 
ynpaBaiHHii Binqoio ocbItoio mo>kh3 po3TASi4aTM hk qLiecnpiiMOBaHy, opraHi3y- 
lony Ta peiyaioiOHy qisMbmcrb cneqianbHo ynoBHOBa>KeHHx qepxaBHMx opraHiB i3 
po3no4My ocBiTHix nocayr BMiqo'i ocbItm b KOHTeKCTi h33bhmx Ta nepcneKTMBHwx 
noTpe6 i 3anMTiB cno>KMBaHiB qMX nocayr. 

3 oraqqy Ha iHCTMTytuMHMM ni4xi4 — qe imerpoBaHa opram3aqiMHa crpyKTy- 
pa, ma nepe3 CTpaTerinHe naaHyBaHHa i BMKopMCTaHHn neBHoro iHcrpyMeHTapiio 
CTpaTeriqHoro MapKeTMHiy 3a6e3nenye B3aeM04iio opraHiB qepTKaBHoro ynpaBaiH- 
HTI BMmOIO OCBiTOIO, BH3 Ta iHIHHX BMpoGHMKiB OCBiTHix nOCayT i IX CnOTKMBaqiB. 

3a cboim 3MicTOM HaijioHaabHMM ni4xi4 npn CTpaTerinHOMy naaHyBaHHi Ta 
BMKopwcTaHHi iHCTpyMeHTapiio MapKeTMHiy nepeqdanae BpaxyBaHHH yKpaiHCbKoi 
cneqM(J)iKM (JjyHKijioHyBaHHa qepxaBHoro ynpaBaiHHH Binqoio OCBiTOIO, icTopnn- 
ho C(J)opMOBaHirx oco6anBocTen HaqioHaabHoro pwHKy ocBiTHix nocayr Ta Mema- 
aiTeTy yKpamqiB. 

YnpaB^iiHCbKMM ni4,xi4 nepeqGanae iHTerpaqiio CTpaTerinHoro MapKeTMHiy b 
ynpaBaiHCBKy qiaabmcTb opraHiB 4ep>KaBHoi BaaqM Ta cy6'eKTiB pMHKy nocayr bm- 
iqOl OCBiTM B KOHKpeTHMX pMHKOBMX yMOBax. 

CMCTeMHo-noBe4iHKOBMM ni4xi4 403Boa.sie penpe3eHTyBaTM CTpaTerinHMM 
MapKeTMHr 4ep>KaBHoro ynpaBaiHHii Binqoio ocbItoio y KonreKCTi npo6aeM qiei 
raay3i, nid o6yMOBaem 3MiH3MM y Bi4noBi4HMx CMCTeMax Ta ix HacaiqKaMM. Y 
qbOMy pa3i nepeqGaneHnn nomyK po3B'n3aHH>i npo6aeM Ha ochobI BMKopncTaHHJi 
qoTMpbox CMCTeM, a caMe «BX04y i BMX04y», BaaqM, KOMymKaqii, aqanTaqii 40 BHy- 
TpiuiHix Ta 30BHiuiHix yMOB. 

OyHKqioHaabHMM ni4xi4 aKqeHTye yBaiy CTpaTerinHoro MapKeTMHiy 4ep>KaB- 
hoto ynpaBaiHHH BMiqoi ocbItm Ha iioro (JiyHKqiiix ctocobho po3po6KM crpaTerin, 
mi 34iiicHioe 4ep>KaBa b ajiepi BMiqoi ocbItm. Caiq npMHari4Ho 3a3HanMTM, iqo 
po3po6Ka CMCTeMM MapKeTMHroBMx CTpaTeriii nepe46anae Bi4noBi4HicTb neBHMM 
BMMoraM Ta rbars C06010 CMCTeMy 4iii, cnpuMOBaHMx Ha qocmHeHHTi MapKeTMHro- 
BMx qiaeii Ha pMHKy ocBiTHix nocayr Binqoi ocbItm. Y qbOMy 3B'n3Ky CTpaTerinHMM 
MapKeTMHr 4ep>KaBHoro ynpaBaiHHn Biiiqoi ocbItm noTpe6ye KOHKpeTHMX, o6rpyH- 

TOB3HMX, HiTKO OJlOpMyabOBaHMX, THyMKMX ii aqaiTTMBHMX MapKeTMHTOBMX CTpa- 
Teriii y BiqnoBiqmM raay3i 3 04H03HanHMMM 3aB4aHHnMM Ta MeToio. KpiM toto, 
BaTKaMBo, iqo6 bohm 6y am B3aeMO ysroqTKeHMMM, He cynepeniMM noaoTKeHHUM 
HaqioHaabHiii qoKTpMHi po3BMTKy ocbItm Ta 6yaM cnpuMOBaHi Ha 3a40BoaeHHn 
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noTpe6 cnoxMBaniB nocnyr BMmoi ocbItm b KOHTeKcri 3aB4aHb coqianbHo-eKOHO- 
MWHOTO p03BMTKy KpaiHH. 

BnmecKa3aHe 403Bonne CTBep4xyBaTM, mo ynpaBniHCwca 4iiMbHicTb 4epxa- 
bm b ra^iy3i BMmoi ocbItm 3a paxyHOK BnpoBa4xeHHa CTpaTerinHoro MapKeTHHiy 
4epxaBHoro ynpaBniHHn BMmoio ocBiioio noTpe6ye nepe6y40BM Ta hoboi ukoc- 
Ti. 3oKpeMa, He BMiciMKae 3anepeneHb Heo6xi4HicTb TpaHCtJiopMaim 6i04>KeTHoro 
MexaHi3My y Bi4noBi4HOCTi 40 3aranbHoro pe(})opMyBaHHJi rany3i, npaKTMHHOMy 
BTMeHHi 3MiH BHeCeHMX B 3aK0H04aBHi Ta HOpMaTMBHO-npaBOBi 40KyMeHTM, no- 
64HaHHii HayKOBo-TeopeTMHHMx po3po6oK, opraHi3aqiMHo-ynpaB^tiHCbKMx i mpyK- 
TypHHx 3 MiH 3 wkmm po 3 no 4 MOM Bi4n0Bi4anbH0CTi, 4eneiyBaHHHM noBHOBaxeHb 
Ta BCTaHOBTteHHi Mexi CB0604M po3nopn4xeHHJi pecypcaMM. Mix tmm, npw bm- 
3HaneHHi crpaTeriqHMx mneM Heo6xi4HO 3BaxaTM Ha niMiTOBamcTb y KouiTax i pe- 
cypcHMx moxcimboct 3 ix, nKi odyMOBnem o6MexemcTio 6i04xeTHoro nopn4Ky. 3 k 
Hadi40K, opieHTaijm Ha TpMBanMM nepio4 noTpe6ye HiTKoi po6oTM KOMymKamM 
Ta iHCTpyMeHTiB MapKeTMHiy. 

Bi4noBi4Ho, (J)opMyBaHH>i 4ep>KaBHoi MapiceTMHroBoi CTpaTerii b rany3i BM- 
moi OCBiTM MOraa p03M3I4aTM Hepe3 0C06nMB0CTi 4m^lbHOCTi MapKeTMHTOBMX 
cy6'eKTiB na pMHKy ocBiTHix nocnyr, rkiivi 3a CBoeio npMpo40io e Bi4KpMTMM. Ta- 
kmm hmhom, b nponeci ix B3aeM04ii BrndyBaeTbca o6m1h pi3HOMaHiTHMMM pecypca- 
mh, mo o6yMOB^iioe CTpyKTypy pMHKy ocBiTHix nocnyr. 

Mm 3T04Hi 3 TBep4xeHH>iM [5], mo CTpaTerinHMM MapKeTMHr 4epxaBHoro 
ynpaBniHim BMmoi ocbItm BMMarae 06'eKTMBHoi peMTMHroBoi cncreMn Ha4aHHn 
6i04xeTHoro (JnHaHcyBaHHa BH3 3 Bi4noBi4HMMM 3axo4aMM 3a 4^51 3ano6iraHHHM 
KopynijiMHOMy BnnnBy Ha m npouecn, no3a6i04xeTHoro iHBecTyBaHHJi BMmoi 
OCBiTM, y40CK0Ha^eHHH ijiHOBoi noniTMKM Ha pMHKy nocnyr rany3i, 3anpoBa4xeH- 
hh y 4i5i7LbHicTb Bi4noBi4HMX iHCTMTyqiM MapKeTMHTOBMX KOMymKamM 4nn peani- 
3ai4ii 4 epxaBHMX CTpaTerinHMX nporpaM Ta pimenb y BMiuy oCBiTy. 

BapTo 3 ra 4 aTM, mo 3 a xapaKTepoM npouecy b crpaTerinHOMy MapKeTMHry 
4ep>KaBHoro ynpaBniHHii BMmoio ocBiToio noBMHHa nepeBaxaTM aHaniranHa 4i- 
xibHicTb, a peani 30 ByBara 4epxaBHy MapKeTMHroBy CTpaTeriio y ctjrepi BMmoi 
OCBiTM 403B0Asie crpaTerinHe nnaHyBaHHa. Boho noTpe6ye BCTaHOBneHHn CTpaTe- 
riqHMx qineii, aid noBMHHi opieHTyBaTMca Ha 40BrocTpoKOBi TeH4eHqii mo40 3 MiH 
Ta iti04CbKMx pecypciB. .3k Hacni40K, noTpe6ye BpaxyBaHHa nporao 3 iB 4eMorpa- 
(JjinHMx TeH4eHL(iM, npiopMTeTHocTi Ta nepcneKTMB po 3 BMTKy rany 3 en ckohomIkm 
Ta BM4iB eKOHOMiqHoi 4ia^ibH0CTi. /lorinHoio nocnnKoio e 4MHaMinHa nepeopieH- 
Taijia ocBiTHbo-KBa^ti(J)iKamMHMx xapaKTepMCTMK (JraxiBqiB Ha nepcneKTMBHe 3 a 40 - 
BoneHHn noTpe6 pMHKy npaqi, BnpoBa4xeHH.11 b po6oTy cy6'eKTiB pMHKy ocBiTHix 
nooiyr MapKeTMHroBoi (JryHKmi cnpaMOBaHoi Ha CTBopeHHa nporao 3 iB mo40 no- 
Tpe6 y cneqianicTax 3 BMmoio ocbItoio. TaKMM hmhom, peani 3 aqni MapKeTMHTOBMX 
CTpaTeriM 4epxaBHoro ynpaBniHHii b rany 3 i BMmoi ocbItm opraHaMM 4epxaBHoi 
Bna4M nepe46anae 3 acTocyBaHHa iHCTpyMeHTiB ynpaBniHOxoro BnnnBy mo40 pe- 
iyniOBaHHJi rany 3 i BMmoi ocbItm 4epxaBHMMM opraHaMM ynpaBniHHX 
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CTpyKiypHO BM4MflIOTI> TpM piBHi 3aCTOCyBaHHa MapKeTMHrOBOrO iHCTpyMeH- 
Tapiio peiy^noBaHH^r pMHKy nocayr BMmoi ocbItm: peiyaiOBaHHa pMHKy b ijiaoMy 
qepe3 CTBopeHHa Bi 4 noBi 4 HMx CTaH 4 apTiB Ta opieHTMpiB po3BMTKy; peiyaioiOHMM 
bimmb Ha BMpoSHMKiB nocayr BMmo'i ocbItm; peiyaioionnH BnanB Ha cnoacnBaqiB 
nocayr Bnmoi ocbItm [5]. 

KpiM Toro, 40 iHCTpyMeHTiB ynpaBaiHCbKoro BnanBy 14040 peiyaiOBaHHa ra- 
ay3i Bnmoi ocBiTM 4 ep;*caBHMMM opraHaMM ynpaBaiHHa MoacHa Bi 4 HecTM 3aco6n 
M 04 e^H 0 BaHH^r p03BMTKy BMIHOl OCBiTM, MexaHi3MM CTaH4apTM3a4li Ta OmHIOBaHHa 
^IKOCTi BMmoi OCBiTM, iHCTpyMeHTM HOpMaTMBHOTO peiyaiOBaHHa pMHKy OCBiTHix 
nocayr, MeT 04 M BnanBy Ha noro cy 6 'eKTiB. TaKMM hmhom, y3araabHeH0 MoacHa 
CKa3aTM, mo Micu;e CTpaTerinHoro MapKeTMHiy y CTpyKTypi 4 epacaBHoro ynpaB- 
aiHHa BMmoio ocBiTOio BM3HaHa6TBC>i tmm, mo Bffl oxonaioe CTa 4 iio naaHyBaHHa 
MapKeTMHiy b acneKTi nocTaHOBKM MapKeTMHroBMx ijiaen i po3po6aeHHa Mapxe- 
TMHTOBMX CTpaTeilM. 

Be33anepenHMM TaKoac e tom (j)aKT, mo ecj)eKTHBHe BHKopMcraHHa CTpaTe- 
riHHoro MapKeTMHiy 4epa<aBHoro ynpaBaiHHa BMmoio ocbItoio He MoacanBe 6e3 
3a40B0iieHH^ HM3KM BMMOTI y3T04>KeH0CTi MDK CTpaTenHHMM naattyBaHHaM Ta no- 
tohhmm ynpaB.aiHH.aM; HaaBHicTb 40 CT 0 BipH 0 i, noBHoi KOHKypeHTHoi im^opMaijii; 
pe3y^ibTaTMBHoro 3acTOcyBaHHa iHCTpyMeHTapiio CTpaTerinHoro MapKeTMHiy; opi- 
GHTaEtii BMmoi ocBiTM Ha CTpaTerinm 3Mmn; HaaBHOCTi KOHKypeHTHMx pecypciB 4aa 
CTpaTeriqHoro MapKeTMHiy 4ep>KaBHoro ynpaBaiHHa BMmoio ocbItoio; HaaBHOCTi 
BMCOKOKBaaii^iKOBaHMx (})axiBmB; maicHOCTi cmctcmm CTpaTeriHHoro Kompoaio 
MapKeTMHiy 4epacaBHoro ynpaBaiHHa BMmoio ocbItoio. 

Pa30M 3 TMM, BMKOpMCTaHHa CMCTeMM CTpaTenHHOTO MapKeTMHiy B 4epacaB- 
HOMy ynpaBaiHHi BMmoio ocbItoio 403bo^lmtb BMpiniMTM Hacrynm nMTaHHa: 4ia- 
raocTyBaTM piBeHb CTaSLibHOCTi KOHKypeHTHoro MaKpocepe40Bnma chctcmh BM- 
moi OCBiTM; KOHKypeHTHMx CHA OCBiTHbOTO pMHKy; 6a3yBaTM CBOK) 4ia^bHiCTb Ha 
CTpaTerinHMx KOHKypeHTHMx MoacanBoarax 3 ypaxyBaHHaM 3MiH KOHKypeHTHoro 
ocBiTHboro cepe40BMma; ni4BMmwTM 34aTHicTb adairraim 40 3MiH y KOHKypeHTHO- 
My MapKeTMHTOBOMy cepe40BMmi; 4iarHOCTyBaTM KOHKypeHTOcnpoMoacmcTb BH3; 
npMMMaTM CTpaTeriqm pimeHHa b po3pi3i eaeMenriB MapKeTMHroBoro KOMnaeKcy. 

IlmcyMOByiOHM BMmecKa3aHe, MoacHa 3a3HanHTH, mo cymicTb CTpaTerin- 
hoto MapKeTMHiy y 4epacaBHOMy ynpaBaiHHi BMmoio ocBiTOio Ha Cbonvmi po3- 
KpMBaeTbca y MeT 04 oaorii CTpaTerPmoi 4iaabHOCTi, aKa BM3Haqae CTpaTeriio 4ep- 
acaBHoro ynpaBaiHHa cmctcmoio BMmoi ocBiTM b yMOBax KOHKypeHm'i, 403Boaae 
BMaBMTM npiopMTeTHi HanpaMM po3BMTKy b yMOBax MinaMBoro KOHKypeHTHoro 
MapKeTMHroBoro cepe 40 Bnma Ta BM3HanMTMCb 3 MeT 04 oaorieio npMMHaTTa 4ep- 
acaBHO-ynpaByiiHCbKMx pirneHb. 

Ha Hamy 4yMKy, 3acTOcyBaHHa CTpaTeriqHoro MapKeTMHiy y 4epacaBHOMy 
ynpaBaiHHi BMmoio ocBiTOio YKpaiHM cnpMaTMMeTe 34incHeHHio CBoeqacHMx 3MiH, 
mo Bi4noBi4aiOTb 3anMTaM KOHKypeHTHoro MapKeTMHroBoro cepe 40 Bnma i 403 B 0 - 
aaiOTb 04 epacyBaTM 40 BT 0 CTp 0 K 0 Bi KOHKypeHTHi nepeBarn Ha ocHOBi CTpaTeriqHo- 
ro 4 MHaMiHHoro SaneHHa. 
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4.6. METHODS OF USING DISTANCE 
LEARNING ENVIRONMENT AS A FACTOR 
OF PREPARATION OF EXPERTS OF 
ECONOMICS, MARKETING 
AND COMMUNICATIONS 
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Abstract 

Improvement of the training of future professionals in economic direction 
is due to the use of information and communication technology and distance 
learning environment in the educational process that promotes, in particular, the 
development of the individual. The essence of the concept of "distance learning 
environment" as informational and educational space, based on the information 
integration of computer and telecommunication technologies (virtual libraries, 
distributed databases, optimally structured educational and methodical complex) 
and aimed at self identity. The educational situation in such an environment is 
designed as a dynamic process mediated by computer technology subjective 
interaction of all participants in the educational process. 

Keywords: distance learning environment, e-commerce, e-learning 

methodology, eLearning, moodle. 

Anomayu 

B 40 CK 0 HaueHH>i npo^eciuHoi nLtroTOBKM MaudyTHix (JraxiBiuB ercoHOMiuHoro 
cnpriMyBaHHfl BbtdyBaeThoi 3aB4>iKM BMKopucTaHHio b ocBimBOMy nporjeci iHcjrop- 
MarjiMHo-KOMyHiKaiiiMHMx TexHoaoriu Ta 4MCTaHL(iMHoro HaBuaubHoro cepe 40 BH- 
rqa, rqo cnpwie, 30KpeMa, po3BMTKOBi oco6mctoctl Po3KpMTo cymicTb notuiTTn 
«4MCTaHL(iMHe HaBuaubHe cepe 40 BHrqe» m iH(})opMar(iMHo-ocBiTHboro npocTopy, 
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no6y40BaHoro Ha iHc^opMaqiiiHiM iHTerpaqii KOMn'roTepHO-Te^eKOMymicaqiMHMx 
TexHo^toriii (BipiyaiibHi 6i6^tioTeKM, po3no4meHi 6a3ii 4aHnx, orroiMa^BHo CTpytc- 
TypoBaHMM HaBHa^tbH0-MeT04MqHMM KOMnaeKc) Ta cnpuMOBaHe Ha caMopo3BMTOK 
ocoGmctoctl HaBqa^tbHa cmyaqin b TaKOMy cepe40Biimi npoeKTyeTbd jik 4MHa- 
mhhmm, onocepe4KOBaHMM KOMn'iOTepHMMM TexHOAoriaMM npoqec cyd'eKTHoi 
B3aeM04i’i Bcix yqacHiiKiB HaBna^ibHoro npoqecy. 

KxtOHoei CAoea: 4McraHqiMHe HaBqa^tbHe cepe40BMiqe, e^eKTpoHHa KOMepqiii, 
MeT04MKa e^teKTpoHHoi ocbItm, e^eKTpoHHiiM HaBHa^tbHHM Kypc, moodle. 

n poG^teMM p03po6KM Ta BMKOpMCTaHHa 4MCTaHqiMHMX Ta KOMn'lOTepHO- 
opieHTOBaHMx 3aco6iB HaBqaHHn 40di45Kyi0Tboi b po6oTax B. EnKOBa, 
A. Typhia, M. Xa^aica, K). )KyKa, H. Mop3e, H. TBepe30BCbK0i Ta iH. 
ncMxcMoro-ne4aroriqHi Ta MeT04iiHHi acneKTM qiei npod^eMaTinai Biqodpa^KeHi 
b podoTax E. MauiGiqa. ToitOBHoio KOMneTeHqieio BmcaaqaHa CTae iioro oHOB^teHa 
po Ab b yMOBax 4MCTaHqiMHoro HaBHa^ibHoro cepeqoBMiqa — pcMb npoBiqHMKa 
3HaHb, cboto poqy «HaBiraTopa», hkmm qonoMarae b^htmch, opieHTyBaraoi b 
6e340HH0My OKeaHi iHtJropMaqii. 3aB4aHHJi cynacHoro BMioiaqaHa — HaBqara 
onTMM a^tbHOMy Bw6opy iHqwBiqya^bHoro oCBiTHboro MapmpyTy i cnocodiB iioro 
npoxoqaceHHn, to6to «HaBiraqi>i b 0CBiTi». OqHaK mo>kh3 KOHCTaTyBara, i qe 
ni4TBep4*;yeTboi hhc^lchhiimh qodiq^iceHHJiMM i cnocTepe^KemuiMM, iqo He Bci 
BMioiaqaHi BMUBAaiOTbOi niqroTOBiteHMMM 40 BracoHaHHn CBoei oHOB^teHoi po^ti [4, 
c. 330], 

fflupoice BnpoBa4*;eHHa KOMn'iOTepHo-opieHTOBaHMx cepe40BMiq b HaBHa^ib- 
hmm npoqec CTpiiMyeTboi 4BOMa HiiHHiiKaMii: Bi4cyTHicTio npe4MeTHo opieHTOBa- 
hmx MeT04MK 3acTocyBaHHn 3aco6iB IKT b HaBna^ibHiM 4bLibH0CTi; He40CTaTHboio 
KLTbKicTio HayKOBo-odrpyHTOBaHiix nporpaMHwx 3aco6iB HaBqa^ibHoro npii3HaqeH- 
HH. 

Yce 6Libme HayKOBqiB npiixo4HTb 40 bmchobkIb 4oqLibHocTi npe4CTaByieHH>i 
HaBHaiibH0-MeT04MqHMx MaTepia^tiB y e^teKTpoHHOMy bmtas^l ToMy npiopiiTeT- 
HMM 3aB4aHHHM CyHaCHOl OCBiTM BBa)KaeMO CTBOpeHHH 3a HaUIOIO MeT04MK0I0 Ta 
BHKopiiCTaHHn BHK^^aneM CTpyKTypHo-iLoriqHoi cxeMii 4ncraHqiiiHoro HaBHa^tb- 
HOTO Cepe40BMiqa, iqo 403B0;HlTb CTBOpilTM B MaM6yTHbOMy 64MHMM iH(})OpMa- 
qiiiH0-MeT04MqHMM ocBiTHiii npocTip iH(J)opMaTM30BaHoro HaBHa^ibHo-BMxoBHoro 
npoqecy 6y4b-nKoro 3aioia4y BMiqoi ocbItm hk 3a3HaneHo y puc. 1. 

EMKmpomi HasKOAmi xypcu KAacutyiKywtm m: 

m (JryHKqioHaabHoio o3HaKoio (ix Mo>KHa Bi4Hecm 40 HaBqa^tbHMx BM4aHb); 

■ (jjopMoio no4aHH>i (Ha^te>KaTb 40 KaTeropii e^teKTpoHHMx BM4aHb); 

■ TexHo^torieio CTBopeHHn (nporpaMHi npo4yKTM). 

ToMy MOHiTOpMHT UKOCTi eiteKTpOHHHX HaBHa^LbHMX KypciB (asai EHK) Mae 
6yTM 6araTopiBHeBMM 3 ypaxyBaHHUM ix icaacM(})iKaqii. 

OCHOBHMMH CT3H4apTaMH UKOCTi Cb 0 T 04 Hi BB3>KaiOTbC3 CT3H4apTIl ISO 9000 
(cepin CTaH 4 apTiB ynpaB^tiHHJi hklctio). B ra^iy3i nporpaMHoro 3a6e3neHeHHn — 
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CTaH/tapT ISO/IEC 9126 (aTpiidym Ta MeT 04 MKM bmmot iiKocri nporpaMHoro 3a6e3- 
ne'ieHHa) Ta Ha6ip CTaH 4 apTiB ISO/IEC 14598 (peraaMeHTye cnoco6M oijiHKM ijmx 
xapaKTepwcTMK). Y cyRynHocri bohm yTBopioiOTb M 04 eab modi SQuaRE (Software 




Pmc. 1. CmpyKviypio-Aozhw cxeMa ducmmyiuHozo memm>Hozo cepedoeuu\a 
npu nidzomoeu^i Maufrymnix ipaxienie 3 eMKmpomo'i KOMepufi 
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Quality Requirements and Evaluation). OTxe, npu po3po6qi KpuTepiiB mocri 
EHK mm KepyBauMOi b TOMy uMcai i meio M04eauio. 

3 onopoio Ha Teopiio noeianHoro (JropMyBaHHJi po3yMOBMx 4 iit (El. Tautne- 
piH. H. TauM3iHa) [2, C. 78] BM3HaueHo nocui 40 BHicTB podora y 4 MCTaHt(iMHOMy 
HaBuauBHOMy cepe 40 BMim 4701 3acBoeHHa CTy4eHTaMM Heo6xi4Hoi iH(])opMaim 
cyuacHux HayxoBMx 3H3 hb y ajrepi MapKeTMHiy, eKOHOMiuHoi KiGepHeTMKM, eueK- 
TpoHHoi KOMepifli Ta no 6 y 40 BaHa CTpyKTypHO-uoriuHa cxeMa auropMTMy po6o™ 
b cepe 40 BMmi. 

y Mexax M04eai SQuaRE bm4M3uotboi Taxi ochobhI xapaKTepucTMKM momi: 

■ (byHKuiomxbHicmb (touhIctb, y3ro4xeHicTB, iHTeponepadeuBHicTB, 6e3ne- 
Ka, npM4aTHicTB). 

■ Hadiimicmb (ctImkIctb, 3aBepmeHicTB, Bi4H0Bui0BaHicTB). 

■ /Hocmynnicmb (ec])eKTMBHicTB ocboghha, eproHOMiumcTB, 3po3yMiuicTB). 

■ E(f>eKmu 6 Hicmb (3a pecypcaMM Ta 3a uacoM). 

■ Cynpoeodxenm (npocTOTa aHauby, 3MiHHicTB, CTadiuBHicTB, nepeBipiOBa- 

HiCTB). 

■ llepeHOCUMianb (a4anTOBaHicTB, y3T04xeHicTB 3i CTaH4apTaMM i npaBMua- 
mm, rayuBUCTB iHCTaAaim, 3aMiHHicTB). 

OijiHKa iiKOcri eaeKTpoHHMx HaBuauBHMx MaTepiaaiB noBMHHa hocmtm KOMn- 
aeKCHMM XapaKTep. ni4 KOMnueKCHOIO OIjiHKOIO >IKOCTi eueKTpOHHMX HaBUaUBHMX 
MaTepiauiB MaeTBd Ha yBa3i oijiHKa mocri cyjcynHOCTi napaMeTpiB: 3MicTOBMx, 
TeXHiUHO-TeXHOaOriUHMX, 4M4aKTMUHMX, MeT04MUHMX i 4M3aMHO-eprOHOMiUHMX. 

CyxynHicTB 4M4aKTMUHoro i MeT04MUHoro 3a6e3neueHHH, peauboBaHoro 3a 
4onoMoroio MaTepiaaBHO-TexHiuHMx 3aco6iB HaBuaHHti, npM3HaueHoro 4AH bmko- 
pMCTaHHa y HaBuauBHOMy nponeci ni4roTOBKM MaudyTHix eKOHOMicTiB, 6y4eMo 
Ha3MB3TM p03n04LieHMM 4MCTaHqiMHMM HaBUaUBHMM Cepe40BMmeM. 

3ayBaxMMo, mo eKcnepMMeHT npoB04MBC>i 3 4MCimnuiHM «EueKTpoHHa ko- 
Mepqm» / b mid BMKopMCTOByBauacB Tpa4MijiMHa (})opMa HaBuaHHa 3 BMKopMcraH- 
hhm nepcoHauBHMx KOMn'iOTepiB 6e3 Mepexi Ta cepe 40 BMma (tcoHTpouBHa rpyna), 
a eKcnepuMeHTauBHa rpyna HaBuauacB y 4MCTaHL(iMHOMy HaBuauBHOMy cepe40BM- 
mi Ha nuaT(])opMi Moodle 3 BMKopMCTaHHaM eueKTpoHHoro HaBuauBHoro Kypcy. 

YnpaBuiHHa KOHTeHTOM 4MCTaHqiMHoro HaBuaaBHoro cepe 40 BMma BMKOHy- 

6tboi 3 BMKopncTaHHiiM bmbho po3noBCK)4xeHoro nporpaMHoro npo 4 yKTy PhP 
Ta nuaT(})opMM Moodle. 

HaMM po3po6ueHMM i npe4CTaBueHMM aaropMTM podoTM b TaKOMy cepe4- 
OBnmi m HaBe4eHO y pnc. 2. 

OTxe, cnocTepiraeTBca neBHa HeBi4noBi4HicTB Mix Heo6xi4HicTio BMKopnc- 
TaHHH nepeBar KOMn'iOTepHo-opieHTOBaHMx cepe40BMm HaBuaHHii b nbroTOBiji 
BMCOKOKBaui(])iKOBaHMx (JjaxiBijiB eKOHOMicriB i Bi4cyTHicTio ne4aroriuHo i Mera- 
4MUHO-o6rpyHTOBaHoro nporpaMHoro sadesneueHrai, MeT04MK BMKopncTaHHii 
BKa3aHMx 3aco6iB y HaBuauBHiM 4maBH0CTi. 34incHMBmM aHaui3 KuacnuHoi mo- 
4eui iHTepHeT-HaBuaHHii HaMM 6yuo nopiBHJiHo n 3 eaeKTpoHHMM m HaBuauBHMMM 
KypcaMM, mo CTBopioiOTB BMKua4aui Ha 6a3i iH(])opM amMHO-KOMyHiicaTMBHoro Ha- 
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Pmc. 2. AMopumM podomu cmydenma 3 eMKmpomuM naemamuM KypcoM 
e ducmtmyiuHOMy mencamoMy cepedoeuiyi 

BqMbHoro cepe/toBMma Moodle. Ha ochobI bmx^hmx 4 aHnx HaMM 6yAO CTBopeHo 
a^tBTepHaTMBHy M 04 eAb 3 ypaxyBaHHAM ocodAMBocTeii CKAa4aHHA Ta BMKopircraH- 
hji e^eKTpoHHMx HaB^a^ibHiix KypciB y Bwme 3a3HaqeHOMy nporpaMHOMy cepe4- 
OBiimi. 

TcMOBHa BMMora 40 o6oaohkm 4McraHqiMHoi ocBira noAsirae b TOMy, 1406 
BOHa He CTaAa «TicHoio» 4A51 opraHHanii BipTyaAbHoro cepe40BHma HaBqaHHA, 
to6to b o6oAOHL(i Mae 6yra 3aKAa4eHo 4ocTaTHio KiAbKicTb iHCTpyMeHTaAbHwx 
3aco6iB, mo6 y noBHOMy o6oi3i ni4TpHMyBaTM nponec ni4roTOBKM eKOHOMicTiB, 
MapKeTOAoriB Ta iHuinx. 

Ha 6a3i (3HaHb, npodAeM) npe 4 CTaBAeHMx HaBqaAbHMx MaTepiaAiB Ta mcrpy- 
MeHTaAbHwx 3aco6iB (npe3eHTaqii, qaT, 3 aB 4 aHHA, tcctm, BipTyaAbHi KOHcjrepeHqi'i, 
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(|)opyM Tomo) npoB 04 MTboi HaB^aHHA b KOMn'iOTepHo-opieHTOBaHOMy cepe 40 BM- 
mi b odouoHLu nuaT(J)opMM Moodle. 

4as i nepeBipKM ecjreKTMBHocTi MeTO4MKM 3acTocyBaHH>i CTy4eHT a m m-ckoho- 
MicTaMM 4MCTaHL(iMHoro HaBuauBHoro cepe 40 BMma HaMM CTBopeHMM eueKTpoHHMM 
HaBuauBHMM Kypc 3 4MCL(Mn^iHM «EueKTpoHHa KOMepqiii». Chme, mod po3nouaTM 
3aH>iTT>i b cepe 40 BMmi, CTy4eHT Mae cnouaTKy 33mtm Ha HaBuauBHo-iH(l>opMamM- 
hmm nopTau HaqioHMBHoro yHiBepcwTeTy diopecypciB i npMpo 40 KopMcryBaHH>i 
y KpaiHH (http://moodle.nubip.edu.ua). 

HacTynHMM KpoKOM dy4eHTa y cepe40BMim e Bi4Haxo4)KeHHJi HaBuauBHoro 
ni4po34iuy (Ka4>e4pu) i Biidip 3a3HaueHoro BMKua4aueM eueKTpoHHoro naBuauB- 
Horo Kypcy. 

34 iucHHBmii Bu6ip 4iicuiinuiHu CTy4eHT0M BmdyBaeTBd npoitec aBTopu 3 a- 
qii b eueKTpoHHOMy HaBuauBHOMy Kypci. Tpe6a 3 a 3 HauMTM, mo 3 apaxyBaHH>i (pee- 
CTpaiini) CTy4eHTiB Mo>Ke BmdyBaTMd 4B0Ma mumaMM: 

■ npuMycoBo (CTy4eHTa a6o rpyny CTy4eHTiB 3apaxoBye BMKua4au); 

■ caMocriiiHo (npu Bi4noBi4Hux HanaimyBaHHm Kypcy, CTy4eHT Mae mo>k- 
uiiBicTB caMocTiiiHo 3apeecTpyBaTMCB Ha Kypc). 

noTpanHBmii Ha eueKTpoHHHH HaBuauBHHM Kypc cry4eHT dauMTB odouoH- 
Ky CTBopeHy 3aco6aMM KOMn'roTepHo-opieHTOBaHoro cepe40Bnma Ha nuaTtJropMi 
Moodle m HaBe4eHo y pMC.3. 

3 MOMemy 3apaxyBaHHH CTy4eHTa Ha Kypc BiH Mae mokumbIctb 03HafioMM- 
tmcb 3 3arauBHOio iH(J)opM amio (HaBuauBHa nporpaMa, KpMTepii oitiHOBaHHii, Ka- 
ueH4apHMM nuaH, hobmhm, po3Kua4 Tomo). 

ni4 uac HaBuaHHa b KOMn'iOTepHo-opieHTOBaHOMy cepe40BMim CTy4eHTM Ha- 
dyBaiOTB 3H3HB Ta H3BMU0K. B npOIteti HaBUaHHa CTy4eHTM 3406yBai0TB TeOpeTHU- 
Hi 3H3HTUI Ta BMKOHyiOTB npaKTMUHi (uadopaTOpffl 3aH>ITT3l), mi Bi4npaBU3UOTB Ha 
Bi44aueHMM cepBep aax nepeBipKM BMKua4aueM. BuKua4au Mae 3Mory cnocTepira- 
tm 3a 4ULiBHicTio CTy4eHTa b 4MCTaHqiMH0My HaBuauBHOMy cepe40BMuti, nepeBi- 
pwm Ha4icuaHi uadoparapm podoTM Ta oitiHiOBaTM ix. ITicua BMBueHHa neBHoro 
3MiCT0BH0T0 M04yU5I BMKUa4aU np 0 B 04 MTB npOMHKHMM TeCTOBMM KOHTpOUB 4U5I 
nepeBipKM 3aKpinueHHH TeopeTMUHMx 3H3hb CTy4eHTa. OitiHKa 3a 3m1ctobhmm mo- 
4yuB BKuiouae b cede HaKonnueHy oijiHKy 3a uadopaTopm po6oTM, mi BMCTaBAae 
BMKua4au Ta oitiHKy my CTy4eHTy BncraBAsie cepe 40 BMme ni4 uac cicua4aHHH mo- 
4yuBHoro TecTy. Oluhoiohm npaKTMUHy 4imBHicTB CTy4eHTa BMKua4au Mae 3Moiy 
KOMeHTyBaTM podoTy CTy4eHTa. EIpM noTpedi, 3acodaMM 4MCTaHL(iMHoro HaBuauB- 
hoto cepe 40 BMuta, BMKua4au mom 34mchmtm BipTyauBHe cnimyBaHHii 3i cry- 
4eHT0M 4U5I yTOUHeHHTI MOTO 3H3HB ado iHIIIOl iH(J)OpMaim. TaKMM C3MMM 3b'3I30K 

Mo>Ke 34ificHMTM CTy4eHT no Bi4HomeHHio 40 BMKua4aua um 40 mmoro CTy4eHTa 
[ 7 ]. OcoduMBoi yBarM 3 acuyroBye BMKopMCTaHHa eueKTpoHHoro >KypHauy oluhok 
CT y4eHTiB m HaBe4eHo y pMC 4 . TKypHau oqiHOK nocriMHo e Bi4KpMTMM pecypcoM, 
mmm Moxe KopMCTyBaTMCB m CTy4eHT TaK i moto daTBKM 4U51 opieHTyBaHHa y 
npoiteci BMBueHHJi 4MCimnuiHM. CTpyKTypa eueKTpoHHoro )KypHauy po 3 podueHa 
3 ri 4 Ho bmmot MiHicTepcTBa ocbItm i HayKM YKpaiHM 40 eK 3 aMeHaL(iMHoi Bi40M0CTi. 
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Pmc. 3 . TumijAbm cmopima eAexmpoHHOzo menaAbnozo Kypcy 
3 ducupmAim «EAeKtnpoma K0M.epu,w> dAR cmydenmie-eKOAOzie, de: 

nn. 1-3 docmymi euxAady i e neeuduMi rkst cmydenmie 
1 — meizayiumu psidox de exaeana CKoponena naeea caumy ma eidxpumozo Kypcy; 

1 — 6aok «disiAbHicmb», euKopucmoeywmb dAR: nanoenennsi CAoenuxa mepMinie y euzARdi 
ZAOcapiw, nepezMd i 3apaxyeanm nadicAanux cmydenmaMU eupimem 3aedam, npoeedenm 
ma pe3yxbmamu onumyeam i anxemyeanb, nanoenennsi ma ozARd pecypcie po3maumanux 
na xypci, nepezAsid pe3yAbmamie mecmyeam ma 3pi3ie 3mm, moiyo; 

3 — 6aok «Kepyeamsi» npu3Hanemu Sar pedazyeanm 
ma naxauimyeanm euKAadaneM napaMempie Kypcy; 
nn. 4-6 — CKAadawnm 3Micmoeny nacmuny Kypcy i e eidKpumuMU pecypcaMu: 

4 — 3azaAbua iwpopMayiR Micmumb podony npozpaMy, KOAendapnuii nAan, Kpumepii oyi- 
HweaHHR cmydenmie, ZAOcapiu, (popyMU, anKemyeanm, hobuhu moiyo; 

5 — nepmuu (ma mud, rku\o e) 3Micmoemu ModyAb, rkuu CKAadaembCR 3 meopemimnoi i 
npaKmuHHo'i nacmun, caMocmiuny podomy, npoMhcm amecmayisi 
3 a nepmuu i dpyzuu ModyAi y euzARdi eAexmpon nozo mecmy; 

6 — nidcyMKoea amecmayh rku exAwwe e cede 
npoeedenm icnumy ado 30Aixy y mecmoeiu <popMi; 

7 — 6aok ocmamix nodiu e eAexmpoHHOMy naenoAbnoMy xypci 
3po6Aenux xopucmyeanaMU xypcy. 
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Pmc. 4. Bikho eMKmpomozo xypnaAy oymox cmydenma, mkuu e docmynmu rks nepezAxdy 
KOXHOMy ywcHUKy menaAbHozo npoyecy nponnzoM ecwzo menoAbHozo nepiodylceMecmpy 



C>T)Ke, 4MCTaHt(iHHe HaBna^ibHe cepe 40 BMine 403B0iuie HanGLibin fiobho pea- 
7ti3yBaTM i npoKOHTpcMiOBaTM KOMnoHeHTM m eTanii HaBnaHHti, no6y4yBaTM M 04 e- 
ai, aK caMoro npouecy HaBnaHHH, TaK i moto npe4MeTa Ta o6'eKTa, to6to CTy4eHTa 
[6, c.43], 

,4MCTaHL(iHHe HaB^aiibHe cepe 40 Biime BiciiOHae Taxi CTpyKTypHi KOMnoHeHra: 

1. HaBqa^ibH 0 -MeT 04 MqHMM KOMn^ieKC 4MCL(nrMiHn. 

2. lH(|)OpMaL(iMHi 6aHKM 4MC4MnaiHM, mi nOBMHHi nOCTMHO OHOBillOBaTMCb. 

3. Mo4yAbHo-peMTMHroBa ne4arorinHa TexHo^iorm (3aci6 onTMMi3aiu'i Ha- 
BnamHoro npouecy, a4anTOBaHoro 40 iH4MBi4ya^ibHMx ocoG^MBocTeii CTy4eHTiB). 

4. BnpoBa4)iceHH>i TBopnnx npoeKTiB, y TOMy HMCii mm6ktmbhmx a6o rpyno- 
bmx. TBopni npoeKTM MaiOTb 4eTa^tbHO onpaijbOBaHy CTpyKTypy cniibHoi 4i5Lib- 
HOCTi yqacHMKiB. 

5. Ciy4eHTCbKi HayKOBo-npaKTMHHi KOHtJjepeHLtii, riyG^mm 3axMcra tbophmx 
npoeKTiB i npe4craB;ieHH>i pe3y^ibTaTiB CBoei 4imibH0CTi b Mepeiad iHTepHeT (3aci6 
(J)OpMyBaHH3I pe^eKCHBHMX Ta KOMyHiKaTMBHMX HaBHnOK). 

6. ABT 0 MaTM 30 BaHa CHCTeMa KOHTpo^no 3HaHb (no^temiye npaijio ne4arorin- 
hmx npaiiiBHMKiB i cnpnae Bi4KpnTocri, 06'eKTMBHocTi Ta Heynepe4>KeH0CTi 014- 
HIOBaHHJI CTy4eHTiB). 

7. Bn6ip iH(J)opMaLtiMHMx pecypciB (onTMMa^tbHe noe4HaHH>i e^teKTpoHHMx 
i Tpa4MLtiMHMx HaBnaitbHHx pecypciB). B LtbOMy po3pi3i, mc^opMaLiiMHi npoeKTM 
cnpAMOBam Ha 36npaHH>i iHtjiopMaqii npo 6y4b-mMM o6'6kt, mMLqe, Ha 03HaiioM- 
TteHHii ynacHMKiB npoeKTy 3 ijieio mcJjopMaLtieio, i"i aHMi3 i y3araiibHeHHa (JraKTiB 
[ 1 , c. 15 ]. 
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HaBe 4 em CTpyKTypm KOMnoHeHTM MaiOTb TexHO^orwHi oco 6 ^MBocTi Ta bm- 
KOHyiOTb neBHi 4M4aKTnqHi 3aB4aHHa. 3ynMHMMoca Ha 4e>nciix 3 hmx. 

E^teKTpoHHMM HaBHa^tBHMM Kypc 4 HCimn.riHM MO)ice MicTMTM Taici e^teMeHTPi: 

■ e^teKTpoHHi ni4pyqHMBCM, mo BiononaiOTb TeopeTiinHiiM MaTepiam Moca- 
pin, a TaKO)K TeMM ceMmapcbKMx, Aadopajopanx i npaKTMHHnx po6ii; 

■ n^taHM TeopeTMHHMx Ta iia 6 opaTopHo-npaKTMqHMx 3aHaTb; 

■ BipTyMbHi ^ta 6 opaTopHi KOMn^teKCir; 

■ KOHcneKT-npe3eHTaLtii TeopeTMHHiix 3aH>iTb Ta ^teimin; 

■ 33B43HH3 40 ^La 6 opaTOpHO-npaKTMHHMX po 6 iT; 

■ HaBHa^ibHi 3aB4aHHii 4^51 caMocTiMHo'i po 6 oTM Ta bmmotm 40 hmx; 

■ nriTaHRa Ta 3aB4aHH>i 40 ni4cyMKOBoi aTecTami; 

■ onuc iH(})opMaL(iHHHx 3aco6iB i TexHO^Loriii, Heo 6 xi 4 Hnx 4 AH BiiKOHaHHa 
HaBHa^ibHMx 3aB4aHb; 

■ MeT 04 MHHi BKa3iBKM 40 BMKOpMCTaHHH 4 aHOTO KOMn^eiccy; 

■ e^eKTpoHHi 6 aHKM nwTaHb Ta tcctIb; 

■ nociMaHHH Ha 404 aTK 0 Bi iH^opMaimiHi pecypcw 3 4 ncimnniHM b Mepe>Ki 

ImepHeT; 

■ 404 aTK 0 Bi HaBHa^ibHi MaTepia^iM (nmpynHMKM, noci 6 HMKM, mine) [8, c.81]. 

ripe4CTaByieHMM HaBqa^ibH0-MeT04MqHMM kommckc Ha4aeTbd CTy4eHT3M Ha 

4 pyKOBaHwx Hocmx hm bLibho noiimpioeTboi TtOKa^ibHoio Mepe>iceio HaBna^ibHoro 

3aicia4y Ta Mo6a^ibHin Mepexi iHTepHeT. 

y npoijeci ni 4 TOTOBKn Bi/iKAa^a^ia 40 BHKopMcraHHii KOMn'iOTepHo- 
opieHTOBaHMx cepe 40 BHm HaBqaHHJi mo>kh3 BM 4 L 1 MTM 4 Ba eTanw: 1) (J)op]viyBaHH>i 
iH^opMaijiMHoi KOMneTeHijii BMioia 4 aHa b 3ara^ibHOMy n^am, 2 ) moto 34aTHicTb 
ynpoBa 4 >KyBaTM y cboio npo^eciMHy ra7iy3b HOBiTHi 3aco6n, to 6 to 6yra He tmbkm 
K opircTyBaneM totobmx nporpaMHnx npo 4 yKTiB, a^ie 6 Libiiioio Mipoio BMCTynaTM 
TBoptteM, po3po6HMKOM B^iacHHx HaBHaitbH 0 -MeT 04 HHHMx 3aco6iB. 

Ha nepuiOMy eTani npotjrecinHa nytroTOBKa BMioia4aHa no BMKopncTaHHio 
KOMn'iOTepHo-ocBiTHix cepe40Bnm npoB04HTbca 3a3BwqaH Ha Kypcax ni4BiimeHH>i 
KBa^kJnKaim. Ha ijbOMy, hk npaBiMO, nponec npotJrecinHoi ni4TOTOBKn BUKAaAa- 
qiB saKiHqyeTbcm i 4pyraii eTan Bncrynae jik npofoieMa, BMpimyBaTM my 40BO- 
4MTBOI CBOIMM CTLiaMH, B KpaLqOMy pa3i Ha piBHi CaMOOCBiTM. 

KepiBHMIJTBO npoeKTHOIO 4i5MbHiCTIO CTy4eHTiB i3 3aCTOCyBaHH3IM iH(})OpMa- 
ijiMHMx TexHO^oriM — oKpeMnn BM4 podora, He 3aB>K4H 36iraeTboi 3 BMMoraMM 

MeT04MqH01 ni4TpMMKM 3 aH 3 TT 3 . OCHOBHMM 3 aB 4 < 3 HHaM, HK Bi40M0, 6 ni4BIimeH- 
H 3 MOTMBaijii CTy4eHTiB, ix iHTepecy 40 npe4MeTy, mo BMBHaeTboi, po 3 BMTOK npo- 
4yKTMBHOTO MHCAeHHH Ta npaKTMHHOTO 3 aCTOCyBaHHH OTpHMaHMX 3 HaHb Ta Ha- 
bmhok — iniraiMM GiOBaMH, ije Ta CTopoHa MeT04y, ma b ocHOBHOMy «npaqioe» 
Ha CTy4eHTiB. npnjoia40M npaKTHHHoro 3 acrocyBaHHH pe 3 y^ibTaTiB npoeKTHoi 
4m^ibH0CTi CTy4eHTiB Mo:*e mpa 3 6yra BHKopncTaHHJi nporpaMHMx npo4yKTiB y 
HaBna^LbHOMy nponeci. 3 TaKo'i tohkm 3 opy, npoeKT m 4eMOHCTpamMHMM MaTepi- 
a^t 3 aH 3 TTm BMKopMCTOByBaHMM BMKTa4aneM a6o no4aeTbd npoeKTHoio rpynoio 
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Pmc. 5. flpopec naenanm e npozpaMHOMy cepedoeuu\i Moodle 

CTy/teHTiB — ije iio3mtmbhmm acneKT npoeKTHoi 4i5MbHocri, rki/lu MO)Ke 6yra ko- 
Pmchmm i BMKua4auy. 

04H3K n 04 i 6 HHM BH4 po6oTH He 3aB>K4M np 04 yKTMBHMM i 3pyUHMM 4U5I BM- 
Kua4aua: He Bci tcmm i ni 4 X 04 H, Heo6xi4Hi BMKua4aueBi 4 ah 3aHJiTT3i, Mo>Kyn> 6yra 
3po3yMmi CTy4eHTaM, oco6umbo 31 x 140 TeMa HOBa a6o 40 CTaTHbo Baxxa, >KopcTKi 
TMMHaCOBi paMKM M03KyTB T3K03K 3HM)KyBaTM e(J)eKTMBHiCTB CTBOpiOBaHOrO npO- 

rpaMHoro npo4yKTy [10, c. 262]. 

Ha Ham noru3i4, 3auyueHHio CTy 4 eHTiB 40 npoeKTHo’i 4i3MbH0CTi no CTBopeH- 
Hio npoeKTy b 4 ncraHLUMHMx cepe 40 BHm;ax HaBuaHHii noBiiHHa cnpnaTii po3po6xa 
eueKTpoHHoro HaBuaubHoro Kypcy ni 4 roTOBKn cry 4 eHTa. 
flponoHOBaHMM Kypc peaui3yeTbd y 4 Ba eTann: 

1) nocTaHOBKa i BMpimeHHH 3aB43HH3i ocbo6hhji iH^opMaijiMHMx TexHOuorin 
Ha piBHi aKTMBHoro CTy4eHTa (po6oTa 3 pi3HWMM nporpaMHHMM cepe 40 BMiuaMn) 
He3aue)KHo Bi4 npe4Meia HaBuaHHii; 

2) nocTaHOBKa i BupimeHHii 33B43HH3I ni4roTOBKM ManGymboro exoHOMicTa 
3 ik eKcnepTa i KopncryBaua totobmx nporpaMHMx npo4yKTiB; ni4roTOBKa (JraxiBijii 3 
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e^teKTpoHHo'i KOMepqii >ik TBopim BaacHMx nporpaMHMx npo/tyKTiB, mo Bi4noBi4a- 
10Tb KOHKpeTHMM qLiaM i nOCTaBaeHMM 3aB4aHH>IM. 

CTBopeHHJi mieKTpoHoro HaBqaabHoro Kypcy 4MCimnaiHM BMMarae Bi4 BMicaa- 
4aqa 6yra 5ik eKcnepTOM i KopMcryBaqeM totobmx nporpaMHMx npo4yKTiB, Taic i 
po3po6HMKOM BaacHMx nporpaMHMx npo4yKTiB 3 MyabTMMe4iMHOio ni4TpnMKOio. 

HaB^aabHi Kypcri b 4MCTaHqiMHMx cepe40BMmax noBMHHi MaTM p>m Heo6- 
xi4HMx KOMnoHeHTiB: 1) po6oqa nporpaMa Ta KaaeH4apHMM naaH Kypcy. CniBBi4- 
HomeHHa TeopeTM^Hoi Ta npaKraqHoi qacraH Kypcy, 2) iH(])opMamMHO-40Bi4KOBi 
MaTepiaan (peno3MTopii, eHqMKAone4ii, 40Bi4HMKM Tomo); 3) eaeKTpoHHi khmtm, 
4) HaB^aabHi (JnabMM b CTMcaoMy cjropMaTi, 5) 6i6aioTeKM eaeKTpoHHoro HaoqHoro 
npMaa44ii i 6a3 4aHMx, 6 ) MeT04Mqm MaTepiaaM Ha mieKTpoHHMx hoclsix (po3po- 
6ok 3aH>iTb, MeT04MHHMx peKOMemiaqiM, M04yabHMx TecTiB Ta iHuinx MaTepiaaiB); 
7) iHTepHeT-pecypcM; 8) HaBqaabH0-MeT04Mqm nporpaMHi 3aco6n 4AH cynpoB04y 
3aH>iTb iH03eMHoi mobm (4eMOHCTpaqiMHMx MaTepiaaiB, npe3eHTaqiM, po3po6oK 
3aH>iTb Tomo); 9) KOM6iHOBam iH(])opMaqiMHi 3aco6iT HaBqaHHii (HaBqaabHMx npo- 
rpaM, eaeKTpoHHwx niqpyqHMKiB, 36ipHMKiB BnpaB i po3BiiBaiOHMx irop); 10) 3aco- 
6m KOHTpoaio ocbo6hh>i CTy4eHTOM BMBqeHoro MaTepiaay (eaeKTpoHHi tcctm a6o 
icnMTM). 

y npoqeci po6oTM Ha4 CTpyKTypoio i 3m1ctom Kypcy aBTop noBMHeH bmxo- 

4MTM 3 p3I4y K3I0H0BMX nOaOTKCHb, ilKL 403B0A!H0Tb CTyqeHTy yCnilMHO OCBOITM M 
Ha4aai TBOpHO 3aCTOCOByB3TM OTpMMaHi 3HaHH3 Ta HaBMHKM y CBOIM Mail6yTHiM 
npoc])eciMHiM qlsiabHOCTi. Oco6aMBicno B3aeM04i’i BMicaaqaqa Ta CTy4eHTa e Te, mo 
bohm cniaKyiOTboi b npoqeci HaBqaHHa m Koaera — qiioqi Ta MandyTHi. ToMy Bi4 
piBHa BMKopMCTaHHa BnicaaqaqeM KOMn'iOTepHo-opieHTOBaHMx cepe 40 BMm na- 
BqaHHa 6araTO b qoMy 3aaeacMTb i piBeHb niqroTOBKM CTy4eHTa jik Mandymboro 
(JraxiBqa ajrepn iH(])opMaqinHoro Ta noCTiHcjropMaqioHHoro cycnLrbCTBa [9, c. 67]. 

n P M M 04 eai 0 BaHHi HaBqaabHoro npoqecy, qacraHa moro 6y4e 34iMCHiOBaTM- 
01 3 ypaxyBaHHiiM BMKopMCTaHHa iH(])opM aqinHnx TexHoaorifi, Bnicaaqaq noBMHeH 
BpaxoByBaTM Taid KpMTepi'i i uiarxii iHTerpaqii Mi>K hmmm: 

1) 3araabHi HaBqaabHi MOTKanBOcri iH(])opMaqinHnx TexHoaorin i peaai3aqla 
Ha ’ix oCHOBi qnqaKTMqHMX npMHqnniB; 

2) cniBBi4HouieHHa KaroqoBMx ocBiTHix KOMneTeHqin 3 mo)ioimboct>imm iHTe- 
rpaqii iHtJropMaqiMHMX TexHoaorin b HaBqaabHMM npoqec, tik cnoco6y npeqcraB- 
yieHHa i o6po6KM HaBqaabHoro MaTepiaay i3 3acTocyBaHK3M KOMn'iOTepa Ha 3a- 
H3TTL 

y npoqeci po3po6KM Kypcy 6yan BpaxoBaHi: 

■ KOMn'roTepHO-opieHTOBam MeToqn HaBqaHHa (BMKopncTaHi tik CBoepiqHMM 
peneTMTop, xkmm opram30Bye nepeBaxHO caMocrinHy BMpo6aeHHa HaBMqoK qe- 
pe3 6araTopa30Bi noBTopeHHH, caMOKompoab i oTpMMaHHa qoBiqKOBoi iH(])opMa- 
qii HaBqaabHoro xapaKTepy); 

■ po3BMHeHi (JryHKqii qncTaHqiMHoro cepeqoBMiqa HaBqaHHa (403BoaMaM 
CTBopiOBaTM ec})eKT «3aHypeHHa» CTy4eHTiB y HaBqaabHe cepe40BMme i B3aeM04i'i 
Mi>K C06010 Ta BMKaa4aqeM b iHTepaKTMBHOMy pe)KMMi); 
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■ 4eMOHCTpaL(iMHi (JryHKqii qMCTaHqiMHoro cepeqoBMiqa HaBiaHHa (npMH- 
qnri HaoHHocri niqHaTMM Ha hobmm piBenb, mo 403BoaMiio cry4eHTaM, cnocTepira- 
TM aBMiqa aK y CTaTMLti, TaK i B 4MHaMiqi, BMKOpMCTaTM Be^LMKy KMbKiCTb MIOCTpa- 
qid Ta pyxoMwx o6pa3iB, a t3ko>k bmbo4mtm Ha expaH Be^iHKMH odcar iHtJjopMaqi'i); 

■ KOHTpo^tioiOHi (])yHKqii qMCTaHqiMHoro cepeqoBMiqa HaBiaHHa (ao3boamaia 
b ihbm4k1m, qoCTynmM i HaqiMHiM (JropMi BM3HaHaTM piBeHb 3HaHb i CTyniHb C(])op- 
MOBaHocri yMiHb i HaBMHOK CTy4eHTiB); 

■ 4iaraoCTMHHi (JryHKqi'i qMCTaHqiMHoro cepeqoBMiqa HaBHaHHa (403 bo^lm^lm 
1HBM4KO i ecJreKTMBHo npoBecTM 4iaraocTMKy i MomTopMHr pi3Hwx cioiaqoBMx ocbIt- 
Hboro npoqecy — HaBqa^ibHMM n^aH, nporpaMy npeqMeyy, 3Micry HaBqayibHoro 
Maiepia^iy, MOHiTopiiHr qbLibHocTi ciy4eHTa b iMam onTMMi3aqii po3no4Liy Ha- 
BHa^ibHoro nacy toih;o). 

■ 40Bi4KOBo-iH(})opMaqiMHi (JryHKqii qMcraHqiMHoro HaBna^ibHoro cepeqoBM- 
iqa HaBHaHHa ( 3 HaqHo no^termaao qocyyn 40 qacepea iHtJjopMaqi'i pi 3 Horo xapaK- 
Tepy 3a paxyHOK paqioH&abHO opraHi 30 BaHMx CMcreM nomyicy Ta BMBeqeHHa iH- 
(JropMaqi'i (eHqMKaoneqi’i, 40Bi4HHKM, iHTepHeT TOiqo); 

■ KOM6iHOBaHi (JryHKqii qMCTaHqiMHoro HaBna^ibHoro cepeqoBMiqa (Haii6Libm 
noBHo pea^ii30BaHi b e^teKTpoHHMx HaBHa^ibHMx noci6HMKax pi3Horo npM3HaHeHHm 
piBHa i niqxoqy, b TOMy miCAi i CTBopeHwx BMieaaqaHeM caMocriMHo) [5, c. 14]. 

4o yMOB, aKi BM3HaqaiOTb e(|)eKTHBHiCTb 3aCTOCyB3HH3[ 4MCTaHL(iHHMX Ta 
KOMn'lOTepHO-OpieHTOBaHMX Cepe40BHLL( HaBHaHHa MM BiqHeCMM: 

■ 6a30By KOMn'iOTepHy rpaMOTHicTb BMKaaqaHiB i CTy4eHTiB; 

■ 40CT3THK) KMbKicTb nporpaMHMx 3aco6iB HaBqaMbHoro npM3HaqeHHa; 

■ HaiiBHicTb npe4MeTHO-opieHTOBaHMx MeToqMK. 

^ocameHHa qnx yMOB 3a6e3neHMao 3HaqHe niqBMiqeHHa aKocri ocBiTHboro 
npoqecy b npoqeci ni4roTOBKM (JraxiBqiB aK eKOHOHOMicTiB TaK i (JraxiBqiB y dyqb- 
aKin iHuiiM odaacri 3HaHb. 

51k 3a3HaHMOCb BMiqe, Moodle npeqcTaB^ieHnn y BMMaqi Be6-canTy, mieMeH- 
tm aKoro e rinepTeKCTOBi nocMaaHHa, iqo MoacHa Bi4KpMBaTM Manace y dyqb-aKOMy 
6pay3epi. 

Orace b pe3y^ibTaTi HaBnaHHa 3a KpeqMTHo-Moqy^bHoio CMCTeMoio na naaT- 
(})opMi Moodle CTy4eHTy 6Libm 3pynHO roTyBaTnca 40 yieKqin i TecriB, BMKOHyBaTM 
TtadopaTopm Ta caMocriMHy podoTy, aK noKa3aHo y pnc.5. 

IlpoTaroM ycboro HaBnaHHa be Mae 3MOiy GiiqKyBaTM 3a e^teKTpoHHMM acyp- 
Ha^tOM CBo'ix oqiHOK, onpaqbOByBaTM HaBqa^ibHMM MaTepia^t. Y cboio nepiy, biikaa- 
qan 6Libm qoCKOHa^to i hbomho Moace nodannTM, aKi MOMemn qncqnnaiHM b Tin 
a6o minin Mipi 3acBoioiOTbca rpynoio CTy4eHTiB. Ctbopioiohm pecypc onMTyBaHHa 
a6o (})opyM BHKaaqaH Mae MoaoiMBicTb TpMMaTM 3BopoTHin 3B'a30K 3i cryqeHTaMn, 
3Haxo4aHMCb He b pea^ibHOMy, a BipTyayibHOMy KOHTaKTi, iqo 4ae iH04i Bi4BepTo 
qiKaBi pe3y^tbTaTM. BMKopMcraHHa miaT(])opMn Moodle BMMarae Biq BHicaaqaHa 
3HaHb i yMiHb BMKopMCTaHHa iH(])opMaqiMHO-KOMyHiKaqiMHMX TexHOitoriM, a^te 
daraTOKpaTHo noBepTae BMTpaqeHi 3ycn aar b ocbochhI i 3acTocyBaHHi KpeqMTHO- 
MoqyabHo’i cmctcmm HaBnaHHa [3, c 175]. 
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Pmc. 5. Tlpoyec mewHM e npozpaMHOMy cepedoeuu\i Moodle 

BaTK^iMBMM 3aB4aHH>iM Hauioro ne4aroriqHoro 40 Oii 4 )KeHHa b npoijed Ha- 
BqaHHTi 6yao BiiaBaeHHa Ta BCTaHOBaetma nopa4Ky 3aKOHOMipHocreM npn ni4ro- 
TOBiji CTy4eHTiB eicoHOMiqHoro cnpaMyBaHHa MeT04aMM iH(J)opMaqiMHO-KOMyHi- 
KaLjiHHMx TexHO^Lorifi b ocBiTi. 

He 33MBMM 6y4e 3a3HaqMra, mo b cy^acmix yMOBax TOTaabHoi iH(J)opMaTM- 
3aipi cycriLiBCTBa Ta coiuyMy MaiaGymi cjraxiBiu b raay3i eKOHOMiKM Bi4*iyBaiOTb 
noTpe6y y BiiKopircTaHHi HOBiTHi iHcJropMaqiMHo-KOMymKaiuMHMx TexHoaori'i Ha- 
BqaHHa, aid 403B0aai0TB 6Labin iniipoico i aidcHO caM0B40CK0Haai0BaTMCb npoTa- 

TOM JKMTTa. 
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4.7. BTL-MARKETING COMMUNICATION 
IN THE FORMATION OF BRAND 
OF UNIVERSITIES IN UKRAINE 

B T L -M APKETHHr OBI KOMyHIKAII,H Y 
OOPMYBAHHI EPEH^Y (MAPKH) BHIU,HX 
HABHA/lbHHX 3AK/1AAIB B YKPAIHI 

Okhiimenko G. 

OxpmeHKO r. 



UDC 659:378:001 
JEL M3 7, 1 23 

Abstract 

The research focused on the problem of branding of universities due to special 
marketing communication. There are three aspects of the interpretation of the 
brand of university are identified — the brand as a product, the brand as a sign, the 
brand of the quality. Also, the article represents the main reasons which interfere 
the positioning of the universities of modern educational services' market: the high 
level of competition, the significant number of universities with similar names, 
low level of scientific staff mobility est. Consequently, the author proposed the 
characterization of BTL-marketing communication that promote to the formation 
of an effective brand of universities. There are the exhibition-presentation, festival 
activities and «marketing of relationship)* dentally described. 

Key words: marketing communication, brand of uni versify, BTL-communication, 
market of education services, positioning. 

Awmayin 

4ocai4)KeHH>i npucBaueHo nuTaHHro (JropMyBaHHio 6peH4y (MapKu) biuhoto 
HaBuaubHoro 3aicua4y rnuaxoM cneiuaubHux MapKeTUHroBux KOMyrnKaruu. Bu3Ha- 
ueHo Tpn acneKTM TpaKTyBaHKa 6peH4y (MapKu) ymBepcuTeiy — Mapxa hk npo- 
4yKT, Mapxa m 3HaK Ta MapKa m aKicTb. TaKo>K nepepaxoBaHo ochobhI npuuuHM, 
aid nepemK04)Kai0Tb no3ML(ioHyBaHHio HaBuaabHUM 3aicua4aM Ha cyuacHOMy puH- 
Ky oCBiTHix nocuyr: BucoKa KOHKypeHiha, 3HauHa KiubKicTb HaBuaubHux 3aicua4iB 3 
n04i6HMMM Ha3B3MU, HM3BKMM piBeHb Mo6LlbHOCTi HayKOBOTO CKaa4y Tomo. Bi4- 
noBi4HO, 3anponoHOBaHo xapaKTepucTMKy BTL-MapKeTMHroBMM KOMymKaihaM, 
aid cnpuaiOTb (JropMyBaHHio e^eKTMBHoro 6peH4y Bumoro HaBuaubHoro 3aKua4y. 
OcHOBHy yBary npu4iaeHo BMcraBKaM-npe3eHTaihaM, cjrecTMBaubHiu 4iaubH0CTi Ta 
«MapKeTUHry b 14 hocmh». 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



337 



Section 4.The Newest Role Of Innovation and Marketing in Business and Higher Education Development 

KAWHoei CAoea: m apKeTMHTOBi KOMymKaim, 6peH4 ymBepcMTeTy, BTL- 
KOMyHiKaLti'i, priHOK oCBiTHix nocayr, no3ML40HyBaHHH. 

n ocTaHOBKa npo6aeMM. KoaocaabHMM CTpn6oK y Bi4KpMTTi BeaMqe 3 Hoi 
KiabKOCTi BMiqMX HaBqaabHMX 3aicaa4iB (4am — BH 3 ) b YKpaiHi 3HanHO 
ycioia4HMao cmyattiio Ha pMHKy OCBiTHix nocayr, CTBopMBiHii >KopCTKy 
KOHRypeHijiio. Bo4Honac, ni4BnmeHmi KOHKypeHTocnpoMOTKHOcri BH 3 3aae)KMTb 
Bi4 CTpaTeriqHoi MapKeTMHTOBoi no/HTMKM no 3 MmoHyBaHmi, 3 ypaxyBaHmiM Bcix 
eTaniB cjropMyBaHHJi «ToproBoi MapKM» a6o 6peH4y ymBepcMTeTy. CaMe MeT04M 
6peH4MHiy Mo>KyTb ct3tm nepcneKTMBHMM HanpaMOM po 3 BMTKy 3 aicaa 4 iB ocbItm b 
yMOBaxcoiiiaabHo-eKOHOMiqHoiMo6aai3ai(i , i.BKOHTeKCTiToro / mo6peH4MycnimHo 
a4anTyBaanoi b >kmtt>i ko>khoto i 3 a (J)3ktom Ha4aHmi nepeBara 3io4mhoio neBHOMy 
6peH4y, Heo6xi4HO po6mtm bmchobok npo iioro xapaKTep, amiaabHMM CTaiyc Ta 
MaTepiaabHe CTaHOBume. L]e npaBiiao 4ie m 3 KOMepmMHMMM npoMMcaoBMMM 
CTpyKTypaMM, TaK i 3 3aicaa4aMM ocbItm. Ba)KaMBMM e npe4CTaBaeHmi MapKM BH 3 
noTeHLUMHOMy cnoacMBany, moto nocriMHe Hara4yBaHH.a npo ce6e. Aae 3 po 6 nTM 
MapKy ymBepcMTeTy ycniuiHMM, BMKopMCTOByKMM Aiime npflMy peicaaMy CTae Bee 
CKaa4Hime. ToMy 3 aicaa 4 M, ind Ha4aiOTb oCBiTHi nocayra myKaiOTb iHHOBaqiMHi, 
opnriHaabHi cnoco6n KOMymKaim 3 i CBoeio mabOBoio ay4iiTopieio. .3k 
Hadi40K, BeaMKoro TeopeTMHHoro Ta npaKTiMHoro 3 HaneHH>i Ha6yBae po 3 po 6 Ka 
m 3 araabHMX npMHimniB, TaK i cnemaabHMX iHCTpyMeHTapi'iB BM 3 HaqeHH>i 
er^eKTMBHocTi HaM6iabm 3Haqymnx KOMymKaTMBHMx 3B'ii3KiB Mi)K eaeMeHTaMM y 
CMCTeMi «6peH4-cno)KMBaq». 

Ochobhmm BMKaa4 MaTepiaay. ^ocamaceHmi noBe4iHKM cno)KMBamB Ha pMH- 
Ky OCBiTHix TOBapiB Ta nocayr nepe46anae ma^iy po3po6aeHy CMCTeMy, ma no- 
BMHHa oxonaiOBaTM onTMMaabHy KiabKicTb ochobhmx KOMnoHeHTiB. IJi e^ieMeHTM 
Maan 6 Bi4noBi4aTM 3a cnpMJiTaMBy Ta Bnri4Hy noBe4iHKOBy peaKiiiio cno>KMBamB 
14040 neBHoi «ToproBoi MapKM» mm 6peH4y HaBnaabHoro 3aicaa4y. BapTo 3ayBa)KM- 
tm, tu,o Hapa3i b nayKOBin npaKTMm He icHye ym(})iKOBaHoro TpaKTyBaHmi TepMmiB 
«ToproBa MapKa» Ta «6peH4», me 6 3a 3MicroBoio CKaa40B0K> po3pi3mi,iM 6 lu no- 
miTra. 64MHe Ha noMy HaroaomyiOTb HayKOBiji, ije Te, mo ochobhoio Meraio to- 
BapHoi MapKM e CMCTeMaTMHHe Ta naaHOMipHe ni4BMmeHmi CBoei KOMymKaTMBHoi 
e(J)eKTMBH0CTi a6n ctbtm 6peH40M [1; 9; 11]. Ea30BMM nepeaiK ochobhmx eaeMem 
TiB KOMyHiKaTMBHOl etjoeKTMBHOCTi MapKM 6yB 3anpOnOHOB3HMM F. OpemjeHOM Ta 
M. BaypMaH i BicaiOMaB y ce6e: 1) 3HaHmi npo ToproBy MapKy Ta Ti nocayra; 2) po- 
3yMiHH3i iH(})opMaqii npo MapKy; 3) eMoqii, mi BMKaMKae ToproBa MapKa; 4) no3M- 
L(ioHyBaHHH ToproBoi MapKM; 5) piBeHb aombHocri 40 TOBapy [9, c. 35]. 

CTBOpeHHJI n03MTMBH0T0, a 3apa30M BMpa3HOTO o6pa3y MapKM BMrnOl UIKO- 
aii Ha pMHKy OCBiTHix nocayr e 04HMM 3 6a30BMx 3aB4aHb MeHe4>KMeHTy BH 3 b 

YKpaiHi. FIoabCbKi 40CU4HMKM 3 . /^antKO-FIiKieBiq Ta K. menaHCbKiM-BomqnHa 

BBaTKaiOTb, mo MapKy ymBepcMTeTy Bapro po3TAH4aTM b Tpbox acneKTax: 1) MapKa 
m npo4yKT ( nocAyza ); 2) MapKa m 3HaK Ta 3) MapKa m jikIctb. nepimiM acneKT 
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TpaKTye Mapicy 3aioia4y ocBira aK cyKynmcrh npo/tyKTiB (nociyr), aid B0A04ii0Tb 
o6ob'ji3kobhm Ha6opoM aitomed, mo 3a6e3nenyiOTb ix pMHKOBy BapTicTb. /Hpyraii 
acneKT xapaKTepM3ye Mapicy aK TOBapHMM 3HaK (Ha3Ba, ^toroTMn), mo meHTMt^iKye 
3aioia4 i Bi4pi3H>ie iioro Bi4 munix. TpaKTyBaHHa 3aioia4y ocbItm aK «MapKa-aidcTb» 
nepe46anae HaaBHicTb ymKaAbmix, opiirmaAbmix 03HaK a6o B^acTHBocreii, aid 40- 
3BOitaiOTb oTpwMaTM cnoacMBaneBi MaKCHMa^tbHy KopncTb Bi4 MapKii [11, c. 36]. 

Po3po6Ka «ToproBoi MapKM» ymBepcMTeiy Mae nonnHaraca 3 opraHi3ami 
Ta nyiaHOMipHoro po3BMTKy MapKeTMHroBMX KOMymKamii 3 ochobhhmh rpynaMH 
rpoMa4CbKOCTi — a6iTypieHTaMM, ix 6aTbKaMM, nmnpMeMCTBaMM Ta imimMM cno- 
acMBanaMM ocBiTHix nociyr. 

riepin 3a Bee Heo6xi4Ha omHKa aKocri MapKeTMHroBiix KOMymKaiiiM BH3, axa 
Tpa4MmiiHO 34 iiicHioeTbca 3 a TaKMMM ochobhhmh napaMeTpaMH: 

1. PeicaaMa Ta npocyBaHHa ocBiTHix nociyr: npaMe cnoHyKaHHa a6iTypieH- 
tIb 40 411 uiyiaxoM iH(|)opMyBaHHa npo nepeBara Bndopy KOHKpeTHo BM3HaneHoro 
BH3 i npM46aHHa iioro ocBiTHix nociyr. 

2. rio3Mt(ioHyBaHHa i ni4TpnMKa iMmacy BH3. 3 mctoio (JiopMyBaHHa cbo- 
ro iMmacy 3aicia4 ocBira Mae imqiiOBaTM KOMyHiKaijiMHi tiotokm i 34iiiCHiOBaTM 
KOHTpoyib Ha4 hhmh. npoijec (J)opMyBaHHa iMmacy BH3 Biononae b ce6e Taxi eTa- 
mt: i4eHTi«})iKama BH3 aK pea^ibHoro o6'eKTa; no3Mi(ioHyBaHHa; Bi3yaiii3ama 06- 
pa3y, CMMBO^iiTHe no4aHHa. 

3. OyHimia ynpaB^iiHHa B3aeMOBi4HOCMHaMM 3 rpynaMH rpoMa4CbKOCTi — bh- 
pimeHHa 3aB4aHb mo40 3a^tyneHHa hobmx CTy4eHTiB, po3iiiMpeHHa i yrpMMaHHa 
nocTiiiHoi ay4MTopii, KOHTpo^tb 3a pea^i3ameio nporpaM KaieHTCbKoi ^toaitbHoc- 
Ti, 3a CMCTeMoio 3BopoTHoro 3B'a3Ky. HanpuKAaA, MOHiTopMHr 3a Bi4Bi4yBaiaMn 
o(])iL(iHHoro caiiTy ymBepcMTery 403B0itae 3i6paTM CTaTMCTMHHy iHtJiopMamio npo 
piBeHb 3aqiKaByieH0CTi Bi4Bi4yBaniB 40 pi3Hnx po34LiiB canTy. 

4. FIo3MTHBHi ny6itiKami npo BH3, npo iioro oCBirai nociyra, npec- 
KOHcjiepeHim, npec-pe^ii3n, «BipTya^LbHi» eKCKypcii Tomo. 

napa^teiibHO 3 u,mm, po3po6Ka «ToproBoi MapKM» BH3 nepe46anae, Ha 4yM- 
Ky yKpaiHCbKoi 40Cii4Hnm C. CeMeHiOK, BnpoBa4aceHHa hobmx cnoco6iB Ha4aHHa 
ocBrmix nociyr — MeT04MK Ta TexHo^ioriii pea^baim ocBiTHboro npouecy. Flpn- 
icra4aMM TaKMx iHHOBaqiii y BMmiii ocBiri Moacyrb 6yra: 1) BMKopMCTaHHa «Keiic- 
TexHOitoriii»: KOMn^ieKT 3aco6iB HaBnaHHa, mo Ha4aeTbca dyxaneBi 3 MOMeHTy 
Moro 3apaxyBaHHa 40 BH3. KoMn^teKT mIcthtb MeT04MHHi 40KyMeHTM, cneqia^ibHo 
po3po6iteHi HaBna^ibHi noci6HMKM, 40Bi4HMKM, ay4io Ta BmeoMaTepia^iM; 2) 3acTo- 
cyBaHHa off-line TexHOAorii — HaBnaHHa 34iiicHioeTbca i3 BMKopncTaHHaM MyAbTii- 
Me4iiiHMx e^teKTpoHHMx hocub (CD, DVD, MP4 Tomo); 3) M-Learning TexHo^torii: 
BMKopMCTaHHa mo6mbhmx Te^tec[)OHiB, aid MaiOTb 40CTyn 40 Mepead iHTepHeT 3 Ha- 
BnaiibHoio MeToio; 4) TV-TexHO^iorii. L[e 3aMKHeHi TeaeBi3iiiHi cmctcmm 3i 3BopoT- 
HiM 3B'a3KOM nepe3 AOKa^tbHy Mepeacy (Te^te-, pa4io Ta cynymnKOBy Mepeacy), mo 
3a6e3nenyiOTb Bi4eo- Ta/a6o ay4io B3aeM04iio Miac Bmc^aneM Kypcy Ta CTy4eH- 
tom; 5) On-line HaBnaHHa [6, c. 137]. 
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Ee3nepeHHo, 6LibmicTb BH3 b YKpaiHM aKTMBHo BiiKopMCTOBye Bapiaqii 3 
nepepaxoBaHwx napaMeTpiB i tmm caMe iHTerpye MapKeTMHroBi KOMymKaTMBHi 
iHCTpyMeHTapii b 64MHy CMCTeMy. O/tHaK, npo6^ieMa i4eHTM(})iKaqii MapKM ymBep- 
ciiTeTy 3a^iiimaeTboi He BHpimeHoio. 

3oKpeMa, aHa^i3 hm3km peieTaMHo-npocjTopieHTaqiMHoi npo4yKqii yKpam- 
cbkmx yHiBepcHTeTiB Ha4ae MOTK^iMBicTb CHHTe3yBaTH craH4apTHMM Ha6ip xapaK- 
TepwcTMK 44a no3MqioHyBaHH>i BH3. Hapa3i BiH BMramiae HacrynHMM hmhom — 
MafbKe KO>iceH cynacHMM yKpamcbKMM BH3: 1) Ha4ae cry4eHTaM MoxyiHBicTb 
OTpMMaTM noBHoijiHHy ocBiTy, mo Bi4noBi4ae cynacHMM BMMoraM; 2) CTBopioe 
yMOBM 4^151 HayK0B0-40C^ii4H0i 4iMbHOCTi CTy4eHTiB; 3) 3a6e3nenye CTy4eHTiB Bi4- 
MiHHMMM yMOBaMM nposKMBaHHJi; 4) npuAiAne yBaiy po3BMTKy TBopnMx 34i6H0CTeii 
CTy4eHTiB Ta ’ix (J)i3MHHiM nmroTOBiji Ta 34opoB'io; 5) niicayeTboi npo HaBKO^MiiiHe 
cepe40Bwme Ta cycnLibCTBi b qLioMy; 6) Ha4ae CTy4eHT3M Mo:»ciMBicTb tkmtm qixa- 
bmm i HacwqeHHM tkmtttim; 7) totobmm 40 cniBnpaqi 3 6y4b->iKMMM rpoMa4CBKMMM 
opraHi3aqiiiMM Ta HayKOBMMM criLibHOTaMM; 8) cupnm HayKOBOMy nporpecy. 

Bo4Honac TaKa cyKynmcrb 3 ara^bHMM xapaKTepiiCTMK Maibice hBikmm hmhom 
H e cnpwiie ni4BMmeHHio 3aqiKaB^eHocri hobmx a6iTypieHTiB 40 BiTHM3HJiHMx BH3. 
3 a pe 3 y 7 ibTaTM coqio^oriqHoro 40di4>KeHHH, npoBe4eHoro rpoMa4CBKOio opram- 
3 aqieio «]JeHTp 40Cii4>KeHHH cycnLibCTBa» y 2014 poqi, iH 03 eMHi HaBqa^bHi 3 a- 
icaa4M (oco6^lmbo Ilo^bmi, Hexi'i Ta HiMenqMHM) Hea6i«iK aKiviBhyBcuiu cboio po- 
6oTy Ha yKpamcbKOMy ocBiTHbOMy piiHKy 14040 3 a^yHeHH>i a6iTypieHTiB. 3 oKpeMa, 
CTpiMKa 4MHaMiKa Ha6opy — Bi4 6321 40 9620 CTy4eHTiB-yKpaiHqiB — 40 no^ib- 
cbkmx BH3 6y^ia 3a6e3neneHa b neprny qepiy CTpaTeriqHo cn^aHOBaHoio peicaaM- 
hok) KaMnaHieio, ma 6y^ia HaqLieHa 04 pa 3 y Ha BunycKHMKiB iiikLi, a He inline Ha 
Maii6yTHix MaricTpiB. Ochobhmm peioiaMHMM Mece4>K 6yB 3 opieHTOBaHMM Ha luho- 
By CKaa40By nwTaHHJi: 1) M 0 * 7 LMBicTb pi 3 HOMaHiTHMX CTMneH4ia^ibHMX nporpaM; 
2) npaBo 6 e 3 KouiTOBHoro HaBqaHHH aa% neBHiix KaTeropifi aGiTypiemiB; 3) ^OMbHi 
yMOBM BCTyny Ta BM 3 HaHH>i yKpaiHCBKoro aTecTaTy; 4 ) npMMHflTHi qiHM 3a HaBHaH- 
hh[7], 

B yMOBax TKopcTKoi qiHOBoi KOHKypeHqii, KepiBHMqTBo 6araTbox yKpamcbKMx 
BH3 3MynieHe CTpaTeriqHo npopaxyBaTM Bci motk^mbI MapKeTMHroBi KOMymKa- 
TMBHi MexaHi3MM 14040 OnTMMi3a4il He ylMIIie BiTHM3HaHOTO pMHBCy OCBiTHix no- 
ciyr, aAe i nMTaHHH ocBiTHboro 6peH4MHiy y BMi4iM uiKOiii. Ha 4yMKy noyibCbKOi 
40cri4HM4i M. PoMaHOBCbKoi, 5iKa 40Oii4)Kye 6i3Hec-noTeHqia^i no^ibCbKMx ym- 
BepcMTeTiB, Taxa CMTyaqla «po3MMTOCTi» b nosnqioHyBaHHi Ta peicaaMyBaHHi ne- 
peBar 3aioia4y ocBiTy cnpMHMHeHa hm3koio TeH4eHqiM: 

1) aHa^ib 4i5LibH0CTi 6araTbox yHiBepcMTeriB KOHCTaTye no4i6HicTb npo(J)Liio 
ocBiTM y HanpaMKax Ta nporpaMax ni4roTOBKM MaM6ymix cneqia^iicTiB. Haiiqac- 
Tirne no4aiOTboi Taxi raiiy3i 40 di 4 >KeHH>i ak ynpaB^iiHH>i, (J)Lioiiori>i, ne4aroriKa, 
iHtjropMaqiMHi TexHo^ori'i, a TaKO*; (jrmaHCM Ta 6aHKiBCbKa cnpaBa, TypM3M, no^ii- 
TMKa, coqia^LbHi HayKM. Hapa3i pMHOK npaqi nepeHacMHeHMM cneqia^iicTaMM qnx 
TaAy3eu. 
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2) Ha^iBHa 3HaqHa KMhKicTh ymBepcMTeriB 3 Maime aHa^toriqHMMM Ha3BaMM, 

mo po6MTB IX BaXKHMM 4AH meHTM^iKaLtli. 

3) iMi^cK yHiBepcMTeiy b 3HaHHin Mipi 3a^te>KnTB bU npotjrecinHnx HayKOBo- 
neAaroriqHMx Ka4paMn, a^te Manate KoaceH 3 hmx cnp>iMOBaHMri, neprn 3 a Bee, Ha 
ni4roTOBKy Ta npiopMTeT BAaamx cniBpo6iTHndB. Bi4noBi4HO CTyniHB Bi4KpMTOCTi 
yHiBepcMTeriB 3HM)KyeTBOi, 140 3HMacye HayKOBMfi Ta 40Cii4HM4BKnn noTeHma^. 

4) 3HwaceHHJi nonMTy Ha oCBiTHi nocaym, noB'>i3aHi 3 4eMorpa(J)iHHHM hmh- 

HMKOM. 

5 ) bmcokmm piBeHb KOHKypeHqii Mix yHiBepcwTeTaMM 4A0 ciy4eHTiB, Ka4piB Ta 

4>Kepen (JriHaHcyBaHHa [10, c.26]. 

ToMy, ochobhmm 33B4aHH3i yKpaiHCBKMx yHiBepcMTeriB, oco6^lmbo ryMamTap- 
hoto npotjnnio, e npe3eHTam>i He TeopeTHHHHx (])opM HaBqaHRH, a (JropMyBaHHH 
npaKTMHHoro acneKTy npot^edwHoi KOMneTeHTHocTi, ni4TpnMKa 40 BT 0 TpnBa,iHx 
KOHTaKTiB Ta ynacTB y HaBna^BHOMy npoijeci npocjreciMHMx npaKTHKiB. 

Bi4noBi4Ho ije 4MKTye HecT3H4apTHi ni4X04M 14040 3&ayHeHHJi Man6yTHix 
CTy4eHTiB 40 HaBHaHHa, ad noB'a3aHi i3 no4ieBMMH a6o BTL-MapKeTMHroBHMM ko- 

MyHiKaTMBHMMM 3aX04aMM. 

BTL-MapKeTMHroBi TexHo^orii — ije cyxynHicTB peicnaMHo-MapKeTMHroBMx 
3axo4iB, ad e nacTMHoio 40BT0TepMiH0B0i CTpaTeri'i BMBe4eHH>i MapKM Ha pmhok. 
BiH e BMKOpMCTaHHil 3IK KOpOTKOTepMiHOBMX, TaK i 40BT0TepMiH0BMX MapKeTMHTO- 
bhx iHCTpyMeHTiB 4^L5i 4ooirHeHHH cnet(H(})iqHHx pmhkobmx mneM nporaroM neB- 
hoto nacy. CncTeMy BTL-3axo4iB (JropMyiOTB Tad MapKeTMHroBo-KOMyHiKaTMBHi 

iHCTpyMeHTH 5IK CTMMyHIOBaHHH 36yTy, 4HpeKT-MapKeTMHT, BHCT3BKOBa 4i5LlBHiCTB 

Tomo [2, c. 49]. 

3aB45iKM 4 bom ochobhmm nepeBaraM — iHTepaKTMBHOCTi Ta aTpaKijiMHocTi — 
BTL-MapKeTMHroBi KOMymKaqii ctbopioiotb nepe4yMOBaMM 44a c[)opMyBaHH>i 
npotJreciMHoi KOMneTeHTHocTi CTy4eHTa b yMOBax KOMtJropTHoro cepe40BMma, mo 
4ae MOKTLMBiCTB He AUUie 3MiCTOBHO ni4BMmMTM piBeHB TBOpHOl aKTMBHOCTi, a^te i 
ni4i6paTM HaMKpamy (f>opMy 3a7tyHeHH>i Mafi6yTHix cnemanicTiB 40 npo(})edMHOi 
caMopeaaiaaiiii. 

04Hieio i3 nepcneKTMBHMx (})opM no 4 ieBo'i MapKeTMHroBoi KOMymKami b c<J>e- 
pi ocBiTM e BMCTaBKM-npe3eHTam'i Ta (jrecTMBad CTy 4 eHTCBKMx npoeKTiB, ad e 40 - 
cmtb et})eKTMBHMMM 4 AS 1 (JropMyBaHHH men Ta HacTpoiB MacoBo'i ay 4 MTopi'i. Bi 4 no- 
Bi 4 HO, npaBMHBHa ix opraHi3aLtia Ta BMBqeHHa BUAiiBy Ha CBi 40 MicTB ^ho 4 Mhm 4 ae 
MoacHMBicTB BMKopMCTaTM 3H3HHMM noTeHiiian 4 ^a BMpiuieHHa HM3KM npoGneM: 
ct3tm MaT(})opMoio 4 asi npe3eHTaim KpeaTMBHMx men CTy 4 eHTCBKoi M 0 ^ 04 i Ta 40 - 
HecTM BaacHMBicTB ocBiTHix nocnyr 40 cynacHoro adipypieHTa. 

Ha nepeKOHaHHa pocincBKoi 40di4Hnm I. ^Ipy3n, BMCTaBKa e He ,utme Map- 
KeTMHroBMM 3aco6oM CTMMyitiOBaHHa 36ypy TOBapiB (nocnyr); ije, neprn 3a Bee, 
aBTopMTeTHa n,iaT([)opMa 4701 4eMOHcrpaim hobmx KOHimnTy&aBHnx HayKOBo-Tex- 
HinHi, TexHOHorinHi, MapKeTMHTOBMX pimeHB, mo po3KpMBaiOTB Tpa4M4ii Ta KyaB- 

Typy cndKyBaHHa [8, c. 348]. TaKMM hmhom, BMCTaBKa-npe3eHTama BMKOHye HM3Ky 
BaacHMBMx 3aB4aHB: 1) peioiaMyBaHHa npoeKTiB Ta nooiyr ocbIthboto 3aicaa4y 4 ah 
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(JropMyBaHH^i nonmy Ha hmx; 2) cnmaabne iH(])opMyBaHHa cneqiaaicTiB Ta rpo- 
Ma4CBK0CTi npo iHHOBam'i, mo 3 'wiiAiicb b pi3Hiix raay3ax HayKM Ta ocbItm; 3) npo- 
naraH4a HayK0B0-40di4HMx 4ocameHb i 40CBi4y 3 MeToio npMCKopeHHa 'ix BBe- 
4eHHa y npaKTMKy; 4) HaBnaHHa nporpecMBHMM npMMOMaM nmroTOBKM MaiiGymix 
cneqiaaicTiB pi3HMx raayseii aGo o6m1h BaacaMBMM 40CBi40M [4, c. 283]. 

OecTMBaab CTy4eHTCbKnx npoeKTiB t3ko>k Bapro po3raa4aTM aK (JropMy Maco- 
Boi no4ieBoi KOMymKaim, aKa BKaronae or /1514 mm 4eMOHCTpaqiio iHtJropMaqiMHMx 
npo 4 yKTiB Ta nocayr. OcoGaMBicTio TaKo'i (JropMM BTL-MaptceTMHroBoi KOMymKaim 
e iHTerpaqia ochobhmx eTaniB npo(])opieHTaqii 44 a aGiTypieHTiB. BapTO 3ayBaacn- 
tm, mo KaacMHHa npotJropieHTaqiMHa poGoTa oxonaioe nocamoBHe BMKOHaHHa 
TaKMx KpoKiB: iHcjropMyBaHHa, 4iaraocTMKy, KOHcyabTyBaHHa, cnpoGy peaaHaim 
npo(})eciMHHx BMiHb Ta HaBMHOK Ta cniBGecmy. 

Ha nepmoMy — m^opMaqinHOMy eTani — BMnycKHMKM (aGiyypieHTM) oTpn- 
MyiOTb MaKCMMyM iH(])opMaqii npo npotjreciio, ii 3MicT, crapyc Ha pMHKy, nepcneK- 
tmbm npaqeBaaiiiTyBaHHa, MoaomBocri npoqoBacnTM HaBnaHHa. 

,4pyrMM eTan — 4iaraocTMKa: aGiTypienr Mo>Ke BM3HaqMTH, aid y hboto cxiiAb- 
Hocri, imepecn, mm ycBiqoMaioe BiH 40 Krnqa CBin Bw6ip. 

Ha eTani KOHcyabTyBaHHH nepeqGanaeTbca mqMBiqyaabHa KOHcyabTaTMBHa 
4onoMora aGiTypiemy y BiiGopi npotjrecii. TaKO>K y npoqeci KOHcyabTaqii Moace 
34iMCHiOBaTMOi (BiqGyBaTMca) nepeopiemaqia aGiTypieHTiB Ha iHiny npocjoeciio 
(cnemaabHicrb), aKiqo oGpaHa hmm npotjrecia e HeaKTyaabHoio aGo He Bi4noBi4ae 
34i6H0CTaM a6iTypieHTa. 

CnpoGa peaaHaqii npotJreciMHMx BMiHb Ta H3BMHOK. Ha qbOMy eTani neqaro- 
tm Ta npaKTMKM-npo(])edoHaan oqiHioiOTb noTeHqinm MoacanBocri y peaaHaqii 
3HaHb Ta HaBMHOK aGiTypieHTiB b oGpamM hiimh cneqiaabHocri. Tax, Hanpracaaq, 
ni4 nac ynacTi y cjrecTMBaai cry4eHTCbKHx npoeKTiB a6iTypieHTM 3HanoMaaTbca He 
aiiine 3i cneqM(])iKoio cneqiaabHocri, a ae ii nopiBHioiOTb cboi oniKyBaHHa 3 peaab- 
hmmm yMOBaMH HaBnaHHa; oqiHioiOTb cboi MoacanBocri b oGpaHin cneqiaabHOCTi. 

n'aTMii eTan — cniBGecma. AqMimcTpaqia BH3 Ta noTeHqiMHi poGoToqaBqi 
cnLiKyiOTbca iHqnBiqyaabHo 3 kotkhmm aGiTypieHTOM. MeTa cniB6eci4M — BM3Ha- 
hmtm, nil 3aqiKaBaeHHM aGiTypienr y totobhoctI peaabyBaTii cboi npaKTMqHo-40- 
caiqm npoeKTM [4, c. 285-286]. 

y (JrecTMBaai aK iHTerpaTMBHin (JropMi, axa 403Boaae Bci 3anponoHOBaHi eTa- 
nn npoc])opieHTaqiMHoi poGora npocaiqKyBaTn oqHonacHO i KOHqeHTpoBaHO, 
cyG'eKTM ocBiTHboro MapKeTHHiy B3aeM04ii0Tb 3apaqM cnLibHoi Mem — He anuie 
npoiH(])opMyBaTM a6iTypieHTa npo cneqiaabHicTb, a Haqara rioMy BiqHyrra noBHo- 
qiHHoro cniBynacHHKa y CTaHOBaeHHi npo^eciiiHoro (JraxiBqa. CyTTeBoio nepeBa- 
tok) (jrecTMBaaio e ncnxoaoriqHnx ec])eKT «HenTpaabHoi TepMTopii», aKa 403Boaae 
aGipypieHTOBi CTaTM Bi4KpMTMM 40 cnLiKyBaHHa, HaaaimyBaTMCb Ha no3MTMBHe 
cnpMMHaTTa 3anponoHOBaHoi m^opMaqii. 

He MeHin BaacaMBMM acneKTOM (JjecraBaaio, Ha 4yMKy npoBi4Horo cneqia- 
^ticra y raay3i peicaaMHMx KOMymKaqin G. PoMaTa, e Te, mo y pe3y^ibTaTi TBop- 
hoto CHM6io3y HayKM ii npaKTMKM, CTy4eHTM Ta aGiTypieHTM He tmbkm 34iiicHio- 
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to tl cnpo6y BMnpo6yBaTM BMacm cmam , npeqcTaBMBiiiM po6oTM Ha KOHKypc, a^e if 
oqepxyiOTb 06'eKTMBHy oqiHKy (JiaxiBqiB-npaKTMKiB [5, c. 39]. 

Ba)ioiMBMM e^teMeHTOM no3MLtioHyBaHH.a BH3, rkiim MO*;e 6yra >ik caMocriM- 
hmm iHCTpyMeHTapieM, Tax i qoqaTKOBMM 40 BMcraBKO-npe3eHTaqiMHoi qisMbHocri, 
e 4MpeKT-MapKeTMHr a6o «MapKeTMHr Bi4H0CMH». 

B qLioMy ochobhmmh nepeBaraMM Ta BiqMiHHMMM pncaMM qiei BTL- 
KOMymKaqii b ocBiTHifi ccj>epi e: 

1) LtLiecnpflMOBaHicTb: BH3 Moxyib 40 Cmtb etJteKTMBHo (JiopMyBaTM cerMeHTM 

rpyn cnocKMBaqiB Ta napTHepiB (aGnypieHTM Ta ix 6aTbKM, qepcKaBHi CTpyKTypn, 3aco- 
6 m MacoBoi iHtJiopMaqii Tomo), BoaoqiioqM iH^opMaqieio npo noTeHqiiiHMx cnoxn- 
Ba^iB, iH4MBi4ya/ii3yio i iM KoxHe noBiqoMMeHHri, 3BepTaKHMCb 40 kockhoto ocoSmcto; 

2) rayqKicTb: HaBqaMbHMM 3aioia4 Mae MO)KMMBicTb ihbm 4 ko 3m1hmtm (JropMy 
3BepHeHHH/ 3MicT iHtJiopMaqii, mo Ha4CMMaeTboi / o6paTM mirrax a4pecaTiB i 111BM4- 
KO p03idaTM 1M n0Bi40MMeHH>i; 

3) iHTepaKTMBHiCTb: BCT3H0BMeHHa 40BT0CTp0K0BMX KOHTaKTiB MDK CyB'eKTOM 
ocBiTHix nocMyr i cno>KMBaqeM He3aMexHo Bi4 Micq>i nepe6yBaHHa; 

4) (j)opMyBaHHa KOHTMHreHTy nocTifiHMx icaieHTiB Ta Heo6xi4HicTb HaaBHocTi 6a3 
43hmx (qe Ha4ae 3Moiy HaqcMMaTM iH4MBi4yaMi30BaHe KOHtJjiqeHqiiiHe noBiqoMMeHHa). 

5) cneqM(])iKa 3acrocyBaHHJi npiiMoro MapKeTMHiy 4ae MO)KMMBicTb Komp- 
OMIOBaTM MOTO i TOHHO OIjiHIOBaTM e(])eKTMBHiCTb [3, c. 275] . 

«MapKeTMHT Bi4H0CMH» HaqaB 3M0iy CTIOKMBaHaM eKOHOMMTM Mac i CUAll, 
UIBM4K0 i 3pyHH0 oTpMMyBaTM mtJiopMaqiio, yicaaqaTM yro4M, oqepxyBaTM b 3pyq- 
HMM Mac pi3H0MaHiTHi OCBiTHi nOCMyTM. /\AR BH3 3 TOHHO BM3HaqeH0I0 qLlbOBOIO 
ay4MTopieio 4MpeKT-MapKeTMHr BMriqHMM 3 orAaqy Ha MapKeTMHroBi BMTpaTM, 
ockUbkm 4ae 3M0iy cnpriMOByBaTM KOMymKaTMBHi 3ycn aar Ha KOHKpeTHi rpynn 
cno)KMBaqiB, HaqaionM cneqiaMi30BaHy npono3Mqiio KO)KHOMy nepe3 iH4MBi4ya Ab- 
Hi 3aco6n 3B'ji3Ky. B tom >Ke qac KOMymKaqiri np>iMoro MapKeTMHiy 34iMCHioeTboi 
3a npMHqMnoM «04MH-6araTb0M», to 6 to bmpo 6 hmk ocbIthIx nooiyr oqHonacHo 
HaqcMMae 3BepHeHHn HMcaeHHMM noTeHqiMHMM cnocKMBaqaM. 

BM3HaHaabHMM hmhhmkom cnpMMHTiTTTi npono3Mqii cnotKMBaqeM e cepBic, 
tikmm cynpoB04)Kye 4MpeKT-MapKeTMHr, 30KpeMa 6e3KouiTOBHi HOMepn Te^e- 
(JioHiB, npoBeqeHHii npotJiopieHTaqiMHMx 3axo4iB 4AH noTeHqiMHMx cnoxMBaqiB 
ocBiTHix nocMyr, peTe^bHa po6oTa 3 npono3Mqi>iMM Ta cxapraMM cno>KMBaqiB. 

Bmchobok. TaKMM qMHOM, BTL-MapKeTMHroBi KOMyHiKaqii (BMCTaBKM-npe3eHTa- 
qii, (joecTMBaai CTyqeHTCBKMx npoeKTiB, «MapKeTMHr Bi 4 H 0 CMH») rk iHTerpoBaHi Map- 
KeTMHroBi 3axo4M npe3eHTyi0Tb 3aBepmeHMM qMK a KOMyHiKaTMBHoro npoqecy — Biq 
(j)opMyBaHH3i MeTM KOMyHiKaTopa (bmpoShmkom mi nocepeqHMKOM) BCTynMTM y npo- 
qec B3aeM04ii 3 peqMnieHTOM (cnoxMBaqeM) 40 KOHTpoaio 3a 3BopoTHiM 3b'.h3kom. 

BncTaBKOBa Ta (JiecTMBaMbHa qoMbmcrb e iqeaMbHMM MicqeM 4^51 peaMi3aqii 
KOMnMeKCHoi KOMyHiKaTMBHoi BTL-nporpaMM: BOHa cjiopMye iMiqcK BH3, 403BO- 
ars opraHi3aTopaM BMKopncTaTM 3H3 hhmm KOMmieKC peioiaMHMx Ta coqiaMbHMx 
KOMymKaqiM, 3qiMCHMTM micHMM MOHiTopMHr qiMbOBMX rpyn cno)KMBaqiB. OKpiM 
toto, BMKopMCTaHHn HOBiTHix MyMbTMMeqia TexHOMoriM y BMcraBKOBo-tJiecTMBaMb- 
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mw /u^LibHOCTi po3iimpioe Ti KOMyHiKaTMBHMM noTeHijia^ &Ay i pea/d3aijn KOMep- 
ijiMHMx nparaeHb ocBiTHboro 3aicia4y. «MapiceTMHr Bi4HoaiH» Taxo^c noiciMKa- 
hmm He ^LMine noB^oMAATM rpOMa4CbKicTb npo 4La^ibHicTb BH3, moto nepeBara Ta 
nOGiyrM, a TaKO>K 34iMCHIOBaTM 4BOCTOpOHHIO KOMyHiKaiJtilO, BHKAHKQ.TH 3BOpOT- 
Hiw 3 b'^30k Ta ni4TpMMyBaTM 40BT0TpMBa7ii napTHepcbKi CTOcyHKM. 
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4.8. INTRODUCTION IN UKRAINIAN 
EDUCATIONAL PROCESS PROGRAMS 
FOR TRAINING IN 
PUBLIC-PRIVATE PARTNERSHIP 



3AnPOBAA)KEHHfl B yKPAIHCbKHH OCBITHIH 
npou,EC nporPAM 3 m^roTOBKH oaxibu,ib y 
COEPI 4EPXABHO-nPHBATHOrO nAPTHEPCTBA 

Budnik V. A. 

Eydnux B. A. 

Korniyko Ya.R. 

Kopmuxo PI. P. 



UDC 334.021:378.1 

JEL 128 

Abstract 

The article analyzes the current state of higher education in Ukraine. It was 
disclosed the priority areas of higher education reform strategy. Was defined the 
general problem of the educational process in higher educational institutions. It 
was found one of the possible solutions to public funding of higher education in 
Ukraine. Was substantiated the necessity of formation and development of public- 
private partnership in the modernization of Ukraine's economy. Was proposed 
the introduction of a Ukrainian educational process for training programs in the 
field of public-private partnerships and tasks that must be resolved in the design 
methodology of training specialists indicated specialization. 

Key words: high education, higher education institutions, public-private 
partnerships, educational programs. 

Anomayix 

y CTaTTi npoaHauUoBaHo cyuacHMM ct3h BMmo'i ocbItm YKpa'iHM. Po3KpuTo 
nepmoueproBi HanpaMKM CTpaTeri'i pe(})opMyBaHH>i BMmo'i ocbItm. BM3HaueHo 3a- 
rauBHi npohaeMM opraHi3am'i ocBiTHboro nponecy y BMiimx HaBuauBHMx 3aitua4ax 
KpaiHM. BMTIBUeHO 04MH i3 MOTKUMBMX IUyUIxiB BMpilUeHBM 4ep>KaBHOrO (})iHaHCy- 
B3HH3I BMmo'i OCBiTM YKpa'iHM. 06tpyHTOBaHO Heo6xi4HiCTB (|)OpMyBaHH>I i p03BM- 
TKy 4ep>KaBHo-npMBaTHoro napTHepcTBa b yMOBax M04epHi3ariii ckohomIkm YKpai- 
HM. P03M3IHyT0 npiopMTeTHi Hanp^MKM p03BMTKy 4ep>KaBHO-npMBaTHMX Bi4HOCMH 
b oCBiTHih raay3i. 3anponoHOBaHO BnpoBa4*:eHH>i b yKpa'iHCBKMM ocbIthIm npoiiec 
nporpaM 3 nmroTOBKM (JraxiBijiB y ccfrepi 4ep)KaBHo-npMBaTHoro napTHepcTBa Ta 
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po3M>iHyTo 3 aB 4 aHH>i / mo ca\a BMpiuiMTM npM po3po6m MeT 04 oaori'i nmroTOBKM 
(JraxiBLtiB BKa3aHo’i cnemaaisaim. 

KAKHoei CAoea: Braqa ocBrra, BMim HaBnaaBHi 3aitaa4M, 4ep)KaBHo-npMBaTHe 
napTHepCTBO, oCBiTHi nporpaMM. 

m YKpa'iHM m 4ep>KaBH, ma nepecKMBae xapaKTepHi 3 m1hm b eKOHOMim, 



io^tiTMqi Ta cycniaBHOMy )kmtt 1, nocTae Ha43BMqaMHo BaxaMBe nMTaHHii 



4040 (J)opMyBaHHii y Maw 6 yTHBoro noKoaiHHH HOBoro HayKOBO- 



iqHoro MMGieHHJi. ToMy Ha CBoro4HiuiHiM 4eHB 4aHa npo6aeMaTMKa 
CTaaa CTpaTeriqHHM HanpiiMKOM y KOHTeKCTi (})opMyBaHH>i cynacHoi eKOHOMiqHo’i 
Ky^BTypM Haiiii m y40CK0HaaeHH>i Ta nepeopieHTaqii eKOHOMiqHoi ocbItm 30KpeMa. 

B yMOBax, koaii ciiCTeMa yKpamcBKoi ocbItm nepe6yBae b nepexi4HOMy nepio- 
4i, 3anponoHOBaHi, aae me m 4od He peaai30Bam pec})opMM Mo>KyTB y MaM6ymBo- 
My cnpiMTii ni4BHmeHHio i’i KOHKypeHTocnpoMoxHOCTi Ta iHTerpam'i b 64mhmm 
eBponewcBKMM ocBiTHiii npocrip. 

3po3yMiao, mo cynacHa ctjrepa ocBiTHix nocayr b «HOBiM» YKpaiHi noTpe6ye 
Kap4HHaaBHHx 3MiH Ta etJreKTMBHoi M04epm3aim, ockLibkm po3bmtok Kpamn He 
MO)Ke Bi 46 yBaTMd Ha 3acTapLiMx ni4xo4ax b ocBiTHBOMy npoiieci. 

Heo 6 xi 4 HO 3 a 3 HaqMTM, mo npoBe 4 eHHa 3 MiH y ctjrepi BMmo'i ocbItm nepe 4 - 
6 aneHo CTpaTerieio pet})opMyBaHH>i BMmo'i ocbItm b YKpami 40 2020 poKy, po3po- 
6 aeHoio MimcrepcTBOM ocbItm i HayKM YKpa'iHM. FoaoBHoio MeToio petJropMyBaH- 
hh e CTBopeHHJi npMBa 6 aMBoi Ta KOHKypeHTocnpoMo>KHoi HamoHaaBHoi cmctcmm 
B iimoi ocBiTM YKpa'iHM, iHTerpoBaHoi b GBponeiicBKMM npomip BMmo’i ocbItm Ta 
GBponeiiCBKMM 40 di 4 HM 4 BKMM npocrip [3]. 

Cepe4 nepmoHeproBMx Hanp^iMiB CTpaTerii pet})opMyBaHH>i BMmo'i ocbItm ne- 
pe 46 aHeHo: 

■ peaabaimo npaBa Ha 40 CTyn 40 BMmo'i ocbttm; 

■ CTBopeHHH CMCTeMM 3a6e3neneHH>i AKOCTi BMmo'i ocbItm, ma Bi4noBi4aTMMe 
peKOMeH4aiii>iM i CTaH4apTaM eBponeMCBKoro npomopy BMmo'i ocbItm; 

■ iHTerpat(iio BMmo'i ocbItm i HayKM, ma Mae 4ooiraTMOi iiiAmoM ni4BMmeH- 
na nacTKM Ta mocri 40cai4HMt(BKo'i Ta iHHOBaLUMHoi 4maBH0CTi y 3aicaa4ax BMmo’i 
ocbItm; 

■ 3a6e3neHeHH>i aBTOHOMi'i 3aioia4iB BMmo'i ocbItm; 

■ petJropMyBaHHa cmctcmm <J)iHaHcyBaHH>i BMmo'i ocbItm; 

■ 3acTocoByBaHH^i 4ep>K3aMOBaeHHH Ha (JjaxiBijiB 3 BMmoio ocBiTOio Aiime 3a 
np^iMMM npM3HaHeHH>iM 3 ypaxyBaHHiiM cneqM(})iKM pi3HMX piBHiB ocbItm; 

■ y 40 CK 0 HaaeHH>i CTpyKTypM cmctcmm BMmo'i ocbttm Tomo [4]. 

BlimHMM HaBHaaBHMMM 3aKaa4aMM YKpa'iHM i 40 Ci BMKOpMCTOByiOTBOI 3aCTa- 
pLii ni 4 X 04 M mo 40 opraHi3am'i ocbIthboto npoiiecy. 3po3yMLio, mo 4 ah BMpiuieH- 
na BMme BK333HMX 3a4an Heo 6 xi 4 Ho no36yraca pa 4 y icHyiOHMx nepenoH: 
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1) BCTaHOBMTM hauaHC Miac (JraKTiraHoio ni4roTOBKOio cjiaxiBLUB i nomiTOM Ha 
hmx Ha pMHKy npam; 

2) npoBecTM peopram3amio CMcreMM ynpaBummi BMmoi ocbItm; 

3) CTBOpMTM KOHKypeHTHe nOUe MDK BHIHITMII HaBUaUbHMMM 3aicua4aMM, mo 
3BTOM aTMHHO npM3Be4e 40 IX 3MeHUieHH3I Ta ni4BMmMTb HKiCTb H34aHH3I OCBiTHix 

nocuyr; 

4) y 40 CK 0 Ha^iMTM KOHKypcHMM Bi 46 ip CTy4eHTiB, mo CTaHe 3anopyKOio Bwnyc- 
Ky BMCOKoocBiqeHMx (JraxiBijiB, aid CBi 40 M 0 o6pa am Bi4noBi4HMM By3 Ta cnemaui- 
3aimo; 

5) neper/urny™ ni4X04M 14040 MeT04MK BMKua4aHHa y BMixmx HaBuaubHMx 
3aKaa4ax, ockLibkh bohii 3ocepe4acyiOTbai He Ha po3BMTKy npaKTMUHMx HaBMKiB y 
ay4eHTiB, aid 4iMCHo 3Ha4o6AHTboi b acMTTi, a Ha BMBuem TeopeTMUHoi uacTMHM; 

6) BCTaHOBMTM BmnoBmHicTb Miac noTpe6aMM KopMCTyBaniB HaBuaubHMx no- 
cuyr Ta HaBuaubHMMM nporpaMaMM Tomo. 

Ha cboro4HiuiHiM 4enb acc>4eH 3 BMiimx HaBuaubHMx 3aicua4iB YKpaiHM He 
npe4CTaBaeHMM b pehTMHiy Kpaiimx yHiBepcMTeTiB CBmy THE World University 
Rankings am b TOTI-200, aHi b TOn-400, mo CBmuMTb npo He40CTaTHiM piBeHb mo- 
6aubHoi KOHKypeHTocnpoMoacHocTi yKpamcbKMx By3iB. 4ane 40di4aceHHa po3pa- 
xoByeTbca 3a MeT04MKoio 6pMTaHCbKoro BM4aHHa Times Higher Education (THE) 
3a yuacTio Thomson Reuters [7]. 

3po3yMMO, mo npoiiec po3BMTKy 6y4b-aKo'i rauy3i YKpaiHM b nepmy uepry 
noBMHeH 6a3yBaTMC a Ha 4epacaBHiM nmTpMMqi. Tax i ctbh ocbItm 3aueacMTb Bi4 (J)i- 
HaHCOBoi ni4TpMMKM 3 6oKy 4epacaBM. npoBi4Hi KpaiHM CBiTy HeyxMUbHo 36Libmy- 
iOTb BMTpaTM Ha ocBiTy. KouMinmM npe3M4eHT CIIIA P. PeiiraH, noacmorouM TaKy 
nouiTMKy, Ka3aB: «Mm 4aeM0 daraTo rpomeii yHiBepcMTeTaM He TOMy, mo darari, 
aue mm 6arari TOMy, mo 4aeMo rpomi ymBepcMTeTaM» [1], 

Bi4noBi4Ho 40 pecJiopMM BMmoi ocbItm b YKpaim 40 2020 poKy KiHijeBoio Me- 
tok) CMCTeMM (jimaHcyBaHmi BMmoi ocbItm YKpaiHM e ni 4 BMmeHHa ecJieKTMBHOCTi 
4epacaBHMx BMTpaT Ha BMiuy ocBipy 6e3 cyTTeBoro 36LibmeHHa ix uacTKM b kohco- 
ui40BaH0My 6i04aceTi 4epacaBM 3 Meroio 3a6e3neueHHa noTpe6 cycniubCTBa Ta eKo- 
homIkm y (^axiBiiax 3 BMmoio oCBiToio i rapaHTOBaHoro Ha4aHHa ocodaM, 343 thmm 
34o6yBaTM BMmy ocBiTy, aidcHoi ocbItm. Ha 3aMiHy CMCTeMi 4epacaBHoro 3aMOBueH- 
Ha MaiOTb npMMTM iHmi cyuacHi (JiopMM c[)iHaHcyBaHHa BMmoi ocbItm [3]. O 4HMM i3 
motkumbmx BapiaHTiB BMpimeHHa 4aHoro nMTaHHa Moace 6yTM 3anpoBa4aceHmi b 
CMCT eMy BMmoi ocBiTM nporpaM nmroTOBKM (JiaxiBijiB y ccjsepi 4epacaBHo-npMBaT- 
hoto napTHepcTBa (/inn) aK 04 hoto 3 kuiouobmx MexaHi3MiB peaui3am'i nouiTMKM 
M04epHi3ai(ii ckohomIkm YKpaiHM, BMpimeHHa BaaoiMBMx ccmiaubHo-eKOHOMiqHMx 
npodueM. 

3aKOH YKpaiHM «npo 4epacaBHo-npMBaTHe napTHepcTBO» Ha4ae TaKe BM3Ha- 
ueHHa TepMiHy: «4epacaBHo-npMBaTHe napTHepcTBo — cniBpo6iTHML(TBo Miac 4ep- 
acaBoio, TepMTopiaubHMMM rpoMa4aMM b ocodi Bi4noBi4HMx 4epacaBHMx opraHiB Ta 
opramB MicLteBoro caMOBpa4yBaHHa (4epacaBHMMM napraepaMM) Ta K)pm4muhmmm 
ocodaMM, KpiM 4epacaBHMx Ta KOMyHaubHMx nmnpMeMCTB, a6o (Jhsmuhmmm oco- 
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6aMM — ni4npM6ML(iiMM (npMBaTHMMM napraepaMM), mo 34iMCHioeTbca Ha ochobI 
4oroBopy» [2], 

iHCTMTyTOM 4epxaBHo-npMBaTHoro napraepcTBa nepe46aHaeTbca CTBopeHHa 
i miipoKe BMKopHCTaHHa Mexam3MiB sa^iyHeHHa npriBaTHoro KaniTa^ty 40 iHBecry- 
BaHHii b ra^ty3i, mo Tpa4MqiiiHo cjiiHaHcyiOTbca 3 4epxaBHoro 6i04xeTy. Hmobhm- 
MM HMHHMKaMM napTHepCTBa 4ep*;aBM 3 npMBaTHMMM iHBeCTOpaMM e He34aTHiCTb 
3a40BO^LbHMTM 3pOCTaiOHi nOTpe6M B iHBeCTMLtmX TMbKM 3a paXyHOK 4ep5KaBHOTO 
6i04xeTy Ta HM3bKa etJreKTMBHicrb Bicia4eHb BM4ineHMx 4epxaBHMx KomriB. 

OCHOBHOK) MeTOK) BnpOBa4XeHHa 4nn e P03BMT0K iHtjipaCTpyKTypM, ni4BM- 
iqeHHa 40CTynH0CTi Ta aKocri nociyr, mo Ha4aiOTbca. 3a6e3neHyiOHM napraep- 
ctbo, 6i3Hec bhocmtb y ccjiepy rpoMa4CBKMx nociyr cboi MaTepia^tbm Ta (jimaHCOBi 
pecypcM, 3'e4HyiOHM ix 3 pecypcaMM 4epxaBM. KpiM toto, ^nn 403B0iiae 3a^yHa- 
tm 40 ynpaB^iHHJi 06'eKTaMM 4epxaBHoi ctJrepM 40CBi4neHMx (JiaxiBqiB 3i ojiepn 
6i3Hecy [6]. CbItoemm 40CBi4 04H03HaHH0 CBmnMTb, mo BMma ocBiTa i Hayxa aK cne- 
qia^ti30BaHi rMy3i 4bMbHocri 6e3 B3aeMHoi iHTerpaqii Ta TicHoi B3aeM04ii Mix co- 
6010, a TaKox 3 npMBaTHMM ceKTopoM eKOHOMiKM BTpanaiOTb 4ie34aTHicTb i CTaiOTb 
MeHIII K0HKypeHT034aTHMMM [5]. 

Ha Bi4MiHy Bi4 KpaiH 6Bpocoi03y, b YKpaiHi ceKTop 4epxaBHo-npMBaTHoro 
napTHepCTBa 3Haxo4MTbca Ha nonaTKOBin CTa4ii po3BMTKy. Tax, 4epxaBHMMM Ta 
KOMyHa^tbHMMM opraHaMM B^ta4M po3po6yieHi nporpaMM po3BMTKy 4nn Ta ctbo- 
pem 6a3M iHBecraqiMHMx npoeKTiB, mo nponoHyeTbca peaiU3yBaTM Ha 3aca4ax 
napTHepCTBa. Are npnicra4n ycniuiHoro 3anpoBa4xeHHa nporpaM ,4nn Ha 4a- 

HMM Mac H3BeCTM HeMOXiLMBO. 

3pocTaiOHMM iHTepec 40 4epxaBHo-npMBaTHoro napTHepCTBa b YKpaiHi o6y- 
MOByiioe Heo6xi4HicTb nmroTOBKM (JiaxiBqiB Bi4noBi4Hoi KBa^itJiiKaqii. B yKpaiH- 
CbBdii CMCTeMi Bniqoi ocBira Ha Cboro4HiiiiHin 4eHb He 34incHioeTbca nmroTOBKa 
cneqiaaicriB 3 4epxaBHo-npMBaTHoro napraepcTBa, Bmcyrai ocBiTHi nporpaMM 
mo40 Ha4aHHa nociyr 3 aidcHoi nmroTOBKM BMCOKOKBa^ti(J)iKOBaHMX Ka4piB Bi4no- 
Bi4Hoi cneqia^ii3aqii. 

AKTya^tbHicTb BnpoBa4xeHHa b yKpaiHCbKMM ocBiTHin npoqec nporpaM 3 
nmroTOBKM (JiaxiBqiB y ctjiepi 4epxaBHo-npnBaTHoro napraepcTBa o6yMOBiieHa 
HacaMnepe4 tmmm noTeHqinHMMM MOx^MBocraMM nmBniqeHHa ecjreKTMBHocri 
(JryHKqioHyBaHHJi eKOHOMiKM KpaiHM, aid Hece b co6i B3aeM04ia 6i3Hecy Ta 4epxa- 

BM. 

KiabKicTb Ta micTb npoeKTiB 4nn, yicaa4eHMx b YKpaiHi, He 4aiOTb ni4CTaB 
KOHCTaTyBaTM noBHOMacuiTa6He BnpoBa4xeHHa no4i6Horo napTHepCTBa Ha npaK- 
raqi. 

Bo4Honac b YKpaiHi (JiopMyeTbca ra^iy3b 3HaHb i KOMneTeHqin, noB'a3aHnx i3 
pea^baqieio npoeKTiB Ha ochobI 3acrocyBaHHa MexaHi3My qepxaBHo-npMBaTHoro 
napTHepcTBy. 3apo4xeHHa pMHKy npoeKTiB /inn, mo xapaKTepM3yiOTbca pi3HO- 
MaHiTTaM ix (JiopM Ta BMqiB, 3HaqHOK> CKnaqmcTio ix n^iaHyBaHHa i pea^ii3aqii, npn- 
3B04MTB 40 3aqiKaB^ieH0CTi noTeHqinHnx po6oT04aBqiB y nmroTOBqi cneqia^icTiB 
BKa3aHOTO npOtJlMIO, Ha6yTTi HMMM MM60KMX TeOpeTMHHMX Ta npaKTMHHMX 3HaHb 
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y o|)epi 4nn Ta Heo6xi4HOCTi 34incHeHH>i 3axc>4iB iHtjiopMaqinHoro n ocBiTHboro 
xapaKTepy 14040 npocyBaHHfl 4ep>KaBHo-npMBaTHoro napTHepcTBa Ha Bcix piBHax. 

BMi4eHaBe4eHi hmhhmkm CBi4HaTb npo Heo6xi4HicTb (jiopMyBaHHJi TaKoi cnc- 
TeMM B3aeM0Bi4H0CMH 4ep>KaBM Ta 6i3Hecy, 3a moi 4oc>iraiiacb 6 m HaMBMiqa etjieK- 
TMBHicTb 'ix cniBnpaqi Ha KopncTb cycnMbCTBa b qinoMy Ta (JiopMyBaHHa neBHoi 
iqeo^orii coqia^BHoi BiqnoBiqa^ibHocTi ynacHMKiB 4nn. DqoMy cnpnuTMMe 3anpo- 
Ba4)KeHHJi b ocBiTHin npoqec 3ara^ibHMx Ta cneqiaabHnx nporpaM 3 npo6^eMaTMKM 
4ep>KaBHo-npMBaTHoro napTHepcTBa 14040 ni4roTOBKM ciy>K6oBqiB 4ep>KaBHMx Ta 
Mic4eBMx opramB B^aqn, npaqiBHMKiB 6i3Hec-CTpyKTyp, 140 6epyrb ynacrb y pea- 
^baqii nporpaM cniBpo6iTHM4TBa Ta napTHepcTBa. Taico>K yBary caiq npM4LiMTM 
opram3aqinHOMy Ta 3MicTOBHOMy 3a6e3neneHHio HayKOBO-qociiqHnqbKoi po6oTM 
3 npo6iieMaTMKn 3anpoBa4>KeHHn ^nn. 

3anpoBa4)KeHH>i b yxpaiHCbKMn ocBiTHin npocrip nporpaM 3 ni4roTOBKM c|)a- 
xiB4iB y ctjiepi ,/jnn e 04HMM i3 HanpuMiB BiciiOHeHHii cmctcmm BMiqoi ocBira b 
GB ponencbKMM npocTip BMiqoi ocbItm, a t 3 ko>k iHHOBaqiiiHoi nepe6y40BM ckoho- 

MiKM YKpaiHM. 

YnacTb BM 14 MX HaBqa^ibHMx 3 aKM 4 iB YKpaiHM b npo 4 eci tjiopMyBaHHJi Ta pe- 
a^baqii npoeKTiB Ha 3aca4ax /jUTI 403B0iiMTb BMKopncTaTM ix noTeHqian, penyra- 
4 iio, ocBiTHi MeT 04 MKn, npaKTMHHMM 40 CBi 4 no po3BMTKy napTHepcTBa 4 epacaBM 
Ta 6i3Hecy, Ha ochobI noro 34iMCHMTM BMnycK BMCOKOKBa^iitjiiKOBaHnx cneqia^iicTiB 
b ctjiepi pea^baqii npoeicriB ,/jnn, 140 3aTpe6yBaHi Ha pnHKy npa 4 i. 

4,ASI ni4TOTOBKM tjiaxiBqiB 3 ^nn Heo6xi4HO CTBOpeHHH HOBMX, pa4MKa^lbHO 
petjiopMOBaHMx HaBnaiibHMx nnamB Ta nporpaM, HaqLieHMx Ha noMM6^ieHH>i i niq- 
BMiqeHHn nKOcri tjiaxoBoi ocbItm Ta 3acrocyBaHHa Ha6yrax 3HaHb Ha npaKTMqi. 

n P M po3po64i nporpaM 14040 ni4roTOBKM tjiaxiBqiB 3 ,/jnn ciiq BMpiniMTM 
Taxi 3aB4aHHn: 

■ npoBecTM y3ara^ibHeHHH cbItoboto Ta eBponencbRoro 40 CBi 4 y BMKopricraH- 
hh 4ep)KaBHo-npMBaTHoro napTHepcTBa y rocnoqapcbKiii npaKTM4i, BM3HanMTM 
moto TeH4eH4ii Ta 3aKOHOMipHocri po3BMTKy; 

■ po3po6nTM MeT040^ioriqHy 6a3y 14040 ni4roTOBKM cneqia^icriB, KOHcy^ib- 
TaHTiB Ta 6i3Hec-iHCTpyKTopiB y ctjiepi 3anpoBa4>KeHHH npoeKTiB ,41311; 

■ po3po6nTM My^ibTM4MC4MrLiiHapHi niqxoqn 40 HaBnaHHH cneqia^icTiB 3 

4nn ; 

■ 3anpoBa4MTM y HaBna^ibHMM npoqec ocBiTHi nporpaMM 3 BMBqeHHH MeToqo- 
iiorii hobmx rocno4apcbKMx b^hocmh Ha ocHOBi napTHepcTBa qepxaBii Ta 6i3Hecy; 

■ po3po6MTM HaBHMbHi KypcM 14040 niqroTOBKM tjiaxiBqiB, 140 cneqia^ii3y- 
roTbcn Ha 3anpoBa4*;eHHi 4nn npn pea^ii3aqii npoeKTiB po3BMTKy iHtjipacTpyK- 
TypHMx 06'eKTiB; 

■ po3po0MTM Ta 3anpoBa4MTM nporpaMM niqBMiqeHHn KBa^itjiiKaqii npaqiB- 
hmkIb 4 ep*;aBHMx, MicqeBMx opraHiB B^aqn Ta 6i3Hec-crpyKTyp, 140 6 epyTb ynacTb 
y pea^baqii nporpaM cniBpo 6 iTHiiqTBa Ta napTHepcTBa; 

■ po3po6nm nporpaMHi npoqyicrn 14040 oqiHKM UKOcri ni4roTOBKM tjiaxiB- 
qiB y ctjiepi ^nil; 
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■ npoBecTM anpodaitiio HaBuaubHMx nporpaM umuxom odrpyHTyBaHHn npo- 
eKTiB 3anpoBa4*;eHHa 4ep>KaBHo-npiiBaTHoro napraepcTBa b ccjiepy po3BMTKy koh- 

KpCTHMX 06 'eKTiB. 

Maudymi (JiaxiBiu b ajiepi 4ep>KaBHo-npMBaTHoro napTHepcTBa MaTMMyrb 
bmcokmm piBeHb npocjieciMHoi ni4roTOBKM, MM6oKy epy4MLiiio / 3araubHy i npotjre- 
dimy KyubTypy, BMfmMyTb noe4HyBaTM (])yH4aMeHTazibHy eKOHOMiuHy nktroTOB- 
Ky 3 HayKOBoio i npaKTMUHoio, 40 Ckohmo B 0 zi 04 iTMMyTb CBoeio cneitiaubmcTio, 
noCTiwHO ni4BwmyBaTMMyTb piBeHb 3HaHb, yMiTMMyrb noe4HyBaTM cyuamy eKO- 
HOMiqHy HayKOBy mcJiopMaihio 3 po6oTaMM BiTUM3HJiHMx Ta 3apy6i)KHMx KuacMKiB 
eKOHOMiqHo’i HayKM, yMiTHMyTb Ha npaKTMih opraHi30ByBaTM nornyK 3aco6iB bm- 
pimeHHJi HayKOBo-BMpo6HMqMx nwTaHb y ccjrepi 4epiKaBHo-npMBaTHoro napraep- 

CTB3. 

Bee BMLqe cica 3 aHe 403 B 0 Asie 3 po 6 MTM bmchobok npo Heo 6 xi 4 HicTb ni 4 roTOBKM 
BMCOKOKBa^ti(J)iKOBaHHx (JraxiBijiB 3 4ep>KaBHo-npMBaTHoro napTHepcTBa, mi mo- 
*yTb npaijiOBaTM b pi3HMX rauy35ix eKOHOMiKM Harnoi KpaiHM. 
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Abstract 

The MMIA Department experience is shown through using of internet- 
technologies for scientific and educational service advance. The authors prove, 
that the necessary condition to conduct the active work in virtual environment 
is a level of internet-culture, which is observed as a motivational mechanism to 
activate HEI and its divisions work in internet-space. The experience to use MMIA 
Department SSU site while forming and strengthening its image aspects is also 
revealed. Authors of this article show the results of analysis to use effectively MMIA 
Department scientific journal site to advance its assistants' scientific achievements 
at the domestic and foreign markets. The social networks role to advance HEI 
scientific and educational service and peculiarities to use it at MMIA Department 
SSU is demonstrated in this work. The received results prove high efficiency of 
internet-technologies use to advance scientific and educational service of HEI at the 
national and foreign markets. 

Key words: internet-technologies, scientific and educational service, advance, 
internet-culture, social networks. 

I ntroduction. All universities of international standard are research and educa- 
tional, they gained acceptance, primarily as scientific centers, and their educa- 
tional programs are based on the newest scientific achievements. If native uni- 
versities (HEI) would like to save and increase their positions at the educational 
service market, they have to choose this way. One of the criteria, which define the 
positions of the modern HEI, is the informedness of the target group (prospective 
students, their parents, employers, colleagues-scientists etc.) about HEI: the level 
of lecturers' and students' scientific research results proclamation; courses and at- 
tainment level of graduates, their being in demand at the labor-market etc. [8]. The 
practice shows, that according to these criteria it is possible to get HEI high rates 
quickly and with relatively few costs by using of internet-marketing modern tech- 
nologies [6, 7]. It will give opportunity to set, keep and widen contacts with target 
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groups, strengthen competitive positions of HEI at the domestic and world scien- 
tific and educational service markets. 

Taking into account the foregoing authors set a task to investigate possibilities 
to use internet-technologies by Ukrainian HEIs for the scientific and educational 
service advance at domestic and world markets. Analysis was carried out through 
example of Sumy State University, which has third place in the rating of the classical 
universities in Ukraine. 

The analysis was conducted due to the following breakdowns: 

■ to represent the role of internet-culture as the motivate mechanism 
concerning activity promotion and HEI competitiveness growing in internet-space; 

■ to reveal the role of HEI site as the instrument to create its image; 

■ to show the possibility to use scientific magazine site for scientific service 
advance into national and foreign markets; 

■ to reveal the role of the social networks in HEI scientific and educational 
service advance and providing of communications with target groups. 

1. Internet-culture as factor to provide high competitiveness of HEI in the 
internet-space. The authors show [3], that internet-technologies use is effective only 
with internet-culture, as a motivate mechanism of HEI activity promotion in the 
internet-space. Generally authors investigate the HEI internet-culture as a complex 
of knowledge, skills, experience, believes, peculiarities of personnel behavior and 
relations, motivation of its behavior, organization of its work and management, 
which determine the character and stage of internet-technologies apprehension 
by the separate members of the group, departments, HEI in general, readiness 
and ability to use them effectively in different aspects of scientific and educational 
activity, transfer them into internet-space with aim to get economic or another 
benefit. 

The main elements of HEI internet-culture are presented in Table 1. High level 
of the internet-culture is a very important factor of HEI competitiveness, because 
the world tendencies testify, that scientific and educational activity is mostly 
transferred into the internet-space. One may use such author's approach for its 
appreciation. 



Constituents of the HEI internet-culture 



Table 1 



Personnel 


System of 
education and 
retraining 


Organization 


Motivation 


Activity trans- 
ference into the 
internet-space 


Knowledge, ex- 
perience, skills 


Incoming control, 
selection, profes- 
sional advance- 
ment, knowledge 
actualization 


Structure, rulemak- 
ing, powers 


Rational, moral 
and emotional mo- 
tives 


Separate opera- 
tions, functions, 
activity type 
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Estimation of the innovative culture separate elements should be made due to 
the scheme: Pi = 0 — element is absent; 0 < Pz <2 — forming start; 2 < Pi < 4 — minimal 
level; 4 < Pi < 6 — medium level; 6 < Pi < 8 — on the level of the best native examples; 
8 < Pi <10 — on the level of the best examples in the world. Integral appraisal of 
the organization WEB-culture in general is rationally fulfilled as average weighted 
assessment of the separate elements. There is graphic interpretation of the internet- 
culture state expert appraisal on the fig. 1 by the Marketing and Management of 
Innovative Activities Department (MMIA Department) Sumy State University 
(SSU), where authors work. 

Integral (average weighted) appraisal is 7,2, that is the best model in Ukraine. 
As the fig. 1 shows, the level of innovative culture due to some elements of MMIA 
Department corresponds to the best models in the world. 



Staff knowledge 




Distance education 



International certificates 



Electronic document flow 



and experience 
Staff training 



Department advance 



Rulemaking of sites 



Scientific investigations 
setting 



Language policy 



Educational materials setting 



Educational materials 
presentation 



on own 
investigations 



Freedom 

presentation 

Personal pages ^ , „ 

U x . \ / ' — ' \ Personal pages running 

motivation r ® e 

Work in the social networks — — Activity interpretatin 
WEB-system development 
motivation 



Communication with target 
groups 



Scientific investigations 
presentation 



Fig. 1. Appraisal of the innovative culture separate elements [3] 



2. HEI subdivision site — instrument o its image making. One of the main 
tasks of HEI and its subdivisions management is to make and increase the image. 
There are such main traditional instruments of image making [1, 2, 4, 5, 10, 13]: 
corporative culture, advertisement, PR, direct marketing, business culture etc. 

Without decreasing of their meaning, one should mention, that during the last 
20 years new powerful instruments of image, caused by internet use, additionally 
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appeared. One of such instrument is site of organization, as an internet- and WEB 
technologies product [9]. Existing practice shows, that internet technologies use 
gives great opportunities for business, evens chances for market success of big 
and small organizations, because they use relatively cheap, widely available, 
standardized instruments. Internet technologies practically provide flash cast in 
any market, possibilities to draw circle of customers, and keeping at the same time 
addressness influence on the target customers [3]. 

Taking into account foregoing, the authors investigated and approved in 
practice the possibilities of organization site as its image making and developing 
instrument. The MMIA Department SSU [12] site was chosen as an object of 
research. 

Image of MMIA Department was viewed due to some positions: 

1. Commodity image of the educational service in specialties "Marketing" and 
"Management of Innovative Activities", at SSU at MMIA Department. There is 
information on site, which characterizes: special qualities of the educational service 
i.e. the opportunities to study by the European programs (double diploma, including 
semester, practice or training in the European HEIs), with indication of the concrete 
programs and students, who participate in them; quality of the educational service, 
that is higher than competitors have, and is confirmed with students' wins on the 
state subject contests, on the national and international contest of students' research 
papers; excellent peculiarity of training just at MMIA Department SSU i.e. profound 
knowledge in internet-marketing, that is testified by employment of graduates 
in this profession at native and international companies; high status of product 
consumers (employers) among which there are famous companies in the world; 
associations of educational service image, given by the famous Ukrainian people — 
MMIA Department assistants, authors of textbooks by which all Ukrainian HEIs 
are studied etc. 

2. External image of MMIA Department. It is created through representing of 
different department activity aspects on site: scientific, educational, training and 
additional training of lecturers etc. These aspects are shown in news, representation 
of the department structural subdivisions (center of marketing research, scientific 
students circle, printing and publications center, center of the intellectual 
development and so on), specialties, scientific and social projects, lecturers' and 
students' characteristics and achievements, partnership with other HEIs, enterprises 
and establishments etc. 

3. Internal image of MMIA Department. It is regarded from the assistants' 
points of view (lecturers and educational-subsidiary staff), and also students and 
characterizes corporative culture profitableness, prestigiousness of work and study 
at the department, opportunities of the career progress etc. 

Internal image of the department is formed personally by assistants through 
their personal pages running on site. One part of the content is standardized 
(scientific degree, occupation, scientific interests, publications etc), another part is 
given at their discretion (personal scientific and other achievements, information 
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for students, hyperlinks on educational and methodic materials etc). Besides, 
administrators present different aspects of staff activity, that influences the image, 
in news and different parts of site: training abroad, issue of monographs and text- 
books, grants, scientific advising by students — winners of scientific contests and 
thematic olympiad. The internal image for students is formed through information 
about their employment, wins in scientific research contests and in thematic 
olympiad, training abroad, study by the double diploma and including semester 
programs abroad, participation in the scientific circles, amateur talent groups etc. 

1. Staff image (external and internal) of Department lecturers, assistants 
and postgraduates. It is created through information on site: about professional 
competence (scientific degrees, prestigious grants and awards, certificates, holding 
of teaching and practical work in business etc); culturological aspects of lecturers' 
activity (communicational culture, creativity, particularly, musical, artistic, literature 
etc, participation in the cultural programs and projects of HEI, city, region, country); 
social and demographic and physical data; personal visual image. 

2. Visual image of Department. There are such instruments in order to form 
it: site corporate identity and representing of its content; representing of the 
department distinguishing features, particularly: internet-marketing learning 
and use of marketing in social networks, business-analytics; annual international 
scientific and practical conferences; issue of the scientific journal, that is included 
into many international scientometrical bases; annual dedication in marketing 
specialist and innovators; anthem and flag of the department; project oriented 
organizational structure of the department etc. 

3. Social image of Department. It is made by informational messages on site about 
social aspects of the department activity: competitions for schoolchildren "Find 
yourself in marketing"; celebration of Marketing Specialist's and Innovator's Day 
(department graduates Masters in 2 specialties — "Marketing" and "Management 
of Innovative Activities") inviting representatives from public organizations, 
public informing by mass media etc; students' and lecturers' participation in social 
projects and programs of the local, regional, national and international levels etc; 
department students' sport achievements of the highest level (European and world 
winners and prize-men). 

4. Business-image of Department. It is formed through representing of 
information concerning business and fiscal agreements, fulfilled by the department; 
international projects, particularly, by Tempus program; citation indexes of 
lecturers', assistants', graduates' scientific works; lecturers' membership in the 
national professional associations; growth of amount and extend of the department 
scientific and practical conferences participants' geography; extend of domestic and 
international authors geography, who publish their works in the scientific journal 
"Marketing and Management of Innovations", increase of scientometrical bases 
amount and geography where it is included; educational and scientific issues of 
department assistants; partnership with Ukrainian and foreign HEIs etc. 
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The efficiency of the above mentioned actions concerning image making 
confirms, that MMIA Department SSU is on leading places in the popular searching 
systems demanding «Ka(|)e4pa MapKeTMHiy» (in Ukrainian, because main consumers 
of educational service, given by department, are from Ukraine): in Google it is on 
the first place; in Yandex — on the second. Instruments of Google Analytics testify 
that site visitors are inhabitants mostly from European, Asia, and North America 
countries, however main part of visitors is from Ukraine. 

3. Advance of the HEI scientific achievements with the journal site help. One 
of the effective means to advance scientific achievements (scientific knowledge) of 
the HEI staff is scientific issue, especially scientific periodical journals. Published 
there scientific and applied investigations may be the grounds for the further 
research, they also may be introduced in the enterprise practice activity. The efficient 
instrument to form and extend the audience of scientific journal, practically quick 
and with minimal costs of coming out into any country in the world, providing of 
communication individualization with readers and authors is its site in the internet. 

Taking it into account authors conducted the analysis of the site communicative 
effectiveness concerning journal "Marketing and Management o Innovative 
Activities" [11], edited by MMIA Department SSU since 2010. Google Analytics 
instruments were used for the analysis. 

1. The analysis of site visitors geography showed, that they presented most 
world countries on all continents (except Antarctica). The main part of the audience 
is Ukrainian-speaking visitors (72, 24%), then are English-speaking (14,41%), and 
after them — Russian-speaking (7,99%) visitors. The information is given for 
December 31, 2013. Moreover, English-speaking visitors' part was increased 3 times 
since site appearance (2011), mainly, owing to Ukrainian-speaking ones. It means 
that foreign visitors show their interest for journal more. 

2. The sex structural visitors analysis showed, that 54,15% were men, and 
45,85% women. The main comparative part of journal site visitors (33,5%) includes 
people 25-34 years old (undergraduates, young scientists and practitioners), then 
(28%) persons 35-54 years old (scientists, businessmen, practitioners), after them 
(27,5%) persons 18-24 years old (students and graduates of the first year). Thus, age 
and sex structure of visitors corresponds to the most active part of scientists and 
practitioners in innovative management and marketing of inovations. 

3. The analysis of visiting dynamic shows, that there are constant site visitors. 
It is confirmed by growth of the visitors, who visit site from a few score (one or 
three times per week) to a few hundreds (1-2 times per day) times per year, and also 
by growth of time, during which visitors are on site: from 1-3 to 30 minutes. The 
whole quantity of unique visitors was stabilized with approximately 14 thousand 
visitors per year. 

4. The analysis of traffic sources shows, that journal site is available from the 
popular searching systems (Google, Yandex), reforming and indexing bases in 
which the journal is included (DOAJ, Scholar Google and other), National Library 
of Ukraine site, SSU repository etc. It argues that policy of the journal entrance to 
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the reforming and indexing bases is right, and the structure of journal site and its 
content is rational. 

5. Research of the specific concerning journal search visitors' queries 
demonstrates, that they relate to the theme of its chapters and separate articles, 
titles of some articles, authors' surnames etc. Analysis of navigation statistics on 
site testifies that visitors are interested in journal articles archives; therefore the 
difference in the amount of separate numbers review doesn't exceed 25%. The 
visitors are also interested in sections, which concern requirements for article, news 
appearance on the main page of the site. Thus, the journal site is interesting both 
for readers and authors' of the articles. As for the language, the Ukraine-speaking 
version is the most popular on site, then it is English-speaking, and after that — 
Russian-speaking. 

6. To estimate the productivity of journal site use in order to advance SSU 
scientists' studies in marketing of innovations and innovative management, there 
were used official data from international reforming and indexing bases. Google 
Scholar instruments for December 31, 2013 showed 396 references on journal 
articles. Girsh index — 7, ten year's level Girsh level 3. 

According to IndexCopernicus Journals Master List (Poland) data journal has 
index 6,43 in 2012. It is the sixth place among all Ukrainian journals, indexed in 
this base. The journal is also indexed and reviewed in the following bases: DOAJ; 
Ulrichsweb; Research Bible; Academic Journals Database and others. Its articles are 
presented on site of the National library of Ukraine and SSU repository. 

Dozens of thousands reviews and downloads of its articles both on journal site 
and on reforming and indexing bases sites testify its popularity. 

4. The role of the social networks in HEIs scientific and educational service 
advance. Taking into account the growing popularity of the social networks, 
especially among youth, MMIA Department created groups in networks VKontakte 
(3 groups), Facebook (1 group), Odnoklasniki (1 group) etc. There is intensive 
exchange of the actual information in them; users may very often come to MMIA 
Department site and to Journal "Marketing and Management of Innovative 
Activities" from them. 

The audience is different in the social networks. In the network Vkontakte 
mainly young people till 25 years old communicate (schoolchildren, students, and 
graduates). One of the groups VKontakte is oriented for schoolchildren — future 
students. Its number includes 4 thousand people. Taking into consideration, that 
annual number of school-leavers is 12 thousand persons in Sumy region, this 
group involves practically all schoolchildren, interested in specialties of MMIA 
Department. The second group is oriented on the participants of the regional 
contest for schoolchildren "Find yourself in marketing", held by department each 
year. It consists of more than 2 thousand members and is used for making popular 
the specialty "Marketing". The third group (over 1500 people) is for Sumy region 
and Ukrainian HEIs post-graduates, who have Bachelor degree of any profession 
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and is used to popularize Master specialty "Management of Innovative Activities" 
which they may choose while entering the university. 

The group in Facebook is for persons elder than 25 years: post-graduates, 
students' and graduates' parents, enterprises and establishments specialists, 
businessmen, colleagues from other HEIs etc. Its role is to popularize and strengthen 
image of MMIA Department: its achievements, studies, scientific and educational 
service etc. It helps to communicate with colleagues and interested people and 
include dozens of thousands participants both from Ukraine and other countries. 

The group Odnoklasniki is created recently. Its task is to contact with 
schoolchildren's and students', post-graduates' parents. 

One should mention that administrators of site actively use SMO and SMM 
[9] who foresee site optimization in social networks, advance in social networks etc. 
You may come to some open groups of the department in social nets VKontakte and 
Facebook from site. All news, presented on the department site, simultaneously 
is shown in the social nets. Great number of the department group members (the 
biggest among all SSU departments) confirms its popularity and image. 

The viral marketing modes are used to popularize the image and events of the 
department in the social networks. 



Conclusions 

1. The MMIA Department experience is shown through using of internet- 
technologies for scientific and educational service advance. It is shown that their 
use allows to advance this service rapidly and with few costs at the domestic and 
foreign markets, involve the most distant target groups, provide communication 
addressness with their representatives. 

2. The authors prove, that the necessary condition to conduct the active 
work in virtual environment is a level of internet-culture, which is observed as a 
motivational mechanism to activate HEI and its divisions work in internet-space. 
Also they suggested author's approach to determine the HEI concept and structures 
of the internet-culture, investigated methodic grounds to estimate its levels, carried 
out their approbation on the example of MMIA Department SSU. 

3. The peculiarities of HEI site use as instrument for its image making is also 
presented in the article. The experience to use MMIA Department SSU site while 
forming and strengthening its image aspects is also revealed. 

4. Authors of this article show the results of analysis to use effectively MMIA 
Department scientific journal site to advance its assistants' scientific achievements 
at the domestic and foreign markets. 

5. The social networks role to advance HEI scientific and educational service 
and peculiarities to use it at MMIA Department SSU is demonstrated in this work. 

The received results prove high efficiency of internet-technologies use 
to advance scientific and educational service of HEI at the national and foreign 
markets. Further investigations have to be oriented on the development of 
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methodic approaches to the cost estimate of internet-technologies communicative 
effectiveness in the HEI scientific and educational work. 
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Abstract 

The aim of the article consists in research of maintenance of marketing of 
services and processes of his development in Ukraine. It is analyzed the becoming 
stages and structure of market of services in Ukraine. Basic progress trends and 
factors of influence are investigational on the market of services. Activity of 
enterprises of service business and volume of the realized services are reflected. 
The dynamics of production of commodities and services volumes is analyzed. The 
pattern of trade by services is considered, basic countries-partners are certain in an 
export and import of services. 

Key words: services marketing, service sector, service, export, import. 

Anomayb i 

MeTa CTaTTi noaarae y 40 cai 4 >KeHHi 3Micry MapKeTiimy nocayr Ta npoiteciB 
boro po3BMTKy b yKpaim. ITpoaHazLi30BaHo eTann CTaHOBaeHHJi Ta crpyKTypa puH- 
Ky nocayr b YKpaiHi. 4ocai4>KeHO ochobhI TeH4eHL(ii po3BMTKy Ta umhhmkm Bnan- 
By Ha priHOK nocayr. BncBiTaeHO 4hiabHicTb n^npweMCTB cc^epn nocayr Ta o6oir 
peaai30BaHHx nocayr. TIpoaHaai30BaHO 4MHaMiKy ohoiriB BnpohHrmTBa TOBapiB Ta 
nocayr. Po3rAsiHyTO CTpyKTypy 30BHimHbo'i TopriBai nocayraMH, BM3Hauem ocho- 
BHi KpaiHM-napTHepH b eKcnopri Ta iMnopri nocayr. 

KAKHoei CAoea: MapKeTMHr nocayr, ajlepa nocayr, nocayra, eKcnopT, iMnopT. 

04Hieio 3 HaMBa^KaMBimux TeH4eHLun cynacHoro eKOHOMiuHoro po3BHTKy e 
CTpiMKe 3pocTaHH3 Ta po3innpeHH>i cc^epn nocayr. TIouMHaiOHM 3 cepe4MHM XX ct. 
y haraTbox po3BMHymx Kpamax CBiTy cnocTepiraBOi ctImkhm cna4 TeMniB 3pocraH- 
H3 B Tpa4MLliMHXTX raay35IX npOMMCaOBOTO BMpo6HMLlTBa. Ix Micije CTaan 3aMMaTM 
nncaeHHi ni4npneMCTBa cc^epn nocayr. C(})epa nocayr y cynacHnx yMOBax Bi4irpae 
Ba)KaHBy poab ak Ha MaKpopiBHi, (})opMyionn 6iabme 60 % BBIT haraTbox KpaiH, 
TaK i Ha MiKpopiBHi, nepeTBopioionH npoMMcaoBMX BnpohHMKiB y npoBafhtepiB no- 
cayr. Y 60-x poKax XX ct. nounHae po3BHBaTnoi HOBa C(})epa MapKeraHiy — Map- 
KeTMHT nocayr, nx.m xapaKTepn3yeTbOi opnriHaabHicTio nora^iB Ha opraHUaihio 
MapKeTMHiy Ha nyqrpneMCTBi Ta iHTerpoBaHicTio ni4X04iB 40 ynpaBaimm ni4npH- 
cmctb cc^epn nocayr [1]. CaMe y ijeh nac b^ommmm n^npMeMnaMH Ta BneHMMn, a 
caMe: Kpicro^epoM TlaBaoKOM, EBepTOM TyMMeccoHOM, KpicriaHOM TpoHpycoM, 
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TeoqopoM vleBiTTOM, CtIbchom Bapro 6y am CMCTeMaTM30BaHi ycnixw npoBiqHnx 
o6ciyroByio i iMX (J)ipM, BMqLiem norapM oco6anBOCTi nociyrM hk TOBapy: 

■ HeMaTepiaaBHicTt; 

■ 3MiHa mocri, to 6 to Bi4cyTHicTb CTa6iabH0CTi; 

■ HeBi 40 KpeMaemcTb Bi4 nocTanaabHnKa; 

■ HeMO*anBicTb 36epiraHHH Ta HaKonnqeHHH. 

CnocKMBa 1 ! He Mae 3Mora oqiHMTM nociyiy 3a34aaeri4b, BiH anrne opieH- 
TyeTbd Ha BaacHi oniKyBaHHH. OiiKyBaHa nociyra — qe cy6'eKTMBHe yaBaeHHn 
cnoiKMBaHiB npo micHnii piBeHb MapKeTMHiy nociyr, jikL im Byqe Ha 4 aHo. Bpa- 
xoByiom qi oco6anBocTi, (|)ipMM 6y4yiOTb crpaTeriio i TaKTMKy MapKeTMHroBoi 
4mabH0CTi. Or*:e, MapKeTMHr nociyr — qe cnpuMOBaHa Ha aioacHBana Ta npn- 
6yTOK (J)ipMM qisnibHicTb, pe3yabTaTOM mo’i e 3a40BoaeHHH noTpe6 y HeMaTepi- 
aabHwx BM4ax TOBapiB a6o b KopucHOMy ecjieKTi; a nociyra — qe Byqb-aKnn 3axi4 
a6o BHT 04 a, aid Moxe 3anponoHyBaTM 04 Ha CTopoHa minin, no36aBaem TOBapHoi 
qyTaMBOCTi i npMBaacHeHHH [6]. TaKMM hmhom, ochobhmmm qiaaMH MapKeTMHiy 
nociyr e: oTpMMaHHa npn6yTKy Bi4 nociyrM i 3pocraHHH u o6oiriB peaai3aqi’i; 3a- 
40 BoaemcTb noKynqiB; 36LabiiieHHii KiabKOCTi noCTiMHMX noKynqiB; 36LibiiieHHJi 
qiHHOCTi nociyrM; noainmeHHii UKOCTi o6ciyroByBaHHH (no3MTMBHe BiqHomeHHH, 
3aiiiKaBaeHicTb i bmcokb npo4yKTMBHicTb npaqi dyac6oBqiB). 

Miac m apKeTMHroM TOBapiB i m apKeTMHroM nodyr Ta HeKOMepqiMHoio qisiab- 
HicTio icHye paq xapaKTepHMx BiqMiHHOCTeM. MapKeTMHr y ajiepi nodyr BdiOHae 
b ce6e opeH4y TOBapiB, 3MiHy a6o peMOHT TOBapiB, aKi HaaeacaTb cnoacMBanaM i 
ocoBmctI nodyra. KaacMcjHKaqia nociyr i BqoocoHaaeHHa ix o6aky — BaaciMBa 
npo6aeMa y Bcix Kpa’max CBiTy. Po3raaHeMo HaM3araabHiiiiMM ni4xi4 icaacMc[)iKaqii 
nociyr, hkmm 3anponoHyBaB KpicTocJiep TlaBaoK. FoaoBHe b qin KaaCMtJnKaqii — 
Ha koto (Ha iqo) HanpaBaem nociyrn, mm e bohm BiqqymMMM, mm Hi (pnc. 1.) 



OcHOBa KaacM<J)iKaqii noc/iyr 



Ta6Aui\si 1 



Ocnoeni kaucu nocAyz 


C(fiepa nocAyz 


1. BiAHyrm 411, cnp^MOBaHi 
Ha tLio A104MHM 


oxopoHa 34opoB'a, naca»cMpcbKMM TpaHcnopT, ca/iOHM 
KpacM i nepyKapm, cnopTiiBHi 3aioia4M, pecTopaHti i Ka(j>e 


2. BiAHyrai 411, cnp^MOBam 
Ha TOBapn Ta iHHii (j)i3MHHi 06'eiera 


BaHTa>KHMM TpaHcnopT, peMOHT i yrpMMaHHa ycraTKyBaHHa, 
oxopoHa, niATpMMaHH^ hmctotm i nop^AKy, npaTbui, 
xiMHMCTKM, BeTepMHapHi nocayra 


3. HeBiAnymi 411, cnpaMOBam 

Ha BiAHyTHiCTb YH04MHM 


ocBiia, paAio, Te^ieBbiMHe BimaHHa, 
iH(J)opMauiiHHi nocayra, Teaipn, My3ei 


4. HeBiAnyrai 411 3 HeBiAHyTHMMM aKTMBaMM 


6aHKM, fopMAMTui i KOHcyTbTau;iMHi nodyrn 



C>4Hieio 3 HanGLibin nepe 40 Bnx KpaiH CBiry 3 nepe 40 Boio eKOHOMiKOio no- 
ciyr e CIIIA. Y qin Kpami 6Lia 73 % po6onMx Micqb npnnaqae Ha creepy nociyr. 
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4,0 ajrepn nociyr mockim Bi4Hecm 4ep;KaBHHH ceKTop 3 4noHHMH cy4aMH, 6ip)Ka- 
Mii, TiiKapHaMM, dy*6aMM Miami! i BincbKOBoi cnpaBM, oma4HMMM i Kpe4MTHMMM 
6aHKaMM, noniToio, iiiKoaaMH i npnBaTHnn HeKOMepqiwHMM ceKTop 3 My 3 ejiMH, 
ijepKBaMH, K 07 te 4 >KaMM, (})0H4aMH i ^tiKapBMMM. Ck)4m b^hooitboi nodyrn aBia- 
KOMnamn, 6aHKiB KOMepqiwHMx CTpyKTyp, CTpaxoBiix KOMnamn, roTeaiB, ropn- 
4 IWHHX i KOHCyabTaTMBHMX (J)ipM, KiHO(J)ipM i T. 4. 

AHaaisytonn po3bmtok ctftepn nociyr 3 nepexo40M 40 pnHKOBoi eKOHOMiKM, 
M0>KH3 Bi43HaqilTM, mo BM3HaHaabHMMM HMHHMKaMM e HayKOBo-TexmqHa peBoaio- 
qbi Ta CTpyKTypHo-TexHOAoriqHa nepe6y40Ba MaTepiaabHoro Bnpo6HHqTBa. Tax, 
HayKOBo-TexHiqHa peBoaioqbi CTMMyaiOBaaa Bwxi4 Ha piiHOK mnpoKoro cneKTpa 
hobmx nociyr, noB3i3aHHx 3 iHcjropMaLUMHMMM TexHoaorbiMn, KOMn'iOTepMsaqieio, 
hobmmm cnoco6aMM KOMymKamn. 3aHena4 npoMMdOBOCTi y Kpaim cnpnqnHMB 
3HaHHe CKoponeHHJi npaqiBHHKiB, no>iBy Ha ppiHKy BeanKoi rmbkoctI BncoKonpo- 
(JreciMHHx 6e3po6iTHnx (JraxiBqiB, aid 3a HeBwcoKMx KaniTaaoBKaaqeHb Ta 6ap'epiB 
BX04y, nonaan po3BMBara creepy nociyr. V TaKMM cnoci6 Bi46yaod nepeTiKaHHa 
npaqroKraix i3 BMpodHiraoi ctjrepn y ctjiepy nociyr. TaKO>K hk npnqnHM, iqo noac- 
HIOIOTb IHBM4KMM p03BMT0K C(j)epM nOdyT, MOCKHa BH4L1HTM TaKi, UK! aBT0MaTM3a- 
qia CMbCbKoro rocno4apcTBa, iqo cnpnae BMBiabHeHHio po6onoi cnan qaa ceKTopa 
nociyr; 3pocTaHHa 40xo4iB Ha 4yiny HaceaeHHa; po3innpeHHa MiacHapoqHoi Top- 
riBai; po3mnpeHHa cneKTpa nociyr, iqo cynpoBoqacyiOTb Bnpo6HnqTBo [2]. 

Cboroqm Mo>KHa CTBep4>KyBaTM, mo piiHOK nociyr YKpaiHH qnHaMinHo po3- 
BMBaeTboi (pnc.l.) 04H3K nocayrn, npeqcTaBaem Ha yKpamcbKOMy pnHicy, po3BM- 
BaiOTboi HepiBHOMipHo aK 3a BM4aMM eKOHOMinHoi qiaabHOCTi, Tax i 3a perioHaMM 
KpaiHM. 

4am, npeqcTaBaem Ha pnc.l, CBiqnaTb npo crinicy TeHqeHqiio 40 3pocTaHHa 
nacTKn nociyr y CTpyKTypi BBIT KpaiHM. Po3bhtok ctjrepn nociyr 3a3Hae nocTinHO- 
ro Bn^LMBy aK n03MTHBHMX, TaK i HeraTMBHMX qMHHHKiB. HeraTHBHMMM HMHHMKaMH 




1990 



2000 



2013 



pOKH 

Pmc. 1. Bupo6mv,meo moeapie ma nocAyi e YicpaiHi, % 
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e: HeBMCOKMM piBeHb KOHKypeHmi Miac nmnpneMCTBaMM ajtepn nodyr (b OKpe- 
mmx TaAy3R\, HanpnKyia4 JKKr); daGxe peaiyBaHHa ni 4 npMeMCTB ajtepn nodyr 
4epacaBHoro ceicropy eKOHOMiKM Ha MiarnBi yMOBM y cnoacMBnoMy nonnri; He 40 - 
npaniOBaHHa Ta cynepenHocri y HopMaTMBHo-npaBOBwx aKTax, mo peMaMemyiOTb 
4mAbHicTb opraHramn crJtepM nodyr Tomo. 4° ho3mtmbhmx HMHHMKiB Moama 3a- 
paxyBaTM 3HaqHe 36LibiiieHHa KLibKocri ni4npMeMCTB crJtepM nociyr; noaBy Ha Bi- 
THH3H3HOMy pMHKy iH03eMHiix KOHKypeHTiB, mo MaiOTb 40 CBi 4 opram3ami ajrepn 
nodyr y cboix Kpamax; 3MirmeHHa He4ep>KaBHoro ceKTopy eKOHOMiKM, 30KpeMa, 
Ma^toro m cepe4Hboro 6i3Hecy Tomo [3]. 

Pmhok nociyr b YKpaiHi Mae cboi ocoGaMBocri. 3 04 Horo 6 oKy, nepe 6 yBa- 
iohm Ha eiani 4 MHaMinHoro po3BMTKy, 3a pi3HOM3HiTHicTio Ta bm 4 obmm cicaa 40 M 
npe 4 CTaB^teH 0 i ajtepn nociyr BiH mmoM Hadi 4 ye npwKaa 4 po3BimeHMx Kpam. 
3 iHuioro, — HaiiMeHicTb Ha uibm 4 kmm npn 6 yT 0 K, He 40 BroTpMBdi nepcneKTMBM, 
mi 40 ijboro nacy npiiTaMaHHi nomram 6 araTbox cynaCHiix opram3amn y crjrepi 
nociyr, icTOTHo BTLiMBaiOTb Ha piBeHb aKOcri Ha 4 aHMx nociyr. 3ri4HO 3 4 aHHMH 
4ep>KK0MCTaTy y 2014 pom 06 cm nociyr, peam30BaHnx cnoaoiBanaM nmnprteM- 
CTBaMn crjtepn nociyr, craHOBHB 360,6 M.ap 4 . rpH., mo y nopiBHJiHHnx rtiHax cra- 
hobmtb 95,3% piBHH 2013p. y CTpyKTypi 3araabHoro o6caiy peam30BaHiix nociyr 
Gimme TpeTMHM (39,5%) cicia 4 ayiH nodyra TpaHcnopry, cioia 4 CbKoro rocno 4 ap- 
CTBa, noinm Ta Kyp'epcbKoi dyac 6 n, n'aTy nacnmy ofxariB (20,6%) — nodym m- 
(JtopMam'i Ta TdeKOMymKamn, 11,1% — nociym mo 40 34incHeHHa npo^eciimoi, 
HayKOBoi Ta TexHinHoi 4i5LibHOCTi, 9,6% — pi3Hi onepam'i 3 HepyxoMUM MaimoM. 
06car nodyr, peam30BaHnx HacmteHHio, CTaHOBiiB 21,9% 3aramHoro o 6 caiy pea- 
yii30BaHnx nodyr [4]. 

OCHOBHMH BnaMB Ha p03BMTOK MapKeTMHiy nOdyT 34inCHIOIOTb BnpOBa- 
4aceima y rocno4apcbKy 4bMbHicTb mrjropMamHHMx TexHOTtorin, iHTepHaqioHa^ti- 
3ama CBiTOBoro rocno4apCTBa Ta Bi4noBi4HO aKTMBi3ama MiacHapo4Hoi TopriBm 
nodyraMM. 

y 2014 pom 06cm eKcnopTy nodyr CTaHOBMB 11273,3 m^lh. aoa. CIIIA, iMnop- 
Ty — 5676,1 m^lh. 40 m (pnc. 2). 

IlopiBHaHO i3 2013 pokom eKcnopT CKopoTMBd Ha 20,8% (Ha 2959,9 m^h. 40 ^.), 
iMnopT — Bi 4 noBi 4 Ho 24,6% (Ha 1846,9 mah. 40 m). no 3 MTMBHe caAb 4 o CTaHOBMAo 
5597,2 mah. 40 A. (y 2013 p. — t3ko>k no3HTHBHe 6710,2 mah. 40 A.). Ha (JtopMyBaH- 
ha no3MTMBHoro caAb 40 Han 6 Libme BiiAHHyAn OKpeMi BM 411 nodyr: TpaHcnoprai 
(no3MTMBHe ca^tb4o 4666,7 mah. 4071 .), nodyra 3 nepepoGicn MaTepiaAbHnx pecyp- 
ciB (1262,1 mah. 40 A.), y crjrepi TdeKOMymKami, KOMn'iOTepHi Ta m(J)opMamnHi 
(1116,1 mah. 40 A.), 4 MOBi (263,6 mah. 40 A.). KoerJnmeHT noKpiirrA eKcnopTOM iM- 
nopTy CKiaB 1,99 (y 2013p. — 1,89). 3oBHimHbOToproBdbHi onepam'i nodyraMn 
npoB 04 iMMOi 3 napTHepaMH 3 218 Kpam CBny. 

CTpyKTypa yKpamcbKoro excnopTy nodyr nporaroM TpnBaAoro nacy 3aAM- 
inaeTboi Maiiace He3MiHHoio. y 2014 pom Han6Libiiii o6drn npnna4aAn Ha Tpan- 
cnopTHi nodyrn, aid 3anMaAH 53,3% Bi4 3araAbHoro o6caiy eKcnopry ( 3 a paxyHOK 
Ha4aHnx nodyr Tpy6onpoBi4Horo TpaHcnopTy, noBiTpaHoro, 3aAi3HHHHoro Ta 
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pOKH 



□ excnopT □ itinopT □ cajibtto 



Pmc. l.AuwMiKa odewie excnopmy-mnopmy nocAyz YKpaiHU 

MopcbKoro), nocayrn y ajrepi TeaeKOMymKaiui, KOMn'iOTepHi Ta iH^opMartinm — 
14,3%, nocayrn 3 nepepo6KM MaTepiaabHnx pecypciB — 11,6% Ta 4iaoBi — 11%. 
riopiBHaHo 3 2013 pokom 3MeHinnanoi o6oirn eKcnopry TpaHcnopTHMx nocayr 
Ha 1969,9 M3H. 40 a. (3a paxyHOK CKoponeHHa eKcnopTy nocayr Tpy6onpoBi4HO- 
ro TpaHcnopTy, 3aai3HnnHoro, noBiTpaHoro Ta MopcbKoro), nocayr 3 riepepo6KM 
MaTepiaaBHMx pecypciB — Ha 408,9 MaH. 40 a., 4iaoBwx — Ha 304,7 MaH. 40 a., a 
T3K02K nocayr, noB'a3aHMx 3 no4opo*:aMn, — Ha 134,4 MaH. 40 a. Ta noB'5i3aHnx 
3 (JiiHaHCOBOio 4iaabHicTio, — Ha 116 MaH. 40 a. 04HonaCHO 36iabimiBOi o6oir no- 
cayr y ccjrepi TeaeKOMyHiKaiiii, kom n , iOTepHnx Ta iH(|)opMaL(inHnx nocayr Ha 137,5 
MaH. 40 a. 

Cepe 4 Han 6 iabiiinx Kpam-napTHepiB b excnopTi nocayr Bi 46 yaooi Han 6 iab- 
me 3pocTaHHa o 6 oiriB nocayr, Ha 4 aHiix Hi 4 epaaH 4 aM, Ha 135,8 MaH. 40 a. (Marbice 
y 2 pa 3 n), TlaTBii — Ha 83,4 MaH. 40 a. (y 2,2 pa 3 n), EcTomi — Ha 50,1 MaH. 40 a. 
(Man>Ke y 2 pa 3 n), Kinpy — Ha 46,9 MaH. 40 a. (Ha 11,6%), TypicMemcraHy — Ha 26,4 
MaH. 40 a. (Ha 18%) Ta Maabri — Ha 20,2 MaH. 40 a. (Ha 23,4%). HaTOMicTb 3MeH- 
mMaiioi 0601 ™ eKcnopTy nocayr PocincbKin Oe 4 epartii Ha 1736,9 MaH. 40 a. (Ha 
33%), Eeabrii — Ha 254 MaH. 40 a. (y 4,5 pa 3 n), IIlBenLtapii — Ha 198,6 MaH. 40 a. (Ha 
19,5%), BipriHCbKMM OcTpoBaM — Ha 127,2 MaH. 40 a. (Ha 44,3%) Ta Beaman BpnTa- 
Hii — Ha 111,6 MaH. 40 a. (Ha 14,8%). EKcnopT nocayr KpamaM GBponencbKoro Co- 
i03y CTaHOBMB 3889 MaH. 40 a., a 6 o 34,5% Bi 4 3araabHoro o 6 ony eKcnopry, Ta 3MeH- 
imiBca bpahocho 2013 poKy Ha 306,7 MaH. 40 a., a 6 o 7,3%. 3oKpeMa, cepe 4 nocayr, 
Ha 4 aHHX KpamaM GC, CKopomanoi oGoirn TpaHcnopTHnx nocayr Ha 171,2 Man. 
40 a., 4 L 10 BHX — Ha 135,2 MaH. 40 a., noB'a3aHHx 3 no 4 opo:*aMH, — Ha 32,1 MaH. 
40 a., noB'a3aHMX 3 (JriHaHCOBOio 4 iaabHicno, — Ha 24,7 MaH. 40 a. HaTOMicTb 3poc- 
an 06 dm nocayr y ctjrepi TeaeKOMyHiKartii, KOMn'iOTepHHx Ta iH^opMaqinHnx 
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nociyr Ha 113,9 mjh. 40 a . Cepe 4 KpaiH GC Han 6 Libiiii 0601 ™ eKcnopTy nociyr 
Ha 4 aBaanoi HiMemnmi — 16,5% Bi 4 3araabHoro o 6 ony excnopTy nociyr KpamaM 
GC (TpaHcnopTHi, 3 nepepo6Kii MaTepiaabHwx pecypciB, y crjtepi TeTieKOMymKaiu'i, 
KOMn'iOTepHi Ta mrJtopMaiBMHi, 4 iaoBi), BeamciM EpMTami — 16,5% (TpaHcnopTHi, 
y crjtepi TeaeKOMymKaqii, KOMn'iOTepHi Ta mtJtopMaLiinHi, 4 MOBi), Kinpy —11,6% 
(TpaHcnopTHi, y crjtepi TeTieKOMymKaiui, KOMn'iOTepHi Ta mrJtopMaLiiMHi, noB'n3am 
3 rJtiHaHCOBOio 4iiLibHicTio, 4iaoBi) [4,5]. 

CTpyKTypa yKpamcbKoro iMnopTy nociyr t3ko>k 3aanmaeTboi Manure He- 
3MiHHOio nporaroM oCTaHHix poKiB. Han6Libiiiy naCTKy b 3araabHOMy o6oi3i iM- 
nopTy nociyr y 2014 pot(i ckasa^am TpaHcnopTHi nodyra — 23,7% ( 3 a paxyHOK 
04 eptKaHH>i nodyr noBiTptmoro, 3aai3HMHHoro Ta MopcbKoro TpaHcnopTy), 4 L 10 - 
Bi — 17,2%, nociym, noB'n3aHi 3 rJtiHaHCOBOio 4i5LibHicTio, — 14,1%, noB'n3aHi 3 
no 4 opo)KaMn, — 11,5%, 4 eptKaBHi Ta ypn 40 Bi — 10,3%, y crjtepi TeaeKOMymKa- 
L(ii, KOMn'iOTepHi Ta mtJtopMaiuHHi nodym — 8,8%. riopiBHHHo 3 2013 pokom 
3MeHmnaMOi 0601 ™ iMnopTy 4 L 10 BMX nodyr Ha 440,4 mih. 40 a. ( 3 a paxyHOK 
CKoponeHHa nporJteciMHHX Ta KOHcaTLTMHroBMX, nociyr), poiiTm Ta inuinx nociyr, 
noB'n3aHMx 3 BMKopiiCTaHHJiM iHTeaeKTyaabHoi BaacHocri, — Ha 410,9 mth. 4071 ., 
TpaHcnopTHHX nodyr — Ha 344,5 mtih. 4071 . ( 3 a paxyHOK CKoponeHHti nociyr 3ani3- 
hhhhoto, noBiTp^Horo, TpaHcnopTy), noB'n3aHMX 3 rJtiHaHCOBOio 4isi7ibHicTio, — Ha 
209,6 mm. 40 a., y crjtepi TeTieKOMymKaiui, KOMn'iOTepHiix Ta mrJtopMaiunHHx — 
Ha 198,1 mm. 4071 . 04HonacHo 36LibiiiiiBOi o6oir nodyr 3 nepepo6KM MaTepiaab- 
hmx pecypciB Ha 39,5 mtih. 40 a. 

Cepe 4 roaoBHMx Kpam-napTHepiB b iMnopTi nociyr B^Gyaooi Han 6 Libme 
3 pocTaHHn o 6 oiriB nodyr, 04 eptKaHMx Bi 4 Ma tlbth, Ha 85,2 mtih. 40 a. (y 25,3 pa 3 n), 
ELiopyci — 82,1 mtih. 40 a. (Ha 81,5%), IIlBeMuapii — Ha 30,3 mtih. 40 a. (Ha 9,5%), 
TypKMeHicTaHy — Ha 28,2 mtih. 4071 . (Ha 81,8%), TlaTBii — Ha 23,9 mtih. 4071 . (Ha 
38,8%), Ta CTioBaqqMHH — Ha 14,8 mtih. 4071 . (Ha 48,1%) (pnc. 3.). 

HaTOMicTb 3MeHinM7iMai 0601 ™ iMnopTy noCTtyr Bi 4 Kinpy Ha 529,1 mtih. 4071 . 
(y 2,1 pa 3 n), BeTtiiKoi BpMTaHii — Ha 374,1 mtih. 4071 . (Ha 35,3%), PociiicbKoi ®e 4 e- 
paqii — Ha 358,9 mtih. 4071 . (Ha 29,1%), HiMenmiHii — Ha 138,2 mtih. 4071 . (Ha 22,2%) 
i CIIIA — Ha 97,4 mtih. 4071 . (Ha 27%). iMnopT nociyr Bi 4 Kpam GBponencbKoro 
Coi03y CTaHOBiiB 2945,8 mtih. 407 i., a 6 o 51,9% Bi 4 3ara7ibHoro o 6 ony iMnopTy, Ta 
3MeHinHBOi b^hocho 2013 poKy Ha 1266,2 mtih. 4071 ., a 6 o 30,1%. 3oKpeMa, cepe 4 
noCTtyr, 04 eptKaHMx Bi 4 KpaiH GC, CKopoTiiTtiioi 0601 ™ ponTiTi Ta iHinnx noCTtyr, 
nOB'5I3aHMX 3 BMKOpHCTaHHtlM iHTeTieKTyaTlbHOi BTtaCHOCTi, — Ha 405,2 MTIH. 4071., 
4 L 10 BMX — Ha 315,9 mtih. 4071 ., y crjtepi TeTieKOMyrnKaiui, KOMn'iOTepHMx Ta mrjtop- 
MaijiHHHX — Ha 181,3 mtih. 4071 ., TpaHcnopTHHX — Ha 129,4 mtih. 4071 . HaTOMicTb 
3pociM 0601 ™ nocTiyr, noB'n3aHnx 3 no 4 opotKaMii, Ha 55,4 mtih. 4071 . [4]. 

Cepe 4 KpaiH GC HanGLibmi o6oira iMnopTy nocTiyr 6y7in OTpiiMaHi Bi 4 
BeTinKoi BpiiTaHii — 23,3% Bi 4 3araribHoro o6ony iMnopTy nociyr KpamaM GC 
(noB'n3am 3 rJtiHaHCOBOio 4i5LibHicTio, TpaHcnopTHi, 4inoBi, podTi Ta iHmi no- 
CTiyra, noB'n3am 3 BiiKopncraHmiM imeTieKTyaTibHoi BTtaCHOCTi), Kinpy — 16,6% 
(noB'n3am 3 no 40 potKaMM Ta 3 rJtiHaHCOBOio 4i5LibHicTio, ponTiri Ta iHmi noCTiyrn, 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



370 



Section 5. Marketing in the Markets of Goods and Services 




P® BejiHKa UlBeHuapisi HkeBHBHa Kinp QUA 

BpmaHia 



□ eKcnopT □ knopT 

Pmc. 3. Ocweni Kpaim-napmuepu e eiccnopmi ma mnopmi nocxyi, % 

noB'.a3aHi 3 BMKopMCTaHHiiM iHTeaeKTyaaBHoi BaacHocri, TpaHcnopTHi), HiMeunn- 
hm —16,4% (TpaHcnopTHi nocayra, 4iaoBi, nocayra 3 6y4iBHHL(TBa, y ctjrepi Teae- 
KOMymKaiui, KOMn'iOTepHi Ta iH<J>opMaijiHHi). PIpoTaroM 2014 poicy HanaKTiiBHime 
34iMCHiOBaaM 30BHiuiHio TopriBaio nocayraMM ni4npMeMCTBa m. KneBa, 04ecbKoi, 
,4oHeL(bKOi, ^HinponeTpoBCBKo’i, Khibcbkoi, MnKoaaiBCBKoi i TlBBiBCBKoi oGaacren. 

4^51 cyuacHoro CTaHy Ta po3BMTKy pnttKy nocayr b YKpaim xapaKTepm: 4 MHa- 
MWHMM P03BMT0K 3a HaflBHOCTi BeaMKMX pe3epBiB 14040 p03IIIMpeHH>I MOTO BM 40 B 01 
CTpyKTypM, HapomyBaHHa o 6 oiriB peaai3aihi nocayr; ecjreKTMBHe (JryHKqioHyBaHHii 
b iioro CTpyKTypi MaaMX rocno 4 apcBKMX yTBopeHB; 40 drHeHHa n^npncMCTBaMM 
KoaeKTMBHoi (jjopMir BaacHocri HaMKpamxrx noKa3HiiKiB 4 biaBH 0 CTi 3a ohoiraMM, 
BH 40 B 010 CTpyKTypoio; 3aae>KHicTB po3BHTKy Maaoro ni 4 npneMHML(TBa Ha pwHKy 
nocayr Bi 4 3araaBHwx TeH 4 eHt(iH Ta c[)iHaHCOBoi ni 4 TpnMKM 4 ep>KaBM. 
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5.2. MODERN TRENDS OF INTEGRATION 
OF MARKETING STRATEGIES AT 
VIRTUAL AND PHYSICAL MARKETS 

CYHACHI HAnPflMM IHTErPAU,li 
MAPKETHHrOBHX CTPATEriM 
HA BIPTYA/LbHOMY TA PEA/lbHOMY PHHKAX 

Shulpina N. V. 

Ulyxbnim H. B. 



UDC 658.8.001.141 
JEL M300, M310 

Summary 

Analyzed modem trends of determination of marketing strategies in the 
process of companie's adaptation to work in the real and the virtual world and the 
ways of their integration. 

Key words: marketing strategy, virtual market, phygital marketing, virtual 
strategy, integration of marketing strategies. 

Anomayb i 

B CTaTTi 40Cui4)KeH0 cyuacHi TeH4eHt(ii (JropMyBaHtui MapKeTUHroBux CTpa- 
Teriu b npoiteci a4anTaih'i KOMnamu 40 po6om y peaubHOMy Ta BipTyaubHOMy 
cepe40Bumi Ta uiarxii ixHbo'i iHTerpaih'i. 

KAwnoei CAoea: MapKeTMHroBa crpaTerbi, BipTyaubHuu pmhok, (J)i4)idTau-Map- 
KeTHHr, iHTerpaitm MapKeTUHroBux CTpaTeriu. 



H aunoTy>KHimMMM pymiMHUMH cuuaMH po3BMTKy cyuacHux 6i3Hec-M04eueu 
Ta ynpaBuiHCbKux iHCTpyMeHTiB e kom n , iOTepHi Ta TeueROMyrnKaitium 
TexHouorii; Bee aKTMBuime BhthyBaeTboi o6'e4HaHH>i BipTyaubHoi i (J)i3MUHoi 
peaubHOCTi. Aue 40 Cboro4Hi me He ccJropMOBaHo tItkmx auropuTMiB noe4HaHHH 
M0*uMB0CTeM hoboto, BipTyaubHoro, cepe40BMina 3 peaubHMM cbItom Ta 
opraHi3aitiMHMMM npoitecaMM b cepe4MHi caMoi KOMnaHii. IIpoTe, caMe 34aTHicTb 
opraHi3aitiH a4anTyBaTiioi 40 hobmx npaBuu KOHKypeHTHoi 6opoTb6u, iuzuixom 
iHTerpaiiii peaubHnx Ta BipTyaubHux MapKeTUHroBux CTpaTeriu, BM3HauaTMMe 
Hau6uu>KqHM uacoM Mauhyme Giubmocri nmnpueMHimbKux CTpyKTyp, a4>Ke 
KOHKypeHqbi b yMOBax cyuacHoi eKOHOMiKM BMMarae Bi4 6i3Hecy npucyTHOCTi m y 
BipTyaubHOMy, TaK i b peaubHOMy CBiTi. 

YKpaiHCbKi Ta iH03eMHi HayKOBih npu4LunoTb 3HauHy yBary 4ocui4)KeH- 
hk> MapKeTUHroBux CTpaTeriu b peaubHOMy cbM. IHupoKe kouo npo6ueM 3 itbo- 
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ro HanpaMy 6yyio 40J0ia4H0 po3TAaHyro b po6oTax A. ^AiTana, O. 4 (MMaT0 ‘ 
Ba, O. KeH^ioxoBa, F. KiqqpanbKoi, 4 - KpeBeHca, H. Ky4eHKo, 7 K-)K. 71 aM 6 eHa, 
F. MaK-4oHayab4a, M. MaKapoBo'i, I. MapKma, M. MapTMHeHKa, 4 *- O'UIoHHeci, 
B. Op4MHCBKoi, 4 *- Tpayia. TeopeTMHHi acneKTM npofoieM BMKopMCTaHHa Mapice- 
TMHroBMx M0)KyiMB0CTeM iHTepHeiy npoaHayii 30 BaHo b po6oiax A. AHTonoitbCbKoro, 
A. Eaxypa, I. BoBnaKa, E. 4 eKepca, 6. )KMyib40Ba, M. XaiiaTTa, 4 - ® 044 ca, FI. IHpaii- 
6epra, A. FIhobcbkoto Ta miiimx. FIpoTe o6rpyHTOBaHiix npono 3 M 4 iM 14040 y 3 ro- 
4»ceHoro BiiKopMCTaHHa BipTyayibHiix Ta peayibHMx MapKeTMHroBMx CTpaTeriM tiokm 
140 6paKye. 

MeToio CTaTTi e BM3HaneHHa Bn^triBy 3MiH y qwrJjpoBOMy cepe40BMi4i Ha (£>op- 
MyBaHHii MapKeTMHroBMx CTpaTerin Ta oco6^tMBocTeM npoqecy a4anTa4ii KOMna- 
mw 40 po6oTii y 4 box BMMipax: pea^ibHOMy Ta BipTya^ibHOMy, 3 Meraio nocwyieHHa 
IxHix KOHKypeHTHwx no 3 MqiM b Mo6aabHOMy MapKeTMHTOBOMy cepe40Biimi. 

Cb0T04Hi y Tpa4Mt(iMHMX TOprOBe^lbHMX MaM4aHHMKiB 3'aBMBCa BipTya^LbHHH 
KOHKypeHT — 64MHMM (Mo6aTbHMM) pMHKOBMM npOCTip. PloTO nOaBa CyTTEBO 3Mi- 
miAa CTMyib cnLTKyBaHH3i i MeTO4M B3aeM04i'i KOMnamw 3i cboimm icaieHTaMH. Bi4- 
nOBi4Hi 3MiHM TOpKHy^LMCil M KOpilOpaTMBHOl CTpaTeri'i KOMnaHiw. U,M(|)pOBMM CBiT 
3MiHMB cnoco6w cnLiKyBaHHa ^no4ew, o6Mmy iHtJjopMaqiEio Ta TexHO^iorii ynpaB- 
^iHHa, 3anowaTKyBaBmw npoqec iHTerpaqii BipTya^tbHwx MapKeTMHroBMx iHCTpy- 
MeHTiB y Bci Tpa4wttiwHi CKaa40Bi m apKeTWHroBoro KOMMeKcy, nepeTBopioiOHM 'ix 
Ha o6'e4HaHMw phygital-MapKeTMHr [ 4 ]. 

PaHirne o6m1h rpornew Ha TOBap MocKHa 6y^io 34iwcHMTM, ^twuie ni4 wac 3y- 
CTpiwi y Micqi, npw3HaweHOMy 4Aa TopriByii. Cboro4Hi BiH Bee wacTime i waCTime 
Bi46yBaeTboi Ha BipTya^tbHwx MaiqtaHMMKax, 140 He MaiOTb Hi wacoBwx, Hi npocTo- 
poBwx o6Me>KeHb. FIk Hacii40K 4boro, y KOMnamii i cno>KWBaniB 3 'abiiaoca He3piB- 
h3hho 6Libme M0*7LMB0CTeM 4Aa 6Libm wacTOi i tIchoi B3aeM04i'i (i owiKyBaHb Bi4 
qisi B3aeM04i'i). FIpMcyTHicTb Ha pwHKy 3HaqHo'i KMbKocri 04HaK0Bwx npo4yKTiB i 
P03BMT0K eKOHOMiKM nOOiyr 3MiHIOIOTb OCHOBHi HanpaMKM yXBa^ieHHa CnOiKMB- 

qwx pirneHb. CywacHoro cnoacwBawa 6Libiiie Typ6ye nMTaHHa 4e KynwTH, a He 140 
KynwTw. CaMe TOMy e^eKTMBHe ynpaB^iHHa CTocyHKa m w i 3 noKynqaMM (JraKTwwHo 
BM 3 Hawae no4a^ibme icHyBaHHa 6y4b-moi KOMnami. FIpoBe4eHMM aHa^b 40BiB, 140 
3 b'>I 30 K MDK CTpiMKMM 36 LlbmeHHaM KMbKOCTi BipTya^LbHMX pMHKOBMX MaM 4 aHMM- 
KiB Ta 3 pOCT 3 HH 3 [M eKOHOMiKM nOCiyT e 4BOCTOpOHHiM: BOHM >KMByl 3 ITb 04MH 04H0- 

ro, TOMy ii 40di4*;yBaTM ix Heo6xi4Ho o6ob'3I3kobo 04HowacHo. 

HoBa (JropMa opraHi 3 aqii pwHKOBoro npoCTopy 4a^ta acMira m hobmm bm- 
icawKaM, TaK i hobmm MOCK^iMBocTaM. KoMnaHii, 140 He4004iHH3i0Tb a6o nepeoqi- 
HioiOTb 3 Haqyi 4 icTb BipTya^ibHoro pwHKy, Hapa>KaiOTbca Ha cepiio 3 Hi npo6^ieMM. 
Tbime Ti KOMnaHii, 140 ycB^OM^noiOTb, 140 ycniuiHe icHyBaHHa b £4MHOMy pim- 
KOBOMy npocTopi BMMarae hobmx, tbopmmx ni4X04iB i pea^ii 3 yiOTb ix y noe4HaHHi 
3 (J)yH 4 aMeHTa^tbHMMM npMHqwnaMM noBe 4 iHKM b pmhkobmx yMOBax MaTMMyrb 
criiiKi KOHKypeHTHi no 3 M 4 ii. 

KAaCMHHMM pMHOK, 3IK B^OMO, CIOia4aeTbOI 3 TpbOX KOMnOHeHTiB: 
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■ npo4aBLtiB, mo nponoHyiOTb mocb, mo Mae neBHy mHHicTb (TOBapn, no- 
c/iyni a6o iH^opMaimo); 

■ noKynqiB, mo nponoHyiOTb HaTOMicTb mocb, mo Taitox Mae qiHHicTb (rpo- 
rni a6o mocb 3 nepepaxoBaHoro Bwme ); 

■ (Jhsmhhmx Maii4aHqMKiB (Mara3MHy, 6ipxi), 4e neprni 3ycTpiqaiOTboi 3 4py- 

TllMll. 

y 64MHOMy pMHKOBOMy npodopi noicyimi, npo4aBm i ipHHOcri, akmmm bohm 
o6MiHioiOTbC3i, 3aaMmai0TbC3i He3MiHHHMM, aae 3HMKaiOTb noH3tTT3i Micmi i qacy. 3a- 
B431KM pi3HOMaHiTHOdi iHiept^eiiciB 4431 cniaKyBaHH3i qepe3 BcecBiTHio Mepexy (I1K, 
CMapT(|)OHH, naaHnieTii) o 6 m 1 h mt-mocniMM Mo*e Bi46yBaTHC3i b 6y4b-HKMM qac 4H3i i 
Ho^i Mix /IKMbmm, mo 3Haxo43iTbC3i b pi3HMx qacTMHax 3eMHo'i Kyai i qacoBMx no3icax. 

OaKTuqHo iHTepHeT Mae Tpn piBHi BnaMBy Ha MapKeTMHroBy CTpaieriio kom- 
naHii. Ilo-nepme, ije Mo6a^tbHi, MMireBi i Ha43BMTaMHo 3pyHHi 3aco6w o6MiHy 
iH(})opMaL(ieio. Ilompyre, ije MoxaHBicTb Haaaro4>KeHH>i hobmx 4mobmx 3B'5i3KiB, 
Haaaro4xeHH>i 6Libiii ricHoi cniBnpam 3 nocTanaabHMKaMM Ta 3aMOBHMKaMM, a 
t3ko>k nepe46aHeHH>i hobmx KOHKypeHTHMx BMJoraiciB i nornyK pirneHb 4^51 (£>op- 
MyiOTboi pMHKiB TOBapiB i nocayr. HapeuiTi, ije 3MiHa caMoi npMpo4M B3aeMOBi4 - 
hocmh i (J)opMyBaHH3i hoboi, BipTyaabHoi pea^tbHocTi, mo, KpiM ycboro inuioro, 40- 

3BO^I3ie iCTOTHO 3MeHIHMTM BapTiCTb TpaHCaKL(iM. 

Bci acneKTM xmtt>i ni4Kop>noTbC3i npouecy CBi40Moro CTBopeHHH peaabHoc- 
Ti, no4i6Ho 40 Toro, m npo4yKT a6o nocayra MOxyTb 6yra npMBe4eHi y Bi4no- 
Bi4HicTb 3 HauiMMM BaacHMMM 6axaHHJiMM. riocTM04epHa mea Bce403BoaeHOCTi 
CTpMMyeTbca TiabKM yro4aMM i 40M0BaeH0CT3tMM, 40drHymMM Mix CTopoHaMM, 
mo B3aeM04ii0Tb b HOBOMy, Manxe a6cmiOTHo BMbHOMy cbM. L(mkom npMpo4Ho, 
mo Ha cboro4HiuiHiM 4eHb npMGopicaHHH mei hoboi cm^m e ioiiohobmm 3aB4aHHHM 
4ah Bcix opram3aiuM. Y Ta6 a. 1 HaBe4eHo ochobhI pymiMHi ciaaii cynacHoi enoxn Ta 
3anponoHOBaHo MOxaMBy peaiajiio 6i3Hecy Ha hmx. 



TadAuup 1 

OcHOBHi pymiiori cm/iit t p a h c 4> o p m a 14 i m h m x 
nepeTBopeHb Ta Mox/mrsa peaKi^ia 6i3Hecy 



Pytuiuni cuau 


Bidnoeidna pecncyin 


LloSaAbHi MOyKAMBOCTi 


TAoSaAbHMM nornyK 


Pa4MKaAbHi iHHOBaijii 


THynidcTb/napaAeAbHa po6oTa 


IlocTiMHe 3MaraHHa 


IIlBn^KiCTb 


Cicaa^HicTb 


KoMaH^Ha po6oTa 


4ocTynHicn> iH(])opMaijii 
Ta nepcoHaAi30Bam TexHOAOiii 


4en;eHTpaAi30BaHe yxBaAeHHA pimeHb 
Ta nepcoHaAbHa Bi4noBi4aAbHicrb 


IIoCTiMHi 3MiHM 


IIocTinHe HaBnaHHA 
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Pytuitmi cuau 


Bidnoeidna peaKyin 


Bceooi^KHa npcxjjeciMHa coiiiaAbaijLJi 


BcraHOBAeHHii Ta ni4TpnMKa TiCHMX CTOCyHKiB 3 
KOAeraMM Ta napraepaMM 



TaKMM hmhom, oneBMqHo, mo KopnopaTMBHi CTpaTerii b qLioMy, i MapKeTMH- 
roBi 30KpeMa, HeMMHyne MaiOTt 6yTM aqanreBam 40 hobmx peaAiii. Bohm MaiOTh 
6yra opieHTOBaHi Ha nepeq6aneHHH Mo6a^bHMx 3MiH y 30BHiuiHb0My cepeqoBMiqi 
KOMnami Ta cnpniiTM yxBMeHHio pimeHb, cnp^MOBamix Ha 3MiqHeHHH pmhkobmx 
no3Mqiii Ta nocryna^bHoro po3BMTKy 6i3Hecy 3a paxyHOK CMHepreTMHHoro erJreKTy 
Bi4 noe4HaHHa Bipiya^ibHoi Ta pea^ibHoi m apKeTMHTOBoi CTpaTerii. 

Oco6yiMBy yBaiy BapTO 3BepHyra Ha Micqe y qnx npoqecax ImepHeTy — imep- 
aKTMBHoro nocepe4HMKa, ockmbkm cboro4Hi caMe BiH e ictiohoboio TexHorerieio, 
mo 3a6e3nenye 6ypxyiMBe 3pocraHHH BipTya^ibHoro pmhkoboto npocTopy. 3aBq>iKM 
ImepHeTy mubmohh noKynqiB 3 ycboro CBiTy Moxyrb b 6yqb-.siKMM Mac qmi i Honi 
3BepHyTMOi b noTpi6Hy im KOMnaHiio nepe3 mLtbmohm po3noqLieHMx qn(J)poBMx 
iHTep4>eMciB, BMKopncreByiOHn 4 asi qboro nepcoHaabHi KOMn'iOTepM nn iHini 3 a- 
co 6 m KOMymKaqii. 3acrocyBaHH}i MaimiH b mocri nocepe4HMKiB Mix KOMnaHiaMM 
i ^H 04 bMM 4a^LO MOXatMBiCTb qOMOTTMOI niqBMiqeHmi e(J)eKTMBHOCTi Bi4 3pOCTaHH>I 

MacuiTa6y 6i3Hecy b ceKTopi eKOHOMiKM, jikmm 4 obtmm nac xapaKTepM3yBaBOi Hera- 
tmbhmm erJreKTOM MacuiTa6y. BpaxoByiOHM Bax^MBicTb ccJrepM nocayr b eKOHOMiqi 
pi3Hwx KpaiH CBiTy, 3HaHMMicTb qboro qoarHeHmi CTae oneBMqHoio. ELibiH toto, 
KepyiOHM Bi4H0CHHaMH 3 iciieHTaMM 3a 4onoMoroio TexHo^Loriii, KOMnami 3 ycboro 
CBiTy OTpMMyiOTb MOiyTHK) 36pOIO 4451 ni4BMmeHH>I KOHKypeHTOCnpOMOXHOCTi — 
npw TOMy, mo Cboro4Hi o6ciyroByBaHHa Bi4irpae 6Libiii BaxaiMBy po^tb, Hix 6yqb- 
koau b icTopii CBiTOBoi eKOHOMiKM. CynacHOMy cnoxnBaneBi He 4ocTaTHbo npocTo 
3H3 tm npo icHyBaHHii neBHoro TOBapy a6o nodyra, im noTpi6Ho oqimiTM pi3Hi 
BapiaHTM i 3po6MTM npaBM^lbHMM BM6ip. 

Cboro4Hi 4yxe nacre i BipTya^bHi, i TpaqMqinm MeqiaKaHa^M MaiOTb npa- 
qiOBaTM Ha qoameHmi 3ara^tbHMx qLien eqMHoi KaMnaHii Ta 4 ohocmtm 04 HaK 0 Bi 
noBiqoMaeHmi pi3HMMM cnoco6aMM. HacnpaB4i Kpame 6yre 6 (JropMyiiiOBaTM no- 
BmoM^teHHii 4Aa koxhoto KaHa^iy , 6e3nocepe4Hbo noB'ii3aHoro 3 tmmm KpoKaMM , 
mi npoxo4MTb cnoxMBan, yxBa^noiOHM pimeHHH npo KyniBmi. 

Maiixe 2/3 pecnoH4eHTiB (64% y cbM m 84,9% b YKpaiHi) 3i3H&anai, mo ne- 
pe4 yxBa^ieHHiiM pimeHHH npo BaxaiMBy noKynKy, bohm BMBnaiOTb imJropMaqno b 
ImepHeTi. I HaBnaKM. ELibiiie uoAOBimn noKynqiB (58% y CBiTi Ta 55,5% b YKpaiHi) 
roBopaiTb, mo nepe4 tmm, m KynMTM TOBap omiaMH, bohm iH04i 3axoq>iTb b orjMaiiH 
Mara3MH, iqo6 noqnBMTMOi a6o npnMipmn noro [1]. 

L(e x qooiiqxeHmi noKa3are, mo eno/noqifl mo6mbhmx ra4xeTiB 4yxe 
UIBM4K0 3MeHinye KLibKicTb Biqnyxeroix Bi4 BipTyamHoro CBiTy, Haqaionn im mox- 
^LMBicTb ycniuiHO KOM6iHyBaTM omranH i orjMaMH noKynKM. 

B enoxy MacoBoro po3noBCK>qxeHH>i npo4yKTiB i 6peHqiB Hanqec[)iqMTHiiiinM 
i TOMy qyxe qiHHMM pecypcoM crae He TOBap, a cnoxMB'iMii nonMT. Mepes po3 - 
bmtok eKOHOMiKM nociyr, KOMnami CTaiOTb Bee 6Labm 3a^exHMMM Biq mocri Biq- 
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hocmh 3i cboimm icaieHTaMn. Oct qoMy 3apa3 Heo6xi4HO 3HaqHo yBaiy npn4LaiiTn 
nepcoHamsarui. 3 kmm 6h He B3aeM04im KopncryBaq — 3 MamiiHoio a6o «mbhm» 
KOHcy^tbTaHTOM — KOMepijiMHMM ycnix nociyr, mo iioMy Ha4aiOTbai, 3am:*nTb 
Bi4 Toro, HaodiibKM 4o6pe bohm a4anTOBaHi ni4 KOHKpeTHoro Kaiemra. 3po3yMLao, 
mo 3a 4onoMoroio cyqacHnx TexHOTtorin 3po6Mra qe Ha6araTC> serine, Hix paHirne. 
Hanpmcaa4, TexHOitorbi (JiLibTpyBaHmi 4onoMarae KOMnaHiaM, mo 3aMMaiOTbOi 
po34pi6HMMM npo4a)KaMM b iHTepHeri, nepe46aqnra, md npo4yKTM i nocayrn 6y- 
4yTb KopMCTyBaTMOi noniiTOM y cnoiKMBaqiB, bmxo^hm 3 ’ix nonepe4Hix noKynoK 

i Bn6opy KopMCTyBaniB 3 i cxojkmmm Bno4o6aHmiMn. 

5[k B>ice 3a3Haqaitooi, no6y40Ba i ynpaBniHmi Bi4H0CMHaMM 3 KiieHTaMM mae 
Bee BacKAMBimoio ycniuiHoro Be4eHHn 6i3Hecy i Bee CMmmine 3a^e)KMTb Bi4 
TexHo^toriii. Pa30M 3 tmm, ije 4yace cioia4HMM npouec. Cnpo6yeMo BM4L1MTM Kim- 
Ka MOMeHTiB, Ha mi cii4 3BepHym oco6,iMBy yBaiy. 

■ 3 BMHMKHeHHUM e4MHoro pMHKOBoro npocTopy y CnOTKMBaqiB 3'flBJMOCfl 
Ha6araTo 6Libiiie MOcicanBocTeH 4AH Bw6opy, Hiuc paHirne, TOMy cboro4Hi bohm 
4y>Ke BMMOMMBi 40 piBHH o6cayroByBaHmi, hkmm nponoHyiOTb KOMnami. 

■ iHTepHeT Ha4aB cepM03Hnn bmmb Ha npaKTMKy npo4a)KiB i cnpMnmiTTii 
ycTa^teHMx 6peH4iB. 

■ Pmhkobmm npoCTip (JiyHKqioHye 13L104060B0. 

■ B iHTepHeTi Bee Bi46yBaeTboi 4y>ice ihbm4ko. 

■ 3 HaHH>i nepeTBopM^iMOi Ha CTpaTeriqHnn , ckhttebo b 3 >k^lmbmm pecypc , 
mnii Heo6xi4Ho nocrinHo nonoBHiOBaTM i po3BMB3TM. 

■ Bnxi4 KOMnami y BipTyamrani npomip Mae 3a6e3neqnTM ni4BMLueHmi luh- 
Hocri n TOBapiB i nociyr 4AH noTonHMx i noTeHLUMHnx cnocKMBaqiB. 

■ BapTo nocriiiHo neperaimaTM Taxi (J)yH4aMeHTamm (JiaKTopM cboto 6i3He- 
cy, hk qLai, pnHKM i npotJiecinHy KOMneTeHijiio. 

Oraie, noma BipTyamHoro pMHKOBoro npomopy B*e cnpaBMm 3HaqmiM 
Bn^iMB Ha 6i3Hec — 30KpeMa, Ha Te, m KOMnami BM 6 y 40 Byi 0 Tb b14hocmhm 3 icaieH- 
TaMM. IJ]e, 04H3K, He 03Haqae, mo BiH He nmnopmiKOByeTboi (JiytmaMeHTammiM 
33KOH3M eKOHOMiKM. OCHOBHa men pMHKOBOrO npOCTOpy — lie He CTBOpeHHH HOBOl 
eKOHOMiKM 3 HOBMMM npaBMmMM; L(e BMKOpMCTaHHH LtM(|)pOBMX TeXHOilOriM 4 151 

40draeHH>i raaoBHoi Me™ 6y4b-moro 6i3Hecy: CTBopeHHn i ni4TpMMKa CTOcyHKiB 
3 icaieHTaMM, mo 3a6e3neqyiOTb npn6yTOK. Pom mHijiora, mo 3B'ji3ye KOMnaHiio 3 

ii 30BHimHiM oToqeHmiM Mae BiiKOHyBara CTpaTeriqHnn MapKemm. 

y 64MHOMy pMHKOBOMy npOCTOpi, UK i Ha 3 BMHaMHOMy pMHKy, CTpaTeriHHMM 
MapKemHr MoacHa po 3 ran 4 aTn m «npouec po 3 po 6 KM CTpaTerii, mo BpaxoBye mIh- 

nMBiCTb HMHHMKiB 30BHilIIHb0r0 Cepe40BMma, HKMM CnpUMOBaHMM Ha nmBMmeHHH 

piBHn 3a40B0^teHH>i noTpe6 cno)KMBaqa» [2, c. 49]. 

MeToio CTpaTeriqHoro MapKemHiy 3a7LnmaeTboi CTBopemM bkhutkoboi cno- 
iKMBqoi mmiocri mMxoM KOM6iHyBaHH>i KopnopaTMBHoi Ta MapKeTMHroBoi CTpaTe- 
rii b KOMmieKCHy nporpaMy rao6amHoi pnHKOBoi opieHTam'i KOMnami. TexHO/iorii 
y rtbOMy KOHTeKCTi noBMHHi 3acTOCOByBaTMOi 4M craopeHmi iHTepcjienciB B3ae- 
M04ii 3 KopMCTyBaqeM, 33B4mn hkmm npono3MTtm KOMnami bmtara^o 6 b oqax 
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cnoacnBaniB 6Lii>m micaBnM, hdk aHa^orinHi npono3Mm'i KOHKypeHTiB (cnpnaiOHn 
niABMirteHHio piBHa ^LCWMBHOCTi i 3a40B0yieH0CTi KaieHTiB). 3aB4aHHa MeHe4acepiB 
no/iarae b TOMy, mo6 3po3yMiTii, rkiam Ha6ip OH^taiiH- i orlMaMH-iHTepcjienciB («oco- 
6a — eKpaH» i «oco6a — oco6a») Mo>KHa 3acTocoByBaTM 4Aa B3aeM04ii 3 KopiiCTy- 
Ba^aMii, a Taicoac HaBHMTMca MaHinyytiOBaTM ijmmm iHTepcjiencaMM, 1406 y iciieHTa 
3a7Liima/iooi aKOMora 6Libm npneMHe BpaaceHHa Bi4 cnLucyBaHHa 3 KOMnameio. 
4a^eKOM>i4HMM MeHe4)KepaM Bapio nocririHO myKaTM hobI, HecT3H4apTHi cnoco- 
6m iHTerpaitii TexHoaorin b MapKeTMHroBy CTpaieriio KOMnaHii aax no6y40BM i ni4- 
TpMMKM MilJHMX, AOAAhKllX Bi4HOCMH 3 nOKymmMM, ipO 403B0AHTB 40CaTTM M3KCM- 
MayiBHoro pe3yABTaTy, 3a/inmaiOHMCb ecjieKTMBHMMn 3 tomkm 3opy BapTocri. 

iHTepHeT, 6e3yM0BH0, pa4MKaabHo 3m1hmb Tpa4Mmnm M04eai noBe4iHKM 
OKpeMMx AiOAevi i opraHi3aimi. 3BMHHi nonaTTa, Taxi m Aimiimm Mac, nocTynoBe 
Haaaro4aceHHa 4L10BMX CTocyrndB, HMCxi4Ha iepapxia oco6mctoi Baa4n, (JiopMaab- 
Hi KOMyrnicaim, a t3ko>k ijeHTpayii30BaHMM, o4HocTopoHHiM npoijec npMMHaTTa 
pirneHb nocTynoBo BTpanaiOTb cboio aKTyaabHicrb. /I104M 3MymeHi npncrocoByBa- 
TMCa 40 CBiTy iHHOBaL(iMHMX TeXHOMOHM, B aKOMy naHye MaCOBiCTb, MyilbTM3a4aM- 
HicTb, napaaeabHa o6po6Ka i mmtt€B3 nepe4aMa iHtJtopMaqii. Bee qe CBmqnTb npo 
Te, mo 6i3Hec onnHMBca b yMOBax 6e3npene4eHTHo'i KOHKypeHttii. IHTepHeT cnpM- 
MMHMB HeCKiHMeHHMM nOTiK peBO^LIOL(iMHMX 3MiH, UIBM4KOrO 3pOCTaHHiI i MMTT6- 

bmx KOHTaKTiB. HoBe KOMyHiKaqiMHe cepe40BMine Cboro4Hi Mae biitara cniabHOTM 
4py3iB, aid cnLucytOTbca 3a 4onoMoroio comaabHMx Mepe>K, eaeKTpoHHo'i noiimi 
Ta nporpaM MMTTeBoro o6MiHy noBmoMaeHHaMM. 

ToMy ko>kh 3 opram3ama Mae po3B'a3aTM 4Ba BaaeaMBMx 3aB4aHHa: 

1. 4eTa^tbHO BMBMMTM MOaCMBOCTi, npOnOHOBaHi 30BHiuiHiM, BipTya^tbHMM 
CBiTOM. 

2. C(|)opMyBaTM BHyrpiuiHio M 04 eab, aica 6 Bi4o6paaca,ia ochobhI pyminm 
cmmm BipTyaMbHoro npocTopy, TaKi aic uiMpoTa oxonaeHHa i 04 H 0 MacHicTb. 

OpraHi3ai(ia, ana He 3Moace qboro 3po6MTM, npnpeneHa Ha nopa3Ky b KOHKy- 
peHTHifi 6opoTb6i. 

4ocBi4 cynacHiax KOMnamn roBopMTb npo Te, mo ycnixy b XXI CToaiTTi MoacHa 
40M0TTMCa MMUie 33B4aKM KOM6iHaim CTapMX i HOBMX TeXHOiLOriM. Cnod6, B aKMM 
KOMnaHia iHTerpye cboi peaabHi i BipTyaabHi CTpaTeri'i, ymicaabHnM mmhom bm3H3- 
qae Ti icTopiio Ta KOHKypeHTHi nepeBara. Bo4HOMac, BMBMeHHa 40CBi4y ycniiHHMx 
KOMnamn 403bo^im^io bm4Ltmtm icaiOMOBi eaeMeHTn Ltie'i iHTerpaqii: 

■ peTeabHe crpaTeriHHe naaHyBaHHa, nacTKOBo 3acHOBaHe Ha 40CBi4i iHiunx 
opram3aqiM; 

■ BipTyaabHi onepam'i KOMnaHii, mo cnpnaiOTb po3BMTKy Ti peaabHoro 6i3- 
Hecy, i HaBnaKM; 

■ TexHOMori'i, aKi 4onoMaraiOTb cniBpo6iTHMKaM, a He 3aMiHaiOTb Tx; 

■ CTpyKTypyBaHHa npo4yKTiB, nocayr i (JiyHKmoHaMbHOCTi, mo 403BOAae 
cnoacMBanaM nepeMMKaTnca Miac BipTyaabHMMM i peaabHMMM KaHaaaMM B3aeMo- 
411 3 KOMnameio. 
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IJLikom cTOBM/tHo, mo iHTerpaqbi BipTya^tBHMx i pea^tBHMx CTpaTeriii BMMarae 
BaxKoi npaiji, HaTXHeHHH Ta roTOBHOCTi npoTMCTOura BMiciMKaM. ToMy ni4TpMMKa 
3 6oKy 7U4epiB KOMnaHii 4yxe Bax^nBa. 3po3yMMO, me BOHa He rapaHTye ycnixy, 
npoTe Ti Bi4cyTHicTB Maiixe mo HaneBHO 3Be4e Bci 3ycn,M.H HamBeim. 

Ai^epn opraHi3aiiii noBMHHi 3a6e3nennTM cboix nm^eranx TexHiqHMMM 3a- 
co6aMM, mo nepeTBopioiOTB ix 3i 3Bwiaimiix npo4aBijiB a6o MeHe4xepiB hm>khoi 
aaHKn b eKcnepriB, mo bhooitb CBiri bhccok b ycnix KOMnaHii. 

BapTo 3a6e3nenMTH HenoMiTHe 3 tohkm 3opy idHLteBoro cnoxMBana nepeMM- 
KaHHa Mix pea^tBHMMM i BipTya^ibHMMM KaHa^taMM B3aeM04i'i 3 KOMnaHieio. 4enKi 
ai 04 M 3 He 40 Bip 0 I 0 CTaByHITbOI 40 HOB MX TeXHOaOTM i He 400 I 4 HI 0 I 0 Tb BipTyaabHi 

KanaAn Be4eHH>i 6i3Hecy. 21% omiTaHMx y CBiTi Ta 11,8% b YKpaiHi 3aHenoKoeHi 

36epexeHH>IM KOH(})i4eHL4MHOCTi CBOIX 43HHX, KO All poGaHTb nOKynKM OHaaMH. 
38% y CBiTi i 50,4% b YKpaiHi 3i3HaiOTboi, mo iH04i no6oioiOTboi, mo ixm 4aHi 
6y4yrb BKpa4eHi a6o BracopMCTaHi. LJ]e 03Hanae, mo 8 3 10 oHaaiiH-noKynmB Bi4- 
nyBaiOTb, mo ni44aiOTbOi piGMKy, Koan KynyiOTb mocb y BipTyaabHOMy CBiTi [1]. 
MoxanBo, bohm b HOMycb MaiOTb paqiio, cno4iBaeMocb, mo Tatce CTaBaeHHa 6y4e 
npoaBaaTMai tLibkh Ha paHHix CTa4bix 3aHypeHHJi y BipryaAbmiii cbIt. 

ripaKTMKa noKa3ye, mo KOMnaHii, mo ni4KpeonoiOTb pi3HHL(io Mix Tpa4M- 
iciieHTaMM Ta KaieHTaMM, mi 34iiicHioiOTb noKynKM nepe3 ImepHeT, 
4yxe pM3MKyiOTb. rio-nepme, arane He3HanHa KiabKicrb KaieHriB KopncTyeTboi 
tmbkm 04HMM KaHaaoM npo4axiB. riompyre, HaBiTb m KaieHTM oniKyiOTb, mo im 
3anponoHyiOTb aHaaorinm TOBapn Ta nocayrn no mmoMy KaHaay. 

^Bcnii 6n Kama B3aeM04ii 3 KOMnaHieio — BipTyaabHnii mi peaabHnii — He 
Bn6paB Kaienr, BiH xone, mo6 iioro 04HaK0B0 mHyBaan i nponoHyBaan iioMy 04HH 
i tom xe HaSip TOBapiB i nocayr. CaMe TOMy BMKopncTaHtui noo4MHOKnx MapKeraH- 
tobmx CTpaTeriii iHCTpyMeHTaabHoro piBna 3a6e3nenye anine qacTKOBe 3a40BoaeH- 
na noTpeO cymcHnx cnoxMBaniB. A ot peaai3an;iH iHTerpoBaHnx KopnopaniBHiix 
MapKeTMHroBHx CTpaTeriii 403Boaae 34iiicHHTM ije b noBHOMy o6ca3i i 3a6e3ne*iMTM 
BiicoKy et^eKTiiBHicTb CTpaTeri^Horo MapKeTiiHiy, ma Bii3HaHaeTboi Ha 4yMKy )K.-v>K. 
7laM6eHa He tLibkh bmcokmm piBHeM mocri TOBapiB i nocayr i HaaBHicTio y hmx Bi4- 
MiHHiix BAacTiiBOCTeri, a ri po3yMiHHHM piiHKy i MapKeTiiHroBiiMii Hoy-xay [3, c. 10]. 

PeaabHi Ta BipTyaabHi MapKeniHroBi crpaTerii — qe He 4Ba He3aaexHnx pi- 
ineHHJi. YcniuiHa BipTyaabHa CTpaTeria MoxanBa 3a yMOBM 4o6pe npo4yMaHoi 
peaabHoi CTpaTerii i HaBnaKn. Bohm MaiOTb nmcnaiOBaTH 04Ha 04Hy. 3 MeTOio 
OTpnMaHHa CMHepreTMHHoro ecjieKTy Bi4 ixHboro BMKopncTaHHa Heo6xi4Ho 40 Tpn- 
MyBaTnca TaKMX npnHimniB Ta npaBMa: 

m iHTerpaLtia peaabHnx i BipTyaabHMx CTpaTeriii Mae 6yra cxBaaeHa i nocriii- 
ho ni4TpMMyBaTMOi Ton-MeHe4xepaMM opraHi3aqii; 

■ Heo6xi4Ho bmbhmtm 40CBI4 iHuiMx KOMnamii: yHMKaiiTe 4onymeHMx hmmm 
noMMaoK i BHKopncTOByBam ixm nepe40Bi npaKTMKM; 

■ BipTyaabHi i peaabHi onepam'i KOMnaHii noBMHHi 6yra ni4nopa4KOBaHi 
npMHqMny B3aeMHoi ni4TpMMKM. Heo6xi4HO CTMMy^noBaTM npaqiBHMKiB oH^taiiH- 
ni4po34My KOMnaHii Ha4aBam 4onoMory ii Tpa4MniiiHOMy 6i3Hecy, i HaBnaKn; 
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■ HOBi TexHtMorii BapTo BMKopMCTOByBara He 47151 3aMiHM cniBpodiTHiudB, a 
47151 rii4BMmeHH5I e(})eKTMBHOCTi lXHbo'i po6oTM; 

■ CnOiKMBaHi nOBMHHi OTpMMaTM MOyKTHTBiCTB BMbHO KOpMCTyBaTMOI BipTy- 
aTtbHMMM Ta peaubHUMir KaHauaMM B3aeM04i'i 3 KOMnaHieio, a t3ko>k oTpwMyBaTH 
04 HaK 0 Bi npono3Mqii TOBapiB, nocztyr i qiH He3azte)KHo Bi4 o6paHoro KaHazty; 

■ iHTerpaiim MapKeTMHroBwx KOMyrnKaniu noBHHHa 34iMCHiOBaTMC5i He uiune 
3a paxyHOK y3ro4)KeHH5i Bcix iHCTpytvieHTiB KOMyHiKaTMBHoro BnurtBy, i m crtHxpo- 
Hi3aLtii uacy Ta 3MicTy ixHboro BiiKopMCTaHH5t y BipTyaubHux Ta Tpa4MLUMHiix 3aco- 
6ax nepe4ani mtjjopMaiu'i. 

Ha ynaAb, diztbmicTb yKpaiHCbKMx MapKeTOuoriB-npaKTMKiB cboro 4 Hi me He 
TOTOBi 40 po 6 oTM B 4 BOX BMMipaX 04pa3y, TOMy MapKeTOTtOTM-TeOpeTMKM MaiOTb 
i Ha4a7li nOMIldzUOBa™ 40CZli4>KeHH5[ MO>K71IlBOCTeM BMKOpriCTaHH5I Tpa 4 ML(iMHMX 
CTpaTerinHMx iHCTpy m eHTiB y BipTyaubHOMy npocTopi, 3 MeToio po3po6KM etJteK- 
tmbhmx auropuTMiB a 4 anTaiRi Bace Bi 40 MMX Ta nomyxy HOBiTHix. 
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Abstract 

In this article evolution is investigated and diversification features are 
prolonged. The main problems and risks involved in activity of the telecom- 
munication enterprise in the contemporary stage of development are defined. 
Possible marketing strategies of diversification are investigated from the viewpoint 
of critical analysis. The possibility of realization by the telecommunication 
enterprise of each of possible strategies of diversification was analyzed. The existing 
organizational structure of the enterprise was analyzed and required transition 
to divisional organizational structure as the most adapted for requirements of 
marketing strategy of diversification was also proved. The applied tools and indices 
system of effect estimation are given due to the marketing strategy introduction of 
business diversification of the telecommunication enterprise. 

Keywords : diversification, telecommunication enterprise, marketing strategy, 
effect. 

Awmayh 

B pohoTi 40cai4)KeH0 eBOzuorjiio Ta npouoHroBaHo 03 HaKM 4UBepcnc})iKaihi. 
Bu 3 HaueHo ochobhI npohaeMu Ta pu 3 UKu, npMTaMaHHi 4mabH0CTi TeueKOMym- 
KaihiiHoro nktnpueMCTBa Ha cyuacHOMy eTani po 3 BMTKy. C no 3 Mijii KpuTMUHoro 
aHaaby 40di4)KeH0 MOxauBi MapKeTMHroBi CTpaTeri'i 4MBepcn(|)iKaih , L TlpoBe4e- 
ho aHaab MOiKUMBocri peaabaih'i TeueKOMyHiKaihMHMM ni4npn€MCTB0M kotkhoi 3 
M02KUMBMX CTpaTeriu 4HBepcM(})iKa4ii. TlpoBe4eHMM aHaai 3 icHyiouoi opraHi 3 aL(iM- 
Ho'i CTpyKTypu n^npueMCTBa Ta 40Be4eH0 Heo6xi4HicTb nepexo4y 40 4 MBi 3 ioHaub- 
Ho’i opraHisaijiMHoi CTpyKTypu >ik Hauhiubiii a4anTOBaHo’i 40 bmmot MapKeTMHro- 
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Boi CTpaTeri'i qMBepcMcjnKaqii. HaBeqeHo npMKnaqHMii iHCTpyMeHTapiii Ta CMCTeMy 
noKa3HMKiB oqiHKM etjdetcTy Bi4 BnpoBaqcKeHHH MapKeTMHroBoi CTpaTeri'i qMBepcn- 
c|)iKai4ii qisMBHocri TeTteKOMymKaqiMHoro n^npweMCTBa. 

KAwnoei CAoea : qMBepcMrJnKaqm, TeneKOMyHiKaqiMHe niqnpMeMCTBO, Mapxe- 
TMHroBa CTpaTeriii, erJreKT. 

ynacHe cy ciimbctbo pyxaeTBd b Hanp^MKy no6y40 BM hoboto jvmy 



coiiia^LbHo-eKOHOMWHMx b^hocmh, 4 e 3 a 6 e 3 neneHH>i erjieKTMBHoro po 3 BMTKy, 



cnp>iMOBaHoro Ha niqBMiqeHHJi HaqioHanBHoi KOHKypeHTocnpoMOJKHOcri 
3a paxyHOK mwpoKoro BnpoBaqxeHHa iH(])opMaqiMHo-KOMyHiKaqiMHMx 
TexHCMoriM, po3BMTKy moqCBKoro noTeHqiany, nomnineHHJi CKMrreBoro piBHJi 
Hace^ieHHii, cnpMHHHsi CTaHOBneHHio BiqKpMToro qeMOKpaTMMHoro cycniiBCTBa e 
npiopMTeTHMM Hanp>IMKOM 4epCKaBH01 nOmTMKM. 

Po3bmtok crJiepM 3B r 5i3Ky Ta iH(|)opMaTM3aqii Ta 6e3nocepe4HBo niqnpMeMCTB, 
iqo Ha4aiOTB nodyra SB'asKy, e npiopMTeTHMM 3aB4aHHJiM / Bi4 Bqanoro BMpiuieH- 
Ha moro 6araTo b noMy 3a^te>KMTB nepexi4 4ep>KaBM 40 iHHOBaqiMHoro cycnLiB- 
CTBa. ToMy po3BMTKy qiei crJrepM npMqLnieTBOi nocriMHa yBara y HayicoBMx qocii- 
4)KeHH>ix Ta npaKTMHHiM qisMBHOcri ni4npM6MCTB Ta 4ep)KaBM 3aranoM. 

Ha CBoro4Hi cnocTepiraroTBca 4Bi KaionoBi TeHqeHqii b ccjsepi 3 B'a 3 Ky Ta iH- 
(})opMaTM 3 aqii: nocMneHHJi m ycioiaqHeHHa KOHKypeHTHMx b^hocmh 3 04 hoto 
6oKy, i nparaeHHii ni4npMeMCTB 40 iHTerpaqii 6 i 3 Hec-npoqeciB qna qocameHHa 
CTpaTerinHoi CTa6LiBH0CTi tuahxom 4MBepcM(])iKaqii bmpo 6 hmmmx npoqeciB Ta ne- 
peniKy Ha4aBaHMx nocnyr — 3 iHinoro. Bmxo 4 >ihm 3 BiiiqeBMKnaqeHoro, nocTae 
HOBe HayKOBe 3 aB 4 aHH.a cjropMyBaHHJi BiqnoBiqHoi CTpaTeri'i po 3 BMTKy niqnpneM- 
CTBa 3 B'ji 3 Ky ( 30 KpeMa TeneKOMymKaqiMHoro) Ha 3 aca 4 ax qMBepcMtJnKaqii. npn- 
KT 34 HMM iHCTpyMeHTapieM BMKOH 3 HH 3 qBOTO 3 aB 43 HH 3 Cepeq iHUIOTO MOCKe 6yTM 
MapKeTMHT. 

CbItobmm qocBiq CTaHOB^LeHH3 Ta po3BMTKy Teopii Ta npaKTMKM MapKeTMHry 
Ta npoqeciB qMBepcMtJriKaqii y3aranBHeHMM y po6oTax hm 3 km BneHMx: Anoxia I., 
FopTa M., TpimAi F., /\esi Gcmapa G., KannaHa P., Kapnorjia B., Koho T v Kowe- 
pa O., KyiHHa Mmq6epra F., nopTepa M. Ta iHiiiMx [1, 2, 5, 8]. Cepeq BiTMM3- 

H 3 HMX BMeHMX-eKOHOMiCTiB HanGLlBUIMM BHeCOK y p 03 BMT 0 K Teopii M npaKTMKM 

MapKeTMHry b c<J>epi HaqaHHa nocnyr 3B'a3Ky BHeoiM KnaseBa O. A., Op^iOB B. M., 
PeqBKiH O. C, CTpenBnyK 6. M., CTpiii A. O., Xpyiq H. A. Ta mini [3, 6, 7, 9-11]. 

npoTe, 6araTo TeopeTMMHMx, MeToqMMHMx i npMKnaqHMx acneKTiB MapKe- 
tmhtobo! qiiMBHOCTi Ta ynpaBniHHii 4MBepcM(])iKaqieio Ha niqnpMeMCTBax ajiepM 
3B'5i3Ky Ta iH(])opMaTM3aqii qooiiqxeHi HeqocTaTHBo noBHo. TaK, He crJiopMOBaHo 
eqMHoi 3aranBHonpMMHHToi MapKeTMHroBoi CTpaTeri'i 4MBepcMc[)iKaqii qianBHocri 
4Aa niqnpMEMCTB crJiepM 3B'ji3Ky Ta iHtJiopMaTMsaqii, iqo, cepeq inmoro, o6yMOB- 
yieHo BiqcyTHicTio qocBiqy po6oTM niqnpMeMCTB b yMOBax KOHKypeHqii Ta Heo6- 
xiqHOCTi 4MBepCM(])iKyBaTM cboio qianBHicTB i3 ypaxyBaHHaM bmmot pMHKy. L]i 06- 
CT3BMHM M BM3HanaiOTB aKTya^BHiCTB Ta MeTy po6oTM, nOB'3I3aHy i3 p03po6KOK) 
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TeopeTMqHwx ochob Ta npaKTMHHMx peKOMeH4aqiM (JropMyBaHHJi MapKeTMHroBoi 
CTpaTeri'i po3BMTKy Te^ieKOMyHiKaqiMHoro ni4npiieMCTBa Ha 6a3i BMKopwcTaHHa 
npMicaa4Horo iHcrpyMeHTapiio 4MBepci«])iKaqii. 

y cynacHHx yMOBax CTaHOBaeHHa m po3BMTKy piiHKOBoi eKOHOMiKM, npn 
(JryHKqioHyBaHHi Ta CTBopeHHi ni4npMeMCTB pi3Hoi <|>opMM BaaCHOCTi 3HaqHO po3- 
LUMpioiOThOi MO*;anBOCTi ixHBoro 3auttr, po3na4y, KyniBai-npo4a)Ky ochobhmx 
BM po6HMHMX (})OH4iB. 3MiHy BM4iB i HanpuMKiB ni4npMeMHMqbKoi 4i3MbHOCTi 3 
ypaxyBaHKHM BHyTpiuiHix yMOB (JryHKqioHyBaHHH m 30BHiuiHix (JraicropiB mougiiibo 
34iMCHIOBaTM pi3HMMM UlARXaMll. O4HMM 3 qMX IIIAHXiB 6 4MBepCM(])iKaqi>I BMpo6- 
HHqTBa, ma y 3araabHOMy BH4i wars co 6 oio po3iimpeHH>i HOMeHKaaTypM npo- 
4yKqii Ta nocayr, iqo Bwpo6a3ieTboi Ta peaai3yiOTbai b pi3HMx ctjrepax Ta noTpe6ye 
(JjopMyBaHHit Bi4noBi4Ho'i MapKeTMHroBoi CTpaTerii. 

3 TOHKM 30py eBOaroqiMHMX nepeTBOpeHb p03BMT0K TeOpeTMHHMX OCHOB Ta iH- 
CTpyMeHTapiio MapKeTMHiy MoacHa npocai4MTM 3a 4onoMoroio peTpocneKTMBHo- 
ro aHaai3y, hkmm 34iMCHeHo Ha ni4CTaBi kpmtmhhoto aHaai3y HayKOBo’i aiTepaTypn 
[5, 10, 11], npoaoHroBaHo aBTopaMM Ta HaBe4eHO y BMM5i4i Ta6a. 1. 

5[k 6aHMMO, Ha Cboro4Hi MapKeTMHroBa 4lsiabHicTb nocTynoBo nepexo4MTb 40 
KOHqenqii 4iaabH0CTi Ha rao6aai30BaHMx pwHKax. Fao6aai3aqi>i po3TAsi4aeTboi 
hk nepexi4 3HaqHo’i 'lacTiiHii KpaiH 40 BiabHo'i TopriBai m po3BMTKy ni4npMeMCTB 
iiiahxom ixHboro BMX04y 3a MecKi HaqioHaabHMX pMHKiB. 



Ta6Aui{M 1 

PeTpocneKTMBHiil aHaai3 Ta npoaoHraqia eBoaioqii KOHqenqiiT MapjceTMHry 



Tlepiod, p.p. 


KoHU,enu,isi 


TenepaAbHa Mema 


1860-1920 


noAinmeHHfl Bnpo6- 
HML(TBa 


HapOmyBaHHfl BMpoSHMUiTBa, B 40 CKOHaAeHHH 
TexHOAoriii, 3pocraHHA oScAiiB npo4a)KiB / MaKCMMmijiii 
npMSyTKy 


1920-1930 


ToBapHa 


B 40 CKOHaAeHHA CnOyKMBHMX BAaCTHBOCTeii TOBapiB, 
ni4B MIH;eHHA AKOCTi 


1930-1950 


36yroBa 


iHTeHCM^iKauiA 36yry 3a paxyHOK MapKeTMHTOBMx 
3yCM ab, po3BMTOK 36yroBoi Mepe:>Ki 


1960-1980 


Tpa4imiMHa 


3a40B0AeHHA nOTpeS IjiAbOBMX pMHKiB 


1980-1995 


CouiaAbHO-eTMHHoro 

MapKeTMHiy 


3a40B0AeHHA noTpeS cno^cMBaniB b yMOBax 36epe)KeHHa 
ycix pecypciB i oxopoHM 40 biqaa^ 


1995-2005 


MapKeTMHiy B3aeM04ii 


3a40B0AeHHA ncnpeS cno^cMBaniB, iHTepeciB naprae- 
piB i 4ep>KaBM b npoijeci ix KOMepuiiiHoi m HeKOMepijiM- 
Hoi B3aeM04i'i 


3 2005 


MapKeTMHr Ha iAoSaAi- 
30B3HMX pMHKaX 


Po3bmtok iHTerpauiMHMx npoijeciB Ha rAo6aAi30BaHMx 
pMHKax, rapMOHmum cbItobmx CTaH4apTiB jiKOcri i3 
Haij;iOHaAbHMMM 



ABTopaMM BM3HaHeHO OCHOBHi OCo6aMBOCTi MapKeTMHTOBOl qiiiabHOCTi Ha 
rao6aai30BaHHx pMHKax, 40 hkmx Bi4HeceHo: 
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■ 3poCTaHH>i o6oiriB MicKHapo/tHMX TpaHcaicqiM y TopriBTti, (jnHaHCOBiM i iH- 
BecTMLtiMHiw c(J)epax; 

■ iHTepHaLtioHa^ti3aqm rocno4apcBKMx 3B'5i3KiB pi3HMx ni4CMCTeM cbItoboi 
eKOHOMiKM, CTBOpeHHa SeS^i^li iHTerpOBaHMX Mi>KHap04HMX 3B'5I3KiB; 

■ nocM^teHHii pecypcHoi, TexHOTtoriiHoi, cjtiHaHCOBoi B3aeM03a^e)KH0CTi Ha- 
LtioHaitbHHx eKOHOMiK, ymtjMKaijiii Ta nociMeHHJi BrMMBy Mi>KHapo4HMx 3aK0H0- 
4aBqnx aKTiB b cc|)epi BMpo6HMqoi Ta 36yTOBoi 4i5LibH0CTi; 

■ 3Mma npiiHunnin i MeT04iB po6o™ 6LibmoCTi HaijioHaTibHMX ni4npneMCTB 
ni4 BTMMBOM CBiTOBMX CT3H4apTiB Ta bmmot. 

,4ociLi4*;eHH>i aBTopaMM eBOTiKmiMHMx 03HaK CTpaTerifi 4MBepcH(})iKaLti , i 
OTpMMa^to no4a^tbuiMM po3bmtok Ta npoTtoHraqiio y butaaai ta 6 a . 2. HaBe4eHi eBo- 
itiOLtiHHi 03H3KM 4iiBepcM(I)iKaL4 , i xapaKTepm i 47151 ajtepn Ha4aHH5t nociyr 3B r 5i3Ky 
Ta iH^opMaTHsaiiii, a TaKO*; 6e3nocepe4Hbo 4451 n^npneMCTB, mo Ha4aiOTb Tmie- 
KOMymKaiiiMHi nodyra. IlpoTe, po3BHTOK npoiteciB 4HBepcw(})iKaL(ii craKaeTboi 3 
HM3KOIO pi3HOMafflTHMX npo67teM. 



Eboaiolph c i pa reriiT 4MBepcM<j>iKapii 



Ta6Auii,fi 2 



EeoAionix 

cmpameziu 


1960-1975 pp. 


1975-2000 pp. 


2000-2014 pp. 
(dottoGHCHO aemopaMu) 


MeTa 4 MBep- 
CM(j>iKai(ii 


PicT (po3HinpeHHJi) 

ni4npM6MCTB 3 hm- 
^CeHHil pM3MKy BHy- 
Tpi^)ipMOBMM nepe- 
po3no4iA KaniTaAiB 


4oc^raeHHA CMHep- 
reTMHHoro e(|)eKTy 
Bi4 pi3HMX BM4iB 4i- 
jiAbHOcri ni4BMmeH- 
HA KOHKypeHTOCnpO- 
MO)KHOCTi 


4ooirHeHHA SaAaHcy mhk eKOHO- 
MiHHOK) e^eKTMBHiCTIO Ta COIji- 
aAbHMM e^eKTOM Ha TA06aAi30- 
BaHMX pMHKaX 


OpieHTa- 
u;m CTpaTerii 
4MBepcM(J)i- 
Kaijii 


IlepeBa^cHa opieHTa- 
u;w Ha (JriHaHCOBi no- 
Ka3HMKM 


40MiHyiOHa pOAb 
CTpaTerinHMx Kpn- 
TepiiB 


OpieHTaum Ha 40CAmeHH^ Midi 
ni4npMGMCTBa Ta coijiaAbHoi Bi4- 
noBi4aAbHOCTi 6i3Hecy 3a yMOBM 
ni4BMmeHHA KOHKypeHToenpo- 
MO^CHOCTi 


MexaHi3MM 

4MBepcn(j)i- 

Kaijn 


Po3HinpeHHa nepeAi- 
Ky TOBapiB Ta nocAyr 
Ha Hai^iOHaAbHMX pMH- 
xax, Bnxi4 Ha Mi>KHa- 
p04Hi pMHKM 


P03UIMpeHHA AKLCHMX 
nOKa3HMKiB TOBapiB 
Ta nocAyr i3 3acro- 
CyBaHHHM HOBiTHix 
TexHOAoriii, iHCTpy- 
MeHTiB MapKeTMHiy, 
Mi»c-Hapo4Ha iHTe- 
rpaijm 


KoHBepreHiim TOBapiB Ta no- 
CAyr, po3BMTOK TpaHCHaijioHaAb- 
hmx KopnopaijiM, (|)opMyBaHHJi 
eKOHOMiHHMX o6'e4HaHb Ha piB- 

Hi 4ep)KaB (BTO, CTO) 3a4Afl 4M- 
BepcM(J)iKaLiii 4biAbHOCTi Ha tao- 
6aAi30BaHMx pnHKax 



AHani3 TtiTepaTypHwx 45Kepe7t, craTMCTTraHoi iHcjropMapii Ta BTtacHi 40C7ti- 
4*;eHH5t aBTopiB 403 botlii 7 im CMCTeMaTM3yBaTM Taxi ocHOBHi npoGiteMM, npiiTaMaH- 
Hi cyqacHOMy pnHKy TeTteKOMyrnicapiM YKpaiHM. /\o hmx Bi4HeceHo: 
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1. 3ara^LBHoeKOHOMiqHi, noB'ji3aHi 3 eKOHOMinHMMM petJropMaMM, mo Bi 4 &y- 
BaiOTboi, 3MiHaMH b no4aTKOBM CMCTeMi Tomo, mo npnpo4Ho Bi4o6pa>KaeTboi Ha 
4i5iabHOCTi ppiHKy TeaeKOMymKamMHMX nocayr. 

2. OpraHi3at(iMHo-TexHoaoriqHi. lip caadica B3aeM04bi Mi*; HayKOio, onepaTO- 
paMM M BMpo6HMKaMM 3aC06iB SB'aSKy, mo CnpMHMHiie 3HM*eHHH TeMniB M 04 ep- 
Hi3ami Mepe* 3B'ji3Ky m BnpoBa4*eHH>i hoboi, mo Bi4noBi4ae CBiTOBOMy piBHio, 
TexHiKM i TexHoaoriii 3B'ii3Ky. 

3. IIoaiTiiKO-npaBOBi. Po3bmtok c<J>epM 3B r 5i3Ky Ta iHtJjopMaTioaim, a Taxo* 
pMHKy TeaeKOMyHiKaiiiMHMx nocayr ycKaa4HioeTbd noaiTMHHoio HecTa6LibHicTio 
n He 40 CKOHaaicTio npaBOBoro no ah, mo CTpiiMye BiTHM3HHHMx i iH03eMHnx iH- 
BecTopiB. IcHyiOTb npo6aeMM, mo noB'H3am 3i 3MiHoio reonoaiTMMHMx HMHHMidB, 
KOH'lOHKTypM pilHKiB TOmO. 

4. CoijiaabHo-ncMxoaoriqHi. B YKpaiHi Mae Micqe ncMxoaorinHe HecnpMMHHT- 
th 3MiH, mo Bi 46 yBaiOTboi, qacTHHoio HaceaeHHH, mo ycKaa 4 Hioe BnpoBa 4 *eHHH 
iHHOBaqiii. IcHye p03X04*eHHH b piBHi 40 CTyny 40 TeaeKOMymKamMHMx nocayr 
4 ah MicbKoro m ciabCbKoro HaceaeHHH, 3arocTpioeTbd npo 6 aeMa 6e3po6irrH. 

5. IcTopMHHi. 4o 1991 poKy npiopMTeT y po3BMTKy Maan raay3i MaiepiaabHO- 
ro BHpoGHMLtTBa, a raay3i o6dyroByBaHHH, y TOMy MMdi 3 b'h30k, (})iHaHcyBaaMd 
no 3aaniiiKOBOMy npMHimni, mo cnpunnHiMO 3HanHe Bi4CT3BaHHH po3BHTKy Teae- 
KOMymKaqiM Bi4 CBiTOBoro piBHJi. 

6. BHyrpimHboraay3eBi. L^e, y neprny nepiy, npo6aeMa 3acrapLioro o6aa4- 
H3HH3 m Heo6xi4HicTb 3aMiHH aHaaoroBoro ycT3TKyBaHH3 Ha 4M(j)poBe, npo6aeMa 
modi nocayr i o6dyroByBaHHH, a TaKO* npo6aeMa 3axncry iH^opMaiiii Ta na- 
BKoanmHboro cepe 40 Bwma. 

7. ripo6aeMa (JropMyBaHHH TapntJjiB, 30KpeMa na 3araabH040CTynm TeaeKo- 
MymKaqiMHi nocayra (HanpMicaa4 / nodyra cjiiKCOBaHoro MicbKoro Ta ciabCbKoro 
3B'3i3Ky), Tapn(|)M Ha HKi peiyaioiOTbd 4ep*aBoio. 

Taxo* aBTopaMM Ha ni 4 CTaBi eMnipMHHMx 40 di 4 *eHb BM 3 HaneHo ochobhI 
pn3MKM, npMTaMaHHi 4mabH0CTi TeaeKOMymKaLtiMHoro nmnpMeMCTBa. 4o TaKMx 
pM3MKiB Bi 4 HeceHo: pn3MKn 3mihh noaiTMHHoi CMTyaqii, eKOHOMiqHMx Ta coqiaab- 
hhx yMOB b Kpami Ta CBiri; pM3MKM 3m1hh (JncKaabHoro 3aK0H04aBCTBa; TexHoao- 
riHHi pM3MKM; iH(}M>miMHi PM3MKM; iH(})OpMaqiMHi pM3MKM; MapKeTMHTOBMM pn- 
3MK; Kpe 4 HTHi PM3MKH; pH3MKM aiKBi 4 HOCTi; pMHKOBi pM3MKM; pM3MKM BTpaneHHX 

(J)iHaHCOBHx nepeBar. CnnpaiOHMCb Ha aHaai3 icHytonnx peaaifi [4], BCTaHOBaeHo, 
mo 40 HaiiGiabin 3HanHMX pii3MKiB b yMOBax 3ktmbhoto po3BHTKy KOHKypeHim Bi 4 - 
HOCMTbd MapKeTMHTOBMM pM3MK, HKMM MO*e npM3BeCTM 40 CKOpOHeHHJI nOnMTy 
BHacai 40 K He3a40B0aeH0CTi bmmot cno*MBaqiB Ta noripmeHHH (JnHaHCOBo-eKOHo- 
MinHMX nOK33HMKiB 4 L!LlbHOCTi nmnpMeMCTBa. 

4ah BMpimeHHH BMmeo3HaneHMx Ta iHniMx npoGaeM nepmoneproBoio 3a4a- 
neio e (JropMyBaHHJi a4eKBaTHoi cynacHMM bmmot3m Ta pM3MK3M MapKeTMHroBoi 
CTpaTerii 4 MBepcM(J)iKaim 4 mabH 0 CTi TeaeKOMyHiKaLiiMHoro nmnpMeMCTBa. Me- 
tok) qiei CTpaTerii e CTa6iai3aqiii Ta 3pocTaHHa npM6yTKy, 40 draeHHJi comaabHMx 
qineii (ynopii4KyBaHHJi HopM aTMBHo-npaBOBoi 6a3M Ta MeTO4iB H34aHH3i coqiaab- 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



385 



Section 5. Marketing in the Markets of Goods and Services 



HO- 3 HaqymMx nooiyr, Tomo), ni/tBMmeHHii KOHRypeHTocnpoMocKHocri nmnpjieM- 
CTBa m B 3 araiii, Tax i 3 a OKpeMMMii nociyraMM, 4ooirHeHHH CTa6Lii>H0CTi Ta maao- 
ro po 3 BMTKy 3 a yciMa HanpiiMKaMU 4L!LibHOCTi, Bi4 BMpo6Himoi 40 Ka4poBoi. 

O 4 HHM 3 ni 4 X 04 iB (J)opMyBaHH3i Bi 4 noBi 4 Hoi CTpaTeri'i e 3acTocyBaHH3i KOHijen- 
1411 Ta npmoia 4 Horo iHCTpyMeHTapiio MapKeTimiy, mo, Ha 4 yMKy 40 cai 4 HnKiB [3, 
7, 11], b yMOBax pwHKy e Haii 6 Libiii nprmaTHMM 4^51 po3po6KM CTpaTeri'i po3BMTKy 
ni 4 npMeMCTBa. 3 OTAsmy Ha comaabHy 3HaqymicTb nocayr 3B'5i3Ky, TeaeKOMym- 
KaijiHHMM ni 4 npneMCTBaM 4 omabHO 3acTocoByBaTM KOHijenijiK) comaabHo-eTMq- 
hoto MapKeTMHiy Ta (JropMyBaTM Ha mil 6a3i MapKeTMHroBy CTpaTeriio 4 MBepcii- 
(joiKanii. Ee 3 nocepe 4 Hbo MapKeTMHroBa crpaTerbi 4 iiBepci«])iKam , i (MCA) — ije 
CTpaTeria, cnpiiMOBaHa Ha po3umpeHH>i tHcna cc])ep 4 iiLibH 0 CTi nympiieMCTBa Ha 
pMHKax TOBapiB Ta nocayr, bmpo 6 hml(tbo a 6 o Ha4aHHH rkiix He noBlsmaHe 3 ocho- 

BHOIO 4iiIAbHiCTIO. 

B xo 4 i 40 C^ii 4 *;eHb BCTaHOBaeHo, mo 3 TeopeTiiHHoi tohkm 3opy TeaeKOMy- 
HiKaqiwHe nmnpiieMCTBO Moxe y 4 aBaTiiai 40 TaKMx CTpaTeriii 4 iiBepai(])iKaim: 
CTpaTeria KOHijeHTpoBaHoi 4 iiBepci«])iKaim, CTpaTerm ropM30HTaabHoi 4 MBepcn- 
(J)iKaL(ii Ta CTpaTerbi KOHMOMeparaBHoi 4 MBepciic[)iKami. B Ta 6 ^i. 3 HaBe 4 eHo pe- 
3yabTara, oTpiiMam aBTopaMH b xo 4 i aHaai3y M 0 >KaiiB 0 CTeii peaabami TeaeKOMy- 
HiKaiiiMHHM ni 4 npweMCTBOM KoacHo'i 3 03HaqeHMx CTpaTeriii. 

Bmxo 44 hm 3 HaBe 4 eHiix pesyabTariB, BBaxaeMO, mo TeaeKOMymKamiiHe ni 4 - 
npM6MCTBO nOBHHHO nepeX04MTM Bi4 KOHLteHTpMHHO'i 40 T0pH30HTa^LbH01 CTpa- 
Teri'i 4MBepci«])iKaim i3 no4aabiimM BMpimeHHiiM niiTaHHa mo40 MOcicaMBocTi Ta 
404iyibH0CTi BnpoBa4>KeHH>i KOHMOMepaTHBHo'i CTpaTerii 4MBepcM(])iKaim. 



TaSxupx. 3 

Arra/iia MOK/iiinocri peaAuapii re/ie ko mv i i i «a m il nn m ni/iiipntMCi noM 
kojkhoi 3 icimoHiix CTpaTeriii ^nnepcnrfriKanii 



Bud cmpamezii 


MoxAueocmi 

enpoeadxeHHJi 


3 azpo 3 u ma npo 6 \eMU 


AoniAunicim snposa- 
dxcemui cmpamezii 


KomjeHTpiraHa 
4MBepcn(j)iKaijm 
(HOBi nocAyra Ta 
pMHKM Ha icHyKHiii 
TeXHOAOriHHiM 
6a3i) 


Po3HinpeHHJi nepeAiicy 
OCHOBHMX Ta 404aTK0- 
bmx nocAyr; ornriMm- 
ijm Tapnc[)Hoi' noAiTMKM; 
peKAaMa Ta pe6peH4iHr; 
BMX04M Ha Mi)KHapo4- 
Hi pMHKM 


MopaAbHe CTapiHHA 
TexHOAorin ni4 buau- 
bom HTTI; CTpyKTyp- 
Hi 3CyBM y CnO/KMBHMX 
npiopMTeTax; eKOHO- 
MinHa He40ti;iAbHicTi) 
yrpMMaHHa MopaAb- 
ho 3acrapiAoro o6Aa4- 
HaHHfl 


CTpaTerm He40u;iAb- 
Ha 3 orAA4y Ha HiBM4Ke 

MopaAbHe CTapiHHA ic- 
HyiOHMx TeAeKOMymKa- 
ijiMHMx TexHOAorin Ta 
nocAyr, a Taxo^c 3 m 1 hm 
npiopMTeTiB cno^cMBa- 
niB y 6ix HOBiTHix nocAyr 
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Bud cmpameiii 


MoKAueocmi 

eiipoeadxeHKH 


3azpo3u ma npodAeMU 


AoniAbHicnib anpoaa- 
dxeHHJt cmpameni 


ropM 30 HT 3 AbHa 
4MBepcn(})iKaLi;m 
(HOBi nocAyra 
Ha 6 a 3 i HOBmrix 
TexHtMorm Ha 
icHyiOHMx pMHKax) 


Ha4aHHA nocAyr 
M06iALH0r0 3 B'^ 3 Ky 3 a 
TexHOAorieio LTE, po3- 
bmtok nocAyr iHTepHeT 
Ha 6 a 3 i IHC 4 / BnpoBa- 
4)KeHH^I uMcjjpoBoro Te- 
AeSaneHHA 


AKTMBHa KOHKypeHLim; 
Heo6xi4HicTb 
iHBecTyBaHHA y 
HOBi TexHOAorii Ta 
HaBHaHHH nepcoHaAy; 
CTpiMKMM P 03 BMT 0 K 

HT11 


CTpaTerm e 

OnTMMaAbHOK), OCKLAbKM 
403 B 0 A^e p 03 BMBaTM 
TexHOAOiinHy 6 a 3 y 
Bi4noBi4HO 40 noTpe6 
cnOyKMBaniB Ta He 
BMMarae BeAMKMx 
iHBeCTMLliM 


KoHrAOMepaTMB- 
Ha 4MBepcM(j)iKaijui 
(HOBi nocAyra Ta 
TexHOAorii Ha ho- 
BMX pMHKax) 


P 03 BMT 0 K 4 mAbHOCTi 
Ha cyMijKHMx pMHKax; 
KOHBepreHtim nocAyr; 
OTpMMaHHH AiljeH 3 ii Ha 
HOBi BM 4 M 4 mAbHOCTi 


Heo6xi4HicTb cyrreBMx 
raBecraqra; ohobachh^ 
TexHOAorinHoi 6 a 3 M; 
HaBHaHHH nepcoHaAy; 
KOHKypeHLim Ha hobmx 
pMHKax 


CTpaTerm 40ijiAbHa 
y BMna4Ky, akii^o 
ni4npMeMCTBO nooi4e 
npoBi4Hi no 3 Mi(ii Ha 
pMHKy, MaTMMe CTiiiKe 
^)maHCOBe CTaHOBMme 
Ta iHBecraijmHy 
npMBa6AMBiCTb 



BcraHOB^eHO, mo BnpoBa4>KeHHH MCA noTpe6ye oqiHKM Bi4noBi4HOCTi op- 
raHi3aqiMHoi CTpyKTypn ynpaBaiHHTi ni4npM6MCTBa hobmm npMHiqinaM Be4eHH.11 
6i3Hecy, mi Bi4noBi4aiOTb ropM30HTaabHiM Ta KOHMOMepaTMBHiii CTpaTeri'i 4M- 
BepCM^iKaqi'i. IcHyiOHa Ha TeaeKOMymKaqiMHOMy ni4npMeMCTBi opraHmqiMHa 
CTpyKTypa ynpaBamna xapaKTepM3yeTboi aiHiMHo-iJiyHKqioHaabHMM tmiiom. U 41 
CTpyKTypa He b noBHOMy o6oi3i Bi4noBi4ae MCA, ockmbkm xapaKTepn3yeTboi 
HM3BKMMH TeMnaMM peaabaqi'i HOBOBBe4eHb Ta peaKqii na 3 m1hm pMHKy, npaK- 
tmhho He Bi4noBi4ae cepe40BMiqy cjryHKqioHyBaHHJi ni4npMeMCTBa Ta h34to 
npMB'maHa 40 Mepe>Ki Ta TexmqHMx 3aco6iB nepe4ani miJiopMaqii. ToMy 4oqLibHo 
34iMCHMTM 3MiHM y opramsaqiMHiM crpyKTypi ni4npweMCTBa. 

npoBe4eHHM Kp n tit 1 thit it aHaai3 icHyiOHMx b Teopi'i opraHmqiMHMx CTpyKTyp 
npii3BiB 40 BMCHOBKy, 140 HaM6iabm a4anTOBaHOK> 40 bmmot MCA e 4MBi3ioHaab- 
Ha opraHi3aqiHHa CTpyKTypa ynpaBamna, ockLtbkm BOHa opieHTOBaHa Ha noTpe6ii 
KaieHTiB Ta pmhok. YpaxoByiOHM, 140 nmnpireMCTBo 3aMMaeTboi 4isLibHicTio, ma 
noTpe6ye 4ep>icaBHoro Hara^y, HeMoaomBo noBHicTio nepe4aTH ynpaBaiHHH ni4- 
npiieMCTBOM Ha piBem 4MBi3ioHiB. ToMy Ha mm nponoHyeTboi ri6pM4Ha opram3a- 
qiitHa CTpyKTypa nmnpMeMCTBa, ma noe4Hye b co6i qeHTpaaboBaHHM Ta 4MBi3io- 
HaabHMfi piBHi. Ha qeHTpaai30BaH0My piBHi Bi46yBaeTboi crpaTeriqHe ynpaBaiHHn 
ni4npMeMCTBOM, po3no4ia iHBecTMqin, npMMMaiOTboi piuieHHTi 14040 BMKOHaHHH 
o6oB'5i3KiB nepe4 4epacaBoio Ta cnoiKMBaHaMM T0140. A MB i3ioHaabHMM piBeHb 3a- 
6e3neHye npMMHJiTTTi caMocTifiHMx pirnenb 4MBi3ioHiB (qeHTpiB npM6yTKy) 14040 
HOMeHKaaTypHMx, bmpoGhmhmx, cjiiHaHCOBMx, Ka4poBMx Ta iHuinx nMTaHb b Mexax 
BCTaHOBaeHMX 4 AH 4MBi3i0Hy aiMiriB Bi 4 noBi 4 aabHocri. 

4 o Bi40KpeMaeHMx 4 MBi 3 ioHiB 4oqLibHo Bi4HecTM Ti BM4M 4mabH0CTi, mi Ma- 
IOTB 3HaHHi nepeneKTMBM p03BMTKy Ta e npiopMTeTHMMM CTpaTeriHHMMM 30H3MM 
rocno4apiOBaHHTi ( C 3 f ) 4AH n^npHeMCTBa. /\ar HaitMeHni npM6yTKOBMx 3 oh roc- 
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no/tapiOBaHHji MocKHa 3anponoHyBaTM BMKopMcraHHii iHCTpyMeHTiB ayTCopcnmy. 
y ni4cyMKy opram3aqiMHa CTpyKTypa mom MaTM t3kmm biitasi 4 (pnc. 1). 




Pmc. 1. n-ponoHoeaw opzaHmyiima cmpyxmypa ynpaeAmm 
meAeKOMynmayimmo nidnpueMcmea 

n P M BMKopMCTaHHi 6y4b-flKo'i CTpaTerii 4MBepcMrJriKaqii, Heo6xi4HiiM e oqin- 
Ka erJreKTy Bi4 Ti peaai3aqii. AHaai3 HayKOBo-MeT04i«Horo iHCTpyMeHTapiio 14040 
04iHKM erJreKTy Ta erJreKTMBHOCTi [7, 12] npii3BiB 40 po3yMiHHa Toro, 140 Bn6ip 
MeT04y 04iHKM erJreKTy Bi4 peaai3aqii MC/J ctocobho TeaeKOMymKaqinHMx ni4- 
npweMCTB 3a^ie>KMTb HacaMnepe4 Bi4 ocoGawBocTeii 4i5MbH0CTi b crjrepi 3B r 5i3Ky Ta 
iH(J)opMaTM3a4ii, a t 3 ko>k Bi4 qLieM i 3a4an 4HBepcMrJriKaqii. OxpiM toto, oqiHKa 
erJreKTy Bi4 peaai3aqi'i MC/3, noBMHHa BpaxoByBaTM coqiaabHy cicaa40By. ToMy aB- 
TopaMM nponoHyeTbcn m6to4mmhmm ni4xi4 40 BM3HaneHH>i pesyabTyionoro noKa3- 
HMKa piBHn erJreKTy Bi4 BnpoBa4>KeHHn MC4 y Taimx eTaniB: 

1. BM3HaTeHHn noKa3HMKiB no KorKHin 3 rpyn noKa3HMKiB. Y KOHTeKcri 4 aHoi 
po6oTM 3anponoHOBaHO TaKi rpynn noKa3HMKiB: eKOHOMinm, CTpaTerinm, pMHKO- 
Bi, coqiaabHi, TexHoaorwHi. 

2 . Bn6ip eKcnepriB, mi 6y4yTb npoB04MTii 04iHKy 4ooirHyToro piBHa 3a ko>k- 

HMM 3 nOKa3HMKLB. 

3 . ripoBe4eHHn onuTyBaHHn eKcnepriB. B xo4i 4 boto onnTyBaHHn eKcnepTM 
BMCTaBaniOTb 6aabHi 04iHKn piBHn no 3 MTMBHnx 3 MiH, 140 Bi46yancb 3 a kotkhiim 
noKa3HMKOM nican BnpoBa4>KeHHa MC 4 - A asi 4i>oro nponoHyeTbcn BMKopncroBy- 
BaTM n'nTn6aabHy niKaay, 4e 04MHM4i Bi4noBi4aiOTb MimMaabHi 3 Mmn, n'nripiq — 
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MaKCMMa^LLHO MOCIGlMBi nOKpameHHJI. JlKIItO n03MTMBHMX 3MiH 3a neBHMM nOKa3- 
hmkom B3araai He Bi 46 y 2 iooi, eKcnepTM ijbOMy noKa3HMKOBi CTaBAHTb Hyab 6aaiB. 

4. 06po6ica pe3y^ibTaTiB i 04 ep:*aHHJi rpynoBwx oiuhok. 

5. Po3paxyHOK iHTerpaabHoro pe3yabTaTy oiuhkm etJreicTy Bi4 BnpoBa4>iceHHa 
MC4 IIMUXOM 404aBaHH>I OTpMMaHMX 6a2LbHMX OqiHOK. 

6. TpaKTyBaHHa oTpiiMaHoi oiuhkm etJreKTy Bi4 BnpoBa4>KeHHa MCA 3aM% 
qboro po3pofMeHo iiiKaay oiuhkm ecJreKTy Bi4 BnpoBa4)KeHH>i MCA a TaKOCK 3a- 
X0411, mi Heo6xi4Ho npoB04 MTM b pa3i oTpMMaHHn Toro mm iHinoro pe3yabTaTy. Y 
4aHOMy BMna4Ky, Koan 3anponoHOBaHo yrpynyBaHHJi i3 20 noKa3HMKiB ecJreKTy Ta 
n'3tTM6aabHa ciiCTeMa ’ix oiuhkm, iiiKaaa oiuhkm ecjieKTy noBMHHa Main rpaHimHi 
MeiKi Bi4 Hy^t5i 40 cyMii MaKCMMaabHo mocictmbmx oiuhok 3a ycitvia noKa3HMKaMM. 
y ijhx yMOBax uiKaaa oiuhkm etJreKTy Bi4 BnpoBa4>KeHH>i MC,4 HaBe4eHa y Ta6^i. 4. 



TflfMMipt 4 

IIlKaaa 01411KM e<J>eKTy Bi4 BnpoBa4»ceHH5i MC 4 



InmepeoA 

3HaneHHsi 


XapaKmepucmuKa 

inmepeoAi) 


Heodxidni 3axodu 


0 < Ef < 20 


4 MBepcn(})iKaLiiii 

HeetjjeieraBHa 


Heo 6 xi 4 Hi Kap 4 MHaAbHi 3 m1hm CTpaTeri’i 4 MBepcn(J)iKaLi;ii / 
neperA ^4 ni 4 X 04 iB 40 i'i 34 iiicHeHHfl 


21 < Ef < 40 


4 MBepcn(})iKaLim 
Mae HM3BKMM e(j)eKT 


Heo 6 xi 4 HO BM3HaHeHHfl n03MIjiM i3 HM3bKMMM OLliHKaMM Ta 
(])OKycyBaHHfl yBara Ha u;mx acneicrax 4 MBepcM^)iKauii 


41 < Ef < 60 


4 MBepcn(j)iKaLiiii 

3a40BL-lbHa 


4 oi(iAbHO npoBe 4 eHH^ 404 aTKOBMx 3 axo 4 iB 14040 
M 04 epHi 3 auii ni 4 X 04 iB 40 4 MBepcM(})iKaijii, yroHHeHHfl C3r, 
KopeKum CTpaTeri’i 


61 < Ef < 80 


4 MBepcn(})iKaLim 

e^)eKTMBHa 


Mo:>KAMBe y 40 CKOHayieHH^ CTpaTerii 4 MBepcM<j)iKai];ii 
Bi 4 noBi 4 HO 40 noTOHHoi CMTyai^ii Ha Maxpo- Ta MaKpopiBHnx 


81 < Ef < 100 


4 wBepcM(j)iKaLibi 

MaKCMMaABHO 

e(J>eKTMBHa 


llocTiiiHMM MomTopMHr CTaHy ni 4 npMeMCTBa Ta 
e^eKTMBHOCTi 4 MBepcM(j)iKaD;ii 3344 ^ 3ano6iraHHa 
noripmeHH^ noKa3HMKiB 



^hcipo KiabKicTb noKa3HMKiB oiuhkm ecjieKTy Bi4 BnpoBa4)KeHHH MC4 6y4e iH- 
moio, to iiiKaay Mo*e 6yTM TpaHCcjiopMOBaHo y Tasty, ma Bi4noBi4ae MimMaabHMM 
Ta MastciiMa^bHiiM oitiHKaM. AHaaoriHHa TpaHCcjxipMauM MoaoiMBa y pa3i, mm;o 
oiuhkm 6y4yTb BMCTaBAaTMCH He b 6a2tax, a, HanpiiBoia4, y Bi4C0TKax mi nacTKax 04 M- 
hmiu. To4i iHKaaa 6y4e buhobUho npe4CTaBaeHa y Bi4C0TKax mi nacTstax 04MHM1A 
OxpiM toto, b xo4i oiuhkm ecJieKTy Bi4 BnpoBa4)iceHH>i MapKeTMHroBoi CTpa- 
Terii 4MBepcM(J)iKaiui 4mabH0CTi TeaeKOMymKaruMHoro n^npweMCTBa Heo6xi4Ho 
BpaxoByBaTH Te, mo npoijec 4MBepcM([)iKaiui 4imibH0CTi (JropMyeTboi 3 eaeMenriB, 
mi MaiOTb (JryHKLtioHaabHi 3b'h3km B3aeM04iM, 6e3nocepe4Hbo 6epyTb ynacTb y bm- 
po6HMHOMy npoueci Ta y (JropMyBaHHi ecjieKTy, 3a6e3nenyiOTb (JryHKiuoHyBaHHii 
uLiicHoi cmctcmm b onTHMaabHHx napaMeTpax. B pe3yabTaTi (JiopMyeTboi HOBa 
CTpyKTypa, b Mexax moi BMHMKae CMHepreTMHHMM ecJreKT. ToMy 4oqiabHo b xo4i 
oiuhkm etJieKTy Bi4 BnpoBa4>KeHHn MapKeTMHroBoi CTpaTeri'i 4MBepcii(})iKarui 4i- 
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jLibHocri Te^eKOMymKaqiMHoro nmnpHeMCTBa BH3HanHTH CHHepreTHHHHH ecJteKT, 
rkiivi e Haciti 4 KOM nponeciB 4 HBepcH(})iKaLm. 

TaKM hhhom, mo>kh3 BBacicaTM, mo npoBe 4 em 40 Cii 4 )KeHH>i e neBHMM BHe- 
ckom b cynamy eKOHOMiqHy HayKy 3aB4>iKH y 40 CKOHa^teHHio TeoperaqHHx ochob 
Ta npMicaa 4 Horo iHCTpyMeHTapiio r^opiviyBaHHii MapKeTMHroBoi crpaTerii po3BMTKy 
Te^teKOMyHiKaLtiMHoro nympHeMCTBa Ha 3aca4ax 4 HBepcH(J)iKaim. BnpoBa 4 >KeHH>i 
Ha npaKTHiji HayK 0 B 0 -npMKaa 4 HMx pe3y^tBTaTiB po 6 ora 403bo^lmtb onTMMi3yBaTM 
npoiiecii po3BMTKy Te^teKOMyHiKaL(iMHoro ni 4 npMeMCTBa Ha 3aca4ax 4 HBepcH(J)i- 
Kaiiii, mo 6 y 4 e cnppMTM ni 4 BMmeHHio hoto KOHKypeHToenpoMOXHoeri Ta com- 
a^tbHo-eKOHOMiqHo'i erJreKTHBHocri 4i5LibH0CTi b cynacHHx yMOBax. 
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5.4. STRATEGIC ANALYSIS OF FACTORS AND 
CONDITIONS REGIONAL MARKETS 
MEAT AND MEAT PRODUCTS 

CTPATEriHHEM AHA/II3 YMOB TA 
HI4HHI4KIB P03BMTKY PEriOHA/lbHOrO 
PEIHK Y M'flCA TA M'flCOnPO^YKTIB 

Afanasieva 0 . P. 

Afanacbeea O. Ti. 
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IKezyc O. B. 



UDC 338.439 

JEL M31 

Abstract 

On the basis of scientific effort analysis it was proved that rationale and 
possibility of introduction of strategic insight instruments in the process of study 
of conditions and factors of development of meat products regional market. For 
scientific mission the factors of nationwide and regional impact on meat products 
market were systemized and science-based approach for their estimation was 
worked out and applied. According to analysis it was found that in Ukraine on 
the whole and in Kharkiv region in particular there are special opportunities for 
further development of meat products market which are contingent on significant 
natural resources potential, innovative activity of agricultural and processing 
companies, traditions and national nutrition culture. It was determined that for 
support of further development of meat products market in Kharkiv region the 
progress of animal industry as a branch of the economic sector must be stimulated 
and conditions for level increase of meat and meat products consumption must be 
provided. 

Key words : strategic analysis, meat and meat products market, macroenviron- 
ment, opportunities and threats. 

Anomayu 

Ha ocHOBi aHauby HayKOBiix npaiib 40 Be 4 eH 0 4oithibHicTb Ta MoxauBicTb 
BMKopMCTaHBM iHCTpyMeHTiB CTpaTeriuHoro aHauby y npoiteci 40 Cui 4 )KeHHJi yMOB 
Ta quHHHKiB po3BMTKy perioHaubHoro piiHKy M'iica Ta M'.aconpo4yKTiB. /\ar npoBe- 
4eHHJi aHauby 6yuo ciiCTeMaTM30BaH0 umhhmkm 3araubHOHaqioHaubHoro Ta perio- 
HaubHoro BnuuBy Ha puHOK M'aca Ta M'5iconpo4yKTiB, a t3ko>k po3po6aeHo Ta bm- 
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KopwcTaHo HayKOBo-npaKTMqHMM ni/pd/tix oqimoBaHHa. 3a pe3y^bTaTaMM aH&ai3y 
BCTaHOB^teHo, mo b yicpaim b qiaoMy, Ta XapidBCMdii oG^acri, 30KpeMa, MaiOTb Mic- 
qe neBHi MoacaMBocri 4Aa no4a^binoro po3BMTKy pMHKy M'aca Ta M'aconpoqyKTiB, 
aKi o6yMOB^teHi noTyacHMM npMpoqHo-pecypcHMM noTeHqia^OM, iHHOBaqiiiHoio 
aKTMBHicTio cLibCbKorocno4apcbKMx Ta nepepo6HMx ni4npMeMCTB, TpaqMqiaMM Ta 
Ky^tbTypoio xapqyBaHHa Hace^teHHa. BicHaqeHo, mo 4^ta 3a6e3neqeHHa noqammo- 
ro po3BMTKy pMHicy M'aca Ta M'.siconpo4yKTiB b XapKiBCbKiM o6^tacTi noTpi6Ho ctm- 
My^LIOBaTH P03BMT0K TBapMHHMqTBa, aK Taity3i arpapHOTO CeKTOpy eKOHOMiKM, 3a- 
6e3neqMTM yMOBM 4 ah niqBMmeHHa piBHa cnoacMBaHHa M'aca Ta M'aconpoqyKTiB. 

KAtoHoei CAoea: crpaTeriqHMii aHa^tb, pmhok M'aca Ta M'aconpoqyKTiB, Maxpo- 
cepeqoBMiqe, MoaoiMBOCTi Ta 3arpo3M. 

0 4Hieio 3 oco6^tMBocTeM perioHa^BHoro pMHKy M'aca Ta M'aconpoqyKTiB e 
bmcokmm piBeHb 4HHaMiqH0CTi, ara xapaKTepM3ye HenocTiiiHicTb CK/iaqy 
Ta CTpyKTypM pMHKOBOl CMCTeMM, mo o6yMOB^LIOe Heo6xi4HiCTb BMaB^ieHHa 
Ta aHaiti3y qiiHHMKib i yMOB, aKi BmiMBaiOTb Ha iioro (JropMyBaHHa Ta po3BMTOK 
b neBHOMy periom. PlMTaHHa mo40 CMCTeMaTM3aqii qMHHMKiB, mi BiMMBaiOTb Ha 
(J)0pMyB3HHa Ta (JiyHKqioHyBaHHa npoqOBomqoro pMHKy b qbtoMy Ta OKpeMMX 
TOBapHHX pMHKiB, 30KpeMa, 40CMTB 3KTMBHO p03TAa4ai0TbCa y CyHaCHMX HayKOBMX 
40Gli4)KeHHaX. Tlpil qbOMy 4OCH4HMKM p03TAH4ai0Tb Ta p03BMBai0Tb MeT04MHHi 
acneKTM CTpaTeriqHoro aHayiby, aK TaKoro, mo 403BOAae npoB04HTM KOMnyieKCHe 
40di4aceHHa / 3a pe3ymTaTaMM aKoro BiiaB^iaiOTb no3MTMBHi i HeraTMBHi hmhhmkm, 
aKi Moacyrb Bn/uiHyTii Ha piiHKOBy CMTyaqiio, MapKeTMHroBe cepeqoBMiqe 
nmnpMeMCTB. Po3BMTKy TeopeTMHHMx Ta npaKTMHHMx 3aca4 npoBe4eHHa 
CTpaTeriqHoro aHa^tby npMCBaqem po6oTM 3apy6i>KHMx Ta BiTHM3HaHMx yqeHMx, 
cepe4 aKMx ori4 Bi43HaqMTM I. Ahcoc})^, B. Epaqaq, A. Ba^ep, H. BaciMMK, 
IT. Fop4ieHKO, A. 4i4KOBCbKa, B.MopoxoBa, M. Pe6epmK, A.ToMncomH.FiiiiKiHa 
[1-3, 5, 7, 11]. y cynacHMx yMOBax MoaoiMBocri BHKopucTaHHa CTpaTeriqHoro 
aHaaby bmmllltm Bace 3a mokm iioro BMKopMCTaHHa anine y npoqeci CTpaTeriqHoro 
ynpaB^iiHHa niqnpMeMCTBOM. Bee 6Libiii BiTqM3Ham HayKOBqi iioro 3acTocoByiOTb 
4aa BHpimeHHa npo6aeM CTpaTeriqHoro ynpaBaiHHa Ha MaKpopiBHi, npn qbOMy 
aqanTyiOTb iioro iHCTpyMeHTM Ta niqxoqM. I. CeMemyK po3KpMBae MoacaMBocri 
BMKopMCTaHHa crpaTeriqHoro aHaaby po3BMTKy perioHaabHMx eKOHOMiqHMx 
CMCTeM [9], T. OicaaHqep — 4 ah BnaBaeHHa pe3epBiB niqBMiqeHHa iHBecTMqiiiHoi 
npMBa6aMBocri perioHy [8], EypaaKa O. M. — 4Aa aHaaby (JraKTopiB criiiKoro 
po3BMTKy arpapHoi raay3i BiHHMqbKoi oGaacri [4], TKeiyc O. B., PIonoBa A. O., 
PlapqMpHa T. M. — 4aa 40C^ti4aceHHa TOBapHoro pMHKy [6]. L[e o6yMOBaeHo tmm, 
mo caMe CTpaTeriHHMM aHaab Ta BMKopMCTaHHa BiqnoBiqHMx iHCTpyM eHTiB 
403B0aae 40di4acyBaTM (JiaKTopM i MoaoiMBOCTi, aid MoacyTb6yra BMKopMCTaHi 
4^a BMpimeHHa npo6aeM aK Ha MiKpo-, TaK i Ha MaKpopiBHi aqeKBaTHo 30BHiuiHiM 
yMOBaM, BMaB^teHMM niq qae aHaaby. 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Pubhshing House Science and Innovation Center, Ltd., 2015 



393 



Section 5. Marketing in the Markets of Goods and Services 

EteaacaeMo, mo caivte CTpaTeri+Hnii ni4xi4 40 BM3HaneHHa cm a Ta o6cTaBMH, aid 
cnpaB+aiOTb Bn+MB Ha yMOBM (JropMyBaHHa Ta (^yHKqioHyBaHHa TOBapHoro pMHKy, 
e Han6Ln>m o6rpyHTOBaHMM y cynacHnx yMOBax, ockmbkm 403Boaae MaKCMMaab- 
ho noBHo BM3HaqMTM rpynM HMHHMidB MaKpocepe40BMina (HMHHMKiB rao6a+bHoro 
BTMMBy) Ta bmubmtm ix Bn+MB. Ha nonnT, npono3MLUK>, qiiry Ta CTaH KOHKypeHim 
Ha perioHaabHOMy pMHKy M'aca Ta M'aconpo4yKTiB Bn+MBaiOTb eKOHOMinm, 4eMo- 
rpar^iMHi, npnpo4HO-KaiMaTnqHi, noaiTM+m, HayKOBO-Texm+Hi hmhhmkm Ta hmh- 
hmkm KyabTypHoro nopa4Ky perioHaabHoro piBHa Ta 3ara+bH04epacaBHoro (pnc. 
1), aid y cyxyriHOCTi yTBopioiOTb cepe40Biime (JjopMyBaHHa Ta (JiyHKqioHyBaHHa 
Bi4nOBi4HOTO TOBapHOTO pMHKy. 

ni4 cepe 40 BMmeM (JjopMyBaHHa Ta (JjyHKqioHyBaHHa perioHaabHoro pMHKy 
M'aca Ta M'aconpo4yKTiB nponoHyeMo po3raa4aTM ycio cyKynHicTb cm a Ta hmhhm- 
Hb perioHaabHoro Ta 3araabHOHaqioHaabHoro xapaKTepy, aid nepe3 (JtaKTM, no4ii, 
aBMin;a BM3HaMaiOTb ctbh Ta TeH4eHim ochobhmx eaeMeHTiB pMHKy: npono3Mi(ii, 
ijiHM, nonMTy, KOHKypeHLtii m o6yMOBaioiOTb ix B3aeMOBnaMB Ta B3aeM04iio. 

Yci HaBe4eHi hmhhmkm MaKpocepe40BMina Heo6xi4Ho buabaktii Ta 40cii4acy- 
BaTM Ha perioHaabHOMy Ta HaqioHaabHOMy piBHi, BM3HaqaTM npn qbOMy ix piBeHb, 
qac, HanpaM, cn+y Bn+MBy, mo o6yMOB+ioe Heo6xi4HicTb npoBe4eHHa CTpaTerw- 
HOTO aHaai3y pMHKy, aKMM 403B0+MTB BM3HaHMTM 3arp03M Ta MOaC+MBOCTi p03BM- 
TKy raay3eii b qiaoMy Ta niqnpneMCTB, 30KpeMa, aKi 4iiOTb Ha TOMy mm inuiOMy 
TOBapHOMy pMHKy, i 3a6e3neHyiOTb moto (JiopMyBaHHa Ta (JiyHKqioHyBaHHa. 

npeqCTaB+em rpynn HMHHMidB BiqirpaoTb pi3Hy poab y npoqeci (JropMyBaH- 
Ha m (JjyHKmoHyBaHHa pMHKy M'aca Ta M'aconpo4yKTiB b XapKiBCbKiii oGaacri, 04Hi 
e 6Libiii BaroMMMM, inuii — MeHui b3tommmm, mo Heo6xi4HO ypaxoByBaTM ni4 nac 
qocaiqaceHHa. /\ a % BM3HaneHHa BaroMocri rpyn HMHHMKiB 6yao BMKopncTaHo Me- 
T04 eKcnepTHMx oqmoK, 3a pe3yabTaTaMM aKoro oTpMMaHi KoecJnqieHTM BaroMOC- 
Ti rpyn mmhhmkIb MaKpocepe40BMma, Ha ochobI aKMx BM3HaneHo Moqe+b oqiHKM 
BnaMBy MaKpocepe40BMma Ha (JropMyBaHHa Ta c[)yHKqioHyBaHHa pMHKy M'aca Ta 
M'aconpo4yKTiB, BOHa Mae BMraaq: 

O mc — Oe x 0,2 1 + On x 0,1 7 + Oim x 0,2 + Oht X 0,16+ Onm x 0,14 + 0^ x 0,12 , (1 ) 

4e 0 MC — 3ara+bHa oqiHKa Bn+MBy HMHHMKiB MaKpocepeqoBMiqa; 0 E — cyMap- 
Ha oqiHKa ckohom Hhmx hmhhmkIb; 04 — cyMapHa oqiHKa qeMorpacJnHHnx hmh- 
hmkIb; Onn — cyMapHa oqiHKa noaiTMKO-npaBOBMX mmhhmkIb; OHT — cyMapHa 
oqiHKa HayKOBo-TexHi+HMx hmhhmkIb; OnK — cyMapHa oqiHKa npnpoqHnqnx Ta 
K+iMaTMHHMX hmhhmkIb; OK — cyMapHa oqiHKa hmhhmkIb Ky+bTypHoro nopa4Ky. 

HaBe4eHi hmhhmkm KpiM toto, mo Bi4pi3HaiOTbca BaacanBicno, TaKoac cnpaB- 
aaiOTb pi3HMM 3a HanpaMOM (n03MTMBHMM MM HeraTMBHMM) Ta CM+OIO (CM+b- 
hmm mm caaSKMii) BnanB Ha (J)op MyB aHHa m (jiyHKqioHyBaHHa pMHKy M'aca Ta 
M'aconpo4yKTiB b XapKiBCbKiii ofMacri, 40 toto ac bohm BMMipioiOTbca pi3HMMM 
nOKa3HMK3MM, a OKpeMi 3 HI1X He MOaCHa HaBiTb npe4CT3BMTM KLTbldCHO, TOMy no- 
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PEriOHAJIbHI 



3ArAJIbHOHAU,IOHAJTbHT 



CouiaJTbHO-eKOHOMiHHHH pibCHh 
po 3 BHTKy perioHy, oOcarn BHyTpim- 
Hboro perioHajibHoro nponyKTy, 
rany 3 eBa CTpyicrypa ckohomIkh 
perioHy, ctbh iH(j)pacTpyKTypH pHHKy, 
floxoflH Ta BHTpaTH HaceneHHa perioHy, 
P 03 BHT 0 K AnK Ta XapHOBOl 
npoMHCJioBOCTi, piBeHb 6e3po6iira, 
yMOBH >KHTTa n,OMamHix rocnoflapcTB, 
perioHajibHi nporpaMH eKOHOMinHoro 
p 03 BHTKy, iHBeCTHpiHHHH KJliMaT 



/JeMorpa^inHi npouecn b perioHi, 

HMCejlbHiCTb HaCejieHHH, CTaTT€BO- 
BixoBa CTpyxTypa HaceneHHa, 
CTpyKTypa HaceneHHa 3a MicueM 
npox<HBaHHfl, MirpauiiiHi npouecw, 
piBeHb ocBiTH b perioHi 



PerioHajibHi poanopanaceHHa Ta 
peryjiHTopni axra, CTpaTeria po3BHTKy 
perioHy, piuieHHa MicpeBHx opraHiB 
BjiajiH 



MaTepiajibHO-TexHiHHa 6a3a 
nijjnpHGMCTB perioHy, piBeHb 
TexHoaoriHHoro po3BHTKy, ctbh HayKH 
Ta OCBiTH, iHHOBauiHHa aKTHBHiCTb B 
perioHi, pe3yjibTaTHBHicTb HayKOBoi’ i 
BHHaxiflHHUbKOl fliajlbHOCTi, BHTpaTH Ha 
iHHOBapmHy ^iajibHicTb, perioHajibHi 
npiopmeTM iH HOBaujM hoi flm/ibHocri 



reorpa^iiHHe nonoaceHHa, 
TepHTOpiajibHi oco6nHBOCTi perioHy, 
KjiiMaT, npupojiHO-pecypcHHH 
noTeHpiaji h iioro BnjiHB Ha po3bhtok 
rajiy3eH exoHOMiKH 



PerioHajibHi KyjibTypa, rpa/iHiiii, 
peniria, cthjih Ta 3Bnqai' aonra, no6yTy 



Ekohomimhi 



J[eMorpac|)iHHi 



riojiiTUMHi 



KyabTypHOro 

nopsmicy 



MaKpoeKOHOMinHa CHTyaipa; ctbh 
rponiOBO-KpeaHTHOi nojiiTHKH; 
TeHjieHiiii (jimaHCOBoro pHHKy Ta 
BajiiOTHoro pnHKy, iHBecTHiiiiiHa 
noniTHKa, 30BHiuiHboeKOHOMinHa 
noniTHKa, piBeHb jkhtto HaceneH- 
Ha, npOXCHTKOBHH MimMyM, MiH- 
iMaJlbHHH CnO>KHBHHH KOU1HK, 

TeMim iHijinniji'i Tomo, CTpaTeria 
eKOHOMiHHOrO p03BHTKy YKpaiHH, 
Sio^eTHa noniTHKa 



/fepacaBHa ^eMorpaijiiHHa 
noniTHKa YKpai'HH Ta ii 
CTpaTerinHi npiopHTeTH, yMOBH 
BinTBOpeHHa HaceneHHa, noniTHKa 
y ojiepi oxopoHH anopoB’a, ocbIth, 
CTpaTeria couianbHO- 
eKOHOMinnoro po3BHTKy 



HayKOBO-TexHiHHi 



KjliMaTMHHi 
Ta npHpo^HHMi 



SaKOHonaBna 6a3a YKpai'HH, 
HopMaraBHO-npaBOBe 
3a6e3neneHHa nijinpHGMHHabKOi 
aianbHOCTi, aepacaBHe 
peryniOBaHHa eKOHOMiKH 



/],epacaBHa npnponooxopoHHa 
Ta eKonoriHHa noniTHKa, 
npHpoao-oxopoHHe 3 aKOHO,aaB- 
ctbo, 3 aranbHHH CTaH 
HaBKonHniHboro cepenoBHina 



HanioHanbHi KynbTypa, 
TpanHiliV, peniria 



CTpaTeria mHOBaumHoro 
po3BHTKy YKpai'HH Ha 2010-2020 
poKM b yMOBax rno6ani3auiHHHX 
BHKnHKiB, HOpMaTHBHO-npaBOBe 
3a6e3neneHHa iHHOBaniHHOi 
n,ianbHOCTi, 3aranbHHH CTaH 
iHHOBaTHBHOCTi eKOHOMiKH, piBeHb 

TexHonorinHoro nporpecy 



Pmc. 1. Huhhuku maMtHomi^ioHaAbHoio ma pezicmawHoio emuey 
na puuoK M'nca ma M'stconpodyKmie 
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Tpi6HMM MeT04MqHMM ni4xi4, 3aCHOBaHMM Ha yHi(})iKOBaHiM 40 koxhoi rpynM hith- 

HMKiB CMCTeMi OL(iHK)BaHH>I. 

y npoqeci oqiHiOBaHHJi HanpuMy Ta ctltm BnawBy hithhitiqb MaKpocepe40BM- 
ma Ha (J)opMyBaHH3i Ta (JiyHKqioHyBaHHH pwHKy M'nca Ta M'nconpo4yKTiB b XapiciB- 
ctidM o6aacTi 6yao BMKopxrcTaHO 5 -tm 6aabHy iiiKaay oqiHiOBaHHJi, Bi4noBi4HO 40 
moi po3po6aem iH4MKaTopM oqiHiOBaHHH, mo Bi4noBi4aaM BM3HaHemM 6aabHiM 
oqiHL(i toto hit iHuioro napaMeTpa a6o noKa3HMKa. 3anponoHOBaHMM MeT04nq- 
hmm ni4xi4 40 BH3HaqeHH>i BnaMBy HMHHHKiB MaKpocepe40BMina Ha (JiopMyBaHHH 
m (J)yHKqioHyBaHH3 perioHaabHoro piTHKy M'nca Ta M'nconpo4yKTiB nepe46anae 
34iMCHeHH>i HM3KM nocamoBHiix npoqe4yp: 

1) oqiHKa piBHn Ta HanpuMy BnaiTBy ko^khoto 3 HiTHHiTKiB, hkL po3Mii4aiOTbOi 
3a po3po6aeHoio uiKaaoio; 

2) Bii3HaqeHHJi cepe4Hboi oiiiHKM 3a kockhoio kpvtioio hithhitkIb: 




46 ^4 — cepe4Hiii 6a a BnaiTBy rpymr HiTHHuidB; 
i=l, ....k — KiabKicTb HiiHHMKiB b rpyni; 

B — 6aabHa oqiHKa k — to noKa3HMKa 

3) po3paxyHOK 3araabHoro BnaiiBy HMHHMKiB 3 a M 04 eaaio (1); 

4) i 4 eHTM(})iKaqiii BnaMBy MapKeTMHroBoro cepe 40 BMma, 4 ah hoto 3anpono- 
HOBaHO HaciynHy iiiKaay (Ta6a. 1). 



TfltMMipt 1 

nitcaaa liiiaiia'ieiiHa rsii/iiiEsy m a k p o ce p e 4 o n n r h a Ha ([(opMyrsanmi Ta 
<J)yHKqioHyBaHHH perioiia/ibiioro prniKy M'aca Ta Ni'acoiipo/iyKrin 



IwnepeaA 


o MC 


0-1 


1,1-2 


2, 1-2,5 


2,6-3 


3,1-4 


4,1-5 


XapaKTe- 

pMCTMKa 

Maicpo-ce- 

pe40Bnma 


CyrreBi 

3arpo- 

3M 


Hecyrre- 
Bi 3arpo- 
3M 


G ak neBHi 

MOyKAMBOCTi, 
Tax m 3arpo- 
3M, a^e 3a- 
rpo3M SiALini 
3a M03KAH- 
BOCTi 


G jik neBHi 
M03KAMB0CTi, 
Tax n 3arpo3n, 
MOvKAMBOCTi 
nepeBnmyiOTb 
3arpo3H 


MaiOTb Mic- 
ije neBHi 
MO>KAHBOCTi 
4 aa no4aAb- 
moro po3BM- 
TKy pnHKy 


AScoaiotho 

CnpMATAHBi 

MOJKAMBOCTi 



y npoqeci oqiHiOBaHHH BnaMBy htthhiikIb MaKpocepe 40 BMma Ha (JiopMyBaH- 
H3 Ta (JiyHKqioHyBaHHii pnHKy M'nca Ta M'iiconpo4yKTiB b XapKiBCbKiM oGaacri 
6yaO BHKOpMCTaHO CTaTMCTMHHMM Ta aHaaiTMHHMH MeT 04 M, MeT 04 KOHTeHT aHa- 
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2ii3y 40 KyMeHTiB, aid BMKopMCTam b modi btopmhhmx 4*;epeyi iHtjiopMaqi'i (ny- 
6iUKaLtii 4ep>KaB H oi ciy>K6M craTMCTiiKM, Fcmobhoto ynpaByiiHHa craTMCTiiKM y 
XapKiBCBKiM o6^tacTi, aHa^iTimm ota^m, MaTepiaAiB KOHcaATMHroBMx Ta peirraH- 
roBHx areHTCTB, raAy3eBi Ta HayKOBi nytMiicaiui Tomo). Pe3yAbTaTii oiiimoBaHHn 
npe 4 CTaBAem y Ta6A. 2. 



TadAui{M 2 

Peay/ibrain oumioisamni 'iiiHiiiiKiii, 140 BmuiBaiOTB Ha iiibecrHiriMiiy [[pinsao/uirsicrb 



IIoicamuKU 


OntHKii pi&HH ma 
HanpxMy etiAuey, 
aid 0 do 5 


BazoMicmb 

HUHHUKX) 


3eaxcma 

oi^iHKa 


EKOHOMWHi HMHHMKM 


MaKpoeKOHOMiqHa cmyaijm 


2 


0,21 


4 


CoijiaAbHO-eKOHOMWHa cmyaijm 


3 


P03BMT0K TBapMHHIlIJTBa 


2 


P03BMT0K M^COnepepoSHOl npOMMCAOBOCTi 


3 


U,iHOBa CMTyaum Ha pMHKy 


2 


Cepe4H>i ou;iHKa 


2,8 


4eMorpa^)iHHi hmhhmkm 


KLibKicTB HaceAeHH^ y periom 


2 


0,17 


0,45 


CTaireBOBiKOBa CTpyKTypa HaceAemni 


2 


CipyKTypa HaceAemui 3a MicijeM npo>KMBaHHH 


4 


Cepe4H>i ou;iHKa 


2,67 


riOAiTMKO-npaBOBi HMHHMKM 


IIOAiTMHHa CMTyaiJLH 


1 


0,2 


0,5 


HopMaTMBHO-npaBOBe 3a6e3neneHH^ 
ynacHMidB pMHKy 


3 


IIo4aTKOBe HaBaHTa^ceHHa 


1 


4ep>KaBHe peiyAiOBaHHfl 

Ta 4ep»caBHa noArraica 


5 


Cepe4roi ou;iHKa 


2,5 


HayKOBO-TexHinHi hmhhmkm 


MaTepiaAbHO-TexHinHa 6a3a 
Bi4noBi4HMX raAy3en 


1 


0,16 


0,48 


iHHOBatliMHa aKTMBHiCTb 


4 


Po3bmtok iHHOBauiMHMx npoijeciB 
y Bi 4 noBi 4 HMX ra/iy3flx 


4 
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floKamuKU 


OniHKa pimn ma 
nanpxMy etiAuey, 
eid 0 do 5 


BazoMicmb 

HUHHUKXf 


36axena 

oifimca 


Cepe4Hfl oujiHKa 


3 






npMpO^Hi Ta KAiMaTMHHi HMHHMKM 


reorpatjwHHe po3TamyBaHroi 


5 


0,14 


0,56 


ripMpo4HO-pecypcHMM noTemjiaA perioHy 


4 


E(J)eKTMBHiCTb BMKOpMCTaHHa 
npMpo4HO-pecypcHoro noTemjiaAy perioHy 


3 


Cepe4H^i oujiHKa 


4 


Mmhhmkm KyAbTypHOro nopJi4Ky 


Tpa4Mu;ii Ta KyAbTypa xapnyBaHHA b ijiAOMy, 
cno^cMBaHHA M'aca Ta M'aconpo4yKTiB 


5 


0,12 


0,6 


Pa30M 






3,18 



Bmxoaotm i3 inicayiM meHTM^iicaiui CTaHy MaKpocepe40Bnma (TaGa. 2) b Yicpa- 
'irn MaiOTb Micqe neBHi MOiKaMBocri 4331 no 4 aabinoro po 3 BMTKy pMHKy M'jica Ta 
M'aconpo 4 yKTiB / aid oGyMOBaem: 

■ noTycKHMM npMpo4Ho-pecypcHMM noTeHijiaaoM, rkuvi cnpMaTMMe po3- 
BMTKy arpapHoro ceKTopy eKOHOMiKM b YicpaiHi b imioMy, Ta TBapiiHHMi(TBa, 30- 
KpeMa, m HacwqeHHio BiTHM3HaHoro pMHKy BaacHMMM TOBapHMMM pecypcaMM, mo 
403BoaMTb ni4BMmwTM piBeHb caM03a6e3neHeH0CTi 4aHoro TOBapHoro pMHKy; 

■ iHHOBaL(iMHoio aKTMBHicTio cLibCbKorocno4apcbKMx Ta nepepo6HMx ni4- 
npMEMCTB, IX TOTOBHiCTIO 40 n04aabUI0T0 p03BMTKy M BnpOBa4>KeHHa HOBHX Tex- 
HoaoriM BMpoGHMijTBa, moto M04epHi3aiiii; 

■ Tpa4HLii>iMM Ta KyabTypoio xapnyBaHHa HaceaeHHa ypcpaimi Ta XapKiB- 
CbKoi oGaacri, 30 KpeMa, 40 paijioHy GLibiiiocTi rkux mc>4Ha Bxo4aTb M'aco Ta 
M'aconpo4yKTM, rionMT Ha aKi 3 poCTaTMMe 3 a yMOB ni4BMmeHHa ix naaTocnpo- 

MOCKHOCTi. 

3a pe3yabTaTaMM npoBe4eHHx 40cai4^ceHb BMaBaeHo ocoGawBocTi perio- 
HaabHoro po3BMTKy pMHKy M'aca Ta M'aconpo4yKTiB b XapKiBCbKiM oGaacri. Haii- 
6 Lu>iiihmm npoGaeMaMM po3BMTKy pMHKy M'aca Ta M'aconpo4yKTiB b oGaacri e 

HM3BKMM piBeHb BMpo6HML(TBa M'aCa, BHadi40K HOTO CaM03a6e3neHemCTb pMHKy 
TOBapHMMM pecypcaMM xapaicrepM3yeTboi kpmtmhho hm3bkmm piBHeM; He40CTaT- 
HiM Ha cboro4Hi e m piBeHb cno>KMBaHHa M'aca Ta M'aconpo4yKTiB MemKaHijaMM 
perioHy. Y cyKynHOCTi Taxa CMTyaqia cnpMHMHae 3pocTaHHa npo40BoabHoi He6e3- 
neKM b perioHi. 3a HaBe4eHMx oGcTaBMH Heo6xi4HMM e nomyK MoacaMBocTeM Hapo- 
myBaHHii oGcariB BMpoGHMijTBa CBicKoro M'aca pi3HMx BM4iB, 36aaaHCOByiOHM moto 
3a CTpyKTypo no bm43m M'aca, BHacai40 K hoto, BpaxoByionM Bi4H0CH0 nponopiUM- 
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He BMpo 6 HML(TBO pi3HMX BM/ 4 B M'iICa B XapKiBCbKih ohuaCTi (qaCTKa BMpo 6 HM 4 TBa 

BPX — 23%, CBHHeM 20%, rmmi — 24% [10]) 40 itLibHMM BBaxaeMo nponopithiHe 
HapomyBaHHTi ohoiriB BMpo 6 HML(TBa 3a ycitvia BM 4 aMM. 

TaKMM hmhom, 4AS1 3a6e3neueHHa no4aubmoro po3BMTKy pMHKy MSica Ta 
M'iiconpo4yKTiB b 4aHOMy periom noTpi6Ho 3HauHy yBaiy npM4M3iTM po3BMTKy 
TBapHHHMijTBa, m rauy3i arpapHoro ceKTopy eKOHOMiKM, Ta craMyuiOBaHHio no- 
riMTy i 3a6e3neHeHHio yMOB 4^31 nbtBMmeHHJi piBHJi cnocKMBaHHJi. 

CnMCOK BMKOpMCTaHMX 4 >Kepe 2 L 

1. Rebernik M., Bradac B. Idea evaluation methods and techniques/ available 

at: http://www.creative-rainer.eu/fileadmin/template/download/module_idea_ 

evaluation_ final.pdf. 

2. Waller Lloyd Strategic Market Research and Analysis/ available at:: 
http://www.iica.int/Eng/regiones/caribe/jamaica/IICA%200ffice%20Documents/ 
Some%20Newsletter%20documents/Strategic%20Market%20Research%20and%20 
Analysis%20Day%201.pdf. 
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5.5. FORECASTING METHODS PRODUCTION 
OF CONSTRUCTION MATERIALS BASED 
ON SEASONAL COMPONENT 

MET 04 EI IIP0rH03yBAHHfl BMP0BHEHI,TBA 
EY^IBE/IBHEIX MATEPIA/1IB 
3 YPAXYBAHHfl CE30HH0I CK/LA^OBOI 

Pedko I. 

FledbKO I. A. 



UDC 339.138 
JEL L74, M21 

Abstract 

The purpose of the article is to study the impacts on property values, the 
relationship of cement production with the dynamics of commissioned housing in 
Ukraine. 

Grounded seasonal fluctuations in demand for concrete products by price, 
seasonal trends. Investigated indices, trend forecasts and projections, taking 
into account the seasonality of the manufacturer will provide building materials 
capabilities provide major trends in demand for building materials and reduce 
production risks. 

Keywords : real estate, construction industry, construction materials, demand, 
seasonal indices of production. 

Anomayin 

MeTa CTaTTi noAarae b 40Oii4)KeHHi cjraKTopiB BnuuBy Ha BapTicTb Hepyxo- 
Mocri, B3aeM03B'ji30K BMpodHMijTBa ijeMemy b YKpaiHi 3 4iiHaMiKoio BBe4eHoro b 
eKOMyaTaijiio TKMTua. 

OdrpyHTOBaHo ce30HHi KOUMBamw nonuTy Ha itiHy deraHHoi npo4yKih'i mcto- 
40M TpeH4iB-ce30HHocri. 4ocui4)KeHo iH4eKCM, nporao3M 3a TpeH4aMM Ta nporao- 
3u 3 ypaxyBaHHHM ce30HH0CTi Ha4acTb ni4npiieMCTBaM-BMpo6HMKaM 6y4iBeubHnx 
MaTepiauiB mo^kumboctI nepe46auaTM ochobhI TeH4eHL(ii nonuTy Ha 6y4MaTepia- 
AM Ta 3MeHUiyBaTM BMpodHMUi pM3MKM. 

KAtonoei CAoea : piiHOK HepyxoMOdi, 6y4iBe^ibHa rauy3b, bmpoGhmijtbo 6y4i- 
Be^ibHiix MaTepiauiB, nonuT, ce30HHi iH4eKCM Bupo6HML(TBa. 



r o^ioBHoio Mpieio daraTbox yrcpaiHLUB e npn 46 aHH>i BuacHoro yniiTAa. 3ri4Ho 
3 4aHMMM MoHiTopuHTOBoro 3Biiy 3 FeHepaubHo'i cxeMM miaHyBaHHii 
TepMTopih YKpaiHM, onpiMi 04 HeHoro MiHicTepcTBOM perioHa^ibHoro po3- 
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BMTKy, 6y4iBHML(TBa Ta acMMOBo-KOMyHa^iBHoro rocno4apcTBa, cepe4HiM piBeHb 
3a6e3neHeHocri x(mmom b HamiM KpamQopiBHioe 23,7 kb. MeTpiB Ha 04Hy yii04MHy. 
TaKMM piBeHb e HaMHuacquM y GBponi, 4e 3a6e3neHemcTb ckmtaom KO^tMBaeTboi 
Bi4 35 40 45 m2 Ha 04Hy oco6y [1]. Rmobhmm mmhhmkom He40CTynH0CTi >KMMa 
4ah rpoMa4>iH YKpaiHM e iioro Ha4BMC0Ka BapTicTb. OipMMyiOHM cepe4Hio 
3apo6iTHy n^taTHio b 4 tmc. rpH., cepe4Hiii yKpamettb Mae Bi4ioia4aTM ii 4^51 KyniB^ii 
04H0KiMHaTH0i KBapTwpM 3a 30 tmc. aoa. Ha npoT>i3i 8,5 poKiB. Taxi po3paxyHKM 
6y^iM cnpaBe4^iMBMMM 40 CTpiMKoro 3HeL(iHeHH>i HattioHayibHoi Ba^noTM y 2014- 
2015 pp. — Ha 200%. Pmhok HepyxoMOCTi 3'flBMBai b YKpaiHi b^hocho Hemo4aBHo, 
TOMy m 4od 3Haxo4MTboi Ha CTa4i'i (J)opMyBaHH}i. riepio4M 3pocraHH>i ijiH Ha 
6y4iBHML(TBo MexyiOTb 3 nepio4aMM cna4y, nepio4M 3pocTaHH>i b 6y4iBe^LbHiM 
ra^ty3i Ta cyMiacHMx ra^iy35ix 3MiHK)K)Tboi nepio4aMM 6aHKpyrcTBa 6y4iBe^bHMx 
opram3aqiM, 3aMopo)KeHMx cnopy4, HenoBepHeHMx Kpe4MTiB. 

Pmhok HepyxoMOCTi YKpaiHM noHMHae CBiii po3bmtok 3 6 am nna 1992 poKy, a 
caMe 3 BCTyny b 4iio 3aKOHy «P[po npMBaTM3at(iio 4ep)KaBHoro ckmmoboto (J)OH 4 y» 
[2]. 4o ifboro nacy npM40aTM a6o npo4aTM HepyxoMicTb b YKpaiHi npMBaTHMM oco- 
6aM 6y7to 3a6opoHeHo. MocK^iMBicTio npMBaTM3anii KBapTMp CKopMcra,ioai 6araTo 
yKpaiHL(iB i b 1993 poiji b YKpaiHi cioiaBai neBHMM pmhok >KMMOBoi HepyxoMOCTi. 

MoaCHa BMOKpeMMTM HOTMpM eTanM p03BMTKy LtbOTO pMHKy: 

1. CTaHOB^ieHHa Ta 3pocTaHHH 4m Ha HepyxoMicTb (1992-1998 pp.). B nepio4 3 
1992 no 1998 pp. luhm Ha HepyxoMicTb 3Haxo4M^iMOi Ha CBoeMy icTopMHHOMy Mim- 
MyMi. 3a nepio4 3 1993 no 1998 pp. (JropMyeTboi pmhok xaua Ta qmn Ha Hepyxo- 
MicTb 36LibiiiyiOTboi B4Bini. 3pocraHHH luh Ha HepyxoMicTb npM3B04MTb 40 36 mb- 
ineHHii iHBecTMijiM y 6y4iBHML(TBo, 40 3pocTaHH>i pMHKy nepBMHHoi HepyxoMOCTi, 
40 noaBM 3HaHHoi KMbKOcri 3a6y40BHMKiB Ta nocepe4HMKiB. B i^en nepio4 6y4iB- 
HMIJTBO B YKpaiHi CTpiMKO p03BMBaeTbC3. A^te 6 (J)aKTOpM, mi qbOMy Ba4>ITb, — t(e 
KopyniiiMHi cxeMM BM4LieHHJi 3eMemHMx 4Lmhok ni4 3a6y40BM Ta npMMHHTTa ro- 
tobmx 06'eKTiB b eKcnnyaTaqiio. TaKO)K, y Lteii nepio4 pnHOK po3BMBaeTbd nop>i4 
3 Be^iMKoio KMbKicTio uiaxpaMCbKMx cxeM nepe3 He40CKOHa^i iHcrmyTM Harney 3a 
pea^ti3aqieio xnua b HOBo6y40Bax. KopyniuMHi cxeMM Ta nocepe4HM4bKi KOMna- 
Hii 3HanHO 36MbinyiOTb BapricTb >KMMa, a maxpaMCTBo Ha ijbOMy pMHKy Bi4BepTae 
noTeHijiMHMx noKyniuB Bi 4 upM/\,6amm MT/ia b HOBo 6 y 40 Bax. 

2. CTpiMKe na4iHH>i (1998-2001pp.). B 1998 poiji, nicAfi CTpiMKoro na4iHH>i 
Kypcy HaqioHa^tbHoi Ba^noTM no Bi4HouieHHio 40 40^apa QUA (3 1.8 rpH./40A. 40 
5,5 rpH./40^i.) Bi46yBaeTbC3i nponopiUMHe na4iHH>i nonMTy Ha mmo Ta, Bi4noBi4- 
ho, 14 H Ha HepyxoMicTb. 3a nepio4 3 1998 no 2001 pp. luhm Ha HepyxoMicTb Bna- 
yiM npaKTMHHO 40 piBHa 1993 poKy. KLibKicTb yro4 3 KyniB,ri-npo4a>Ky kpmtmmho 
3MeHuiM^aoi. Ha pMHKy HepyxoMOCTi b ijeM nepio4 Bi 46 yBa,iacb KpM3a: 3aKpMBa- 
xncx areHL(ii 3 HepyxoMOCTi, >ikmx 3a nepio4 3pocTaHHH pMHKy 3HanHo no6Libina- 
ao; 6y4iBe^tbHMKM Ta bmpo 6 hmk m 6y4iBe^tbHMx MaTepia^tiB Tepninn 3Haqm 36mtkm 
Ta 3aKpMBa^iM ni4npM6MCTBa. 

3. UaBMHono 4 i 6 He 3pocraHHJi (2001-2008 pp.). nonaTKOM HacTynHoro eTany 
40 di 4 HMKM Ha 3 MBaiOTb 2001 piK. B ijeM piK Bi 46 y^tMOi no 4 ii 11 BepecHii b CUIA, 
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mo, Ha AyMKy aH&aimKiB, cnpoBOKyBauo naHiity y HaceueHHa mo 40 36epeaceHHa 
BaUIOTHMX 3aOmaA3CeHB [3]. /\pyTllM (JraKTOpOM 3pOCT3HHa pMHKy HepyXOMOCTi e 
P03BMT0K inOTeHHOrO KpeAMTyBaHHil B YKpaiHi, aKMM 403B0UMB y TOM HaC 34iMCHM- 

tm Mpiio npo BuacHe mho MiuBiioHaM yKpamqiB. TpeTiM (JraKTopoM e BMxiq 3 
KpM3M Ta eKOHOMiHHe 3pOCTaHHa KpaiHM, aKi 6yUM o6yMOB^teHi HM3BKMMM LjiHaMM 
Ha npoAyKqiio MeTauypriMHoi Ta xiMiuHoi npoMMdOBocTi Ha cbItobmx pMHtcax 3a 
paxyHOK AeBauBBaqii rpMBHi. IJy Tpn (JraKTopn, a TaKoac MeHTauBHicTB yKpamqiB, 
aKi BBa>KaiOTB nepinoueproBoio qLiuio acMTTa npMqGaHHa BuacHoro tscMTua, cnpo- 
BOKyBa^tM (jraHTacTMHHe 3pocTaHHa qiH Ha HepyxoM icTB . U^hm 3pocTauM iqoTMacHa. 
ripM 46 aHH>i MHa BBaacauoca BMriAHoio iHBecTMqieio. HaceueHHa He 3BepTauo 
yBaiy Ha HaABMCOKi bIacotkm KpeqMTHMx ct3bok, BBaacaiouM, iqo yAOpOCKUaHHa 
CKMT/La 403B0UMTB 1M MOTO peaui3yBaTM M 3 3 /l M IT I M T M C a y npM6yTKy. riaHiqHMM no- 

uiit Ha pMHKy HepyxoMOCTi npM3BiB 40 36LiBiiieHHa BapTocTi xitna 3 2001 no 2008 
poKM y 14-17 pa3iB. C>4HOKiMHaTHa KBapTMpa b KneBi uiTOM 2008 poKy KoniTyBaua 
120-130 tmc. qou., b 04eci — 50-80 tmc. aou., b XapKOBi — 40-60 tmc. aou. 3a qen 
nepio4 3H3HHO 36LiBiiiM,iMca o6carM BMpo6HMt(TBa 6y4iBe^iBHMx KOMnaHifi Ta bm- 
Po6hmk1b 6y4iBe^tBHMx MaTepiauiB. «Po3AyBca» (jimaHCOBMM ceKTop eKOHOMiKM, 
aKMM CTaB Ha4npM6yTKOBMM. AreHqii 3 npoAaacy acMTua 3pocTauM b reoMeTpMUHiM 
nporpecii. iHBecTMqii y 6y4iBHMqTBo >KMTua cicuaAauM 3HauHo oLtbitimm bIacotok 
BiA KaniTMBHMx iHBecraqiM, Hiac y 6y4B-aKMM inuiMM nepioA (6LiBme 20%). Pmhok 
6yB 3aHa4TO «neperpiTMM». 

4. PlaAiHHJi Ta craraaqia pMHKy HepyxoMOCTi (2008-2014 pp.). CBiTOBa (J)i- 
HaHCOBa KpM3a 2008 poxy cnpMUMHMua 3HauHe naAiHHa pMHKy MHa b YKpaiHi. 
PIpo6^eMM (JriHaHCOBoro ceKTopy npM3Bemi 40 3MeHineHHa Aocyyny 40 inoTeuHMx 
KpeAMTiB HaceueHHa. BaHKM ct3iotb 3aHa4To bmmommbmmm 40 KuieHTiB moAO Ha- 
AaHHJi KpeAMTy. PIoxiAHoio npo6ueM (jimaHCOBoro ceKTopy CTae naAiHHa nonnyy 
Ha HepyxoMicTB, aK HacuiAOK — 3HauHe naAiHHa qiH Ha Hei. 3 Kmqa 2008 no ce- 
peqMHy 2009 poKy Bi46yBaeTBca ueproBa qeBauBBaqia rpnBHi 3 5 rpH./AOu.. 40 8 
rpH./AOu. m qiHM Ha mho b qeii nepioA naAaiOTB babhc OmaHCOBa KpM3a cnpn- 
HMHM^ia Kpn3y i Ha pMHKy HepyxoMOCTi i b 6y4iBeuBHin rauy3i. 3aMopoacyiOTBca 
po3nonaTi 6y4iBHMqTBa, 6aHKpoyyiOTB 6y4iBeyiBHi KOMnaHii Ta nympMeMCTBa, aid 
Bnpo6uaiOTB 6y4iBe^iBHi MaTepiaun. iHBecTMqii b 6y4iBeuBHy rauy3B CTpiMKo cko- 
ponyiOTBca. 3 2010 poKy qiHM Ha mho CTa6Lii3yiOTBca. PIoMiTHe 3MeHineHHa qiH 
cnocTepiraeTBca HanpMKiHqi 2013 — nouaTKy 2014 pp., me BoueBMAB noB'a3aHo 3 
HecTa6mBHoio noTLiTMHHoio Ta eKOHOMinHoio CMTyaqieio b Kpaim Ta AeBauBBaqieio 
HaqioHa^iBHoi Ba^noTM. 3a nepioA ckobtchb 2013 — ckobtchb 2014 pp., 3a ashmmm 
areHTCTBa agent.com.ua b KmebI Bi46yuoca 3HMaceHHa qiH Ha ckmtuo Ha 10%, b Oqe- 
ci — Ha 4%, a b XapKOBi, HaBnaKM, 36LiBiiieHHa — Ha 3,3% [4]. 

TaKMM umhom, 3a poKM icHyBaHHa YKpaiHM, (JiaKTopaM m, aKi BnuMBauM Ha no- 
nMT Ha pMHKy HepyxoMOCTi, 6yAii: 

m CT3H eKOHOMiKM; 

■ AocTynHicTB inoTeuHoro KpeqMTyB aHHa; 

■ coqiauBHo-nouiTMHHe CTaHOBMme b KpaiHi. 
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Ey/uBe^BHa ra^y3b 3a^e)KMTb Bi4 nonMTy Ha HepyxoMicrb b Kpami, ocKLibKM 
OCHOBHIIMM iHBeCTOpaMM 6y4iBHML(TBa 6 MaM6yTHi B^taCHHKM KBapTHp. Ey4iBe^Lb- 

Ha ra^ty3b e 04H010 3 npoBi4HMx ra2iy3eM eKOHOMiKM YKpaiHM. Bi4 Hei 3a^ie)KMTb 
erJreKTMBHe (JjyHKiiioHyBaHHa Bcie’i CMCTeMM rocno4apiOBaHH>i KpaiHM. EIpn Kani- 
TMbHOMy 6y4iBHML(TBi CTBOproeTbOI Be^LMKa KMbKiCTb po60HMX Micqb Ta BIIKOpMC- 
TOByeTboi npo4yKLtm 6araTbox ra^y3eii eKOHOMiKM. A^te 6y4iBHML(TBo b Yicpai- 
Hi HMHi nepe6yBae b CTam 3aHena4y: ochobhI (J)oh4m 3HomeHi Maibice Ha 60%, y 
cepe4HbOMy Ha 04Hy po4MHy bohm BTpMHi MeHini, Hi>K y Pocii, Ta BneTBepo, Hiac y 
Tmtbl nopiBHHHo i3 3axi4H06BponeMCbKMMM KpaiHaMH 3a6e3neneHicTb xcmmom b 
Y tcpaiffl MeHuia y 3-5 pa3iB [5]. 

n P M HaitBHOCTi BMCOKoro nonniy Ha ckmt^lo noKa3HMKM TMy3i npc>40B:*yi0Tb 
noripmyBaTMOi. PIonHT CTpMMye Hecra6LibHa etcoHOMiqHa CMTyaijiji, Ha4BMCOKi 
Kpe4MTM 3a inoTenHMM Kpe4MTyBaHHMM Ta HM3bKa KyniBe^ibHa cnpoMocKHicTb rpo- 
M34MH YKpaiHM. 3a 43HMMM ,4ep>KaBH01 dy>K6M CT3TMCTMKM YKpaiHM o6oir 6y4i- 

Be^tbHMx po 6 iT b YKpaim b 2013 poiji ocmb 58,88 M.ap 4 . rpH., mo b nopiBHiMbHMx 
ijiHax Ha 14,5% MeHine, hEk pokom pamme [ 6 ]. 

Ey4iBe^tbHa ra2iy3b 3a pe3y2ibTaTMBHicno xapaKTepM3yeTbd 4BOMa noKa3HM- 
KaMM: 

1) BBe4eHHM b eKcn^yaTaijiio 3ara2ibHoi n^tomi acMMa; 

2) KMbKiCTb 36y40BaHMX KBapTMp. 

npoaHaiii3yeMo 4MHaMiKy noK33HMKiB pMHKy HOBo6y40B KpaiHM (Ta6^i. 1). 



Ta&uapi 1 

Biie/iemin b eKcn/iyaraniio lara/ibiioi ii/iorni xan/ia 
Ta Ki/ibKidb aovvioiiaiinx Kisaprnp [6] 



riOKa3HMKM pMHKy 
6y4iBHMu;TBa 


2003 


2004 


2005 


2006 


2007 


2008 


2009 


2010 


2011 


2012 


BBe4eHHfl b eiccn/iyaTa- 
ijiio 3araAbHoi nAonji 

3KMTAa, TMC.M2 


6433 


7566 


7816 


8628 


10244 


10496 


6400 


9339 


9410 


10749,5 


y MicbKMx noceAeHHAx 


5074 


5739 


6088 


6709 


7737 


7640 


5163 


6304 


6965 


7539 


y ciAbCbKiM MicueBOcri 


1359 


1827 


1728 


1919 


2507 


2856 


1237 


3035 


2445 


3211 


KiAbKiCTb 36y40BaHMX 
KBapTMp, TMC. 


62 


71 


76 


82 


95 


94 


66 


77 


83 


91 


y MicbKMx noceAeHH^x 


51 


57 


63 


69 


78 


76 


57 


57 


66 


70 


y ciAbCbKiii MicLjeBOcri 


11 


14 


13 


13 


17 


18 


9 


20 


17 


21 



BBe4eHHM b eKcnyiyaTaLtiio 3ara2ibHoi nyiomi >KMT/ia y MicbKMx nocexieHHMx 
40dra^L0 niKy y 2007-My poiji. Y 2008-My — nepe4KpM30B0My poiji — Bi46y2ioai 
3MeHnieHK3 34aHMx b eKcrMyaTaijiio KBa4paTHMx MeTpiB m™, a b 2009-My poqi 
6y2io BBe4eHo b eKcnxtyaTaLtiio 3ara2ibHoi nyiomi ncMTaa Ha piBHi 2003-ro poKy. 
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Y CMbCbKiM MicqeBOCTi BB 04 MTbai b eKCiMyaTaqiio Ha6araTO MeHiue 3ara2ibHoi 
nyioiqi >Kmvia, Hi>K y MicbKMM noceTteHHux — npM62iM3Ho 25% Biq MicbKMx raa- 
4paTHMx MeipiB. A^te TeHqeHqin BBeqeHHn b eKcn,iyaTaqiio 3ara2ibHoi ruomi ckmt- 
Aa y CMbCbKiM MicqeBocri Mae imiiy TeHqeHqiio. ^Kiqo y 2009-My poqi y cLibCbKiM 
MicqeBocri BBe4eHK3 b eKcn^tyaTaqiio 3ara2ibHoi iMoiqi xhm 3MeHiiiM^ooi b 2,5 
pa3M b nopiBHTiHHi 3 2008-m pokom, to y 2010-My poqi — 3HaqHo nepeBMiqM^o no- 
Ka3HMKM 2008 poxy. 

OqiHMMO B3aeM03B'5I30K BMpo6HMqTBa qeMeHTy B YlCpami 3 4HHaMiKOIO BBe- 
4eHoro b eKcn^tyaTaqiio xHTiia. BmpoGhmijtbo qeMemy tIcho noB'n3aHo 3 noKa3- 
HMKaMM 6y4iBeitbHOi ra^iy3i (pMC.l). 

y nkoBi poKM 6y4iBHML(TBa qeMemy TaKO*; bmpoSajmocji 3HaHHo 6Libme, Hi)K 
y KpM30Bi poKM. FoTLOBHMM CnO>I<MBaH qeMeHTy Ta BMpo6iB 3 qeMeHTy — o6'eKTM 
5KMT30B0T0 6y4,iBHMqTBa. 

Hk BH 4H0 3 Ta6^i. 2, KopeAaqiMHMM aHaTib noKa3HMKiB 6y4iBeyibHoi ra2iy3i Ta 
BMpo6HML(TBa qeMemy BKa3ye Ha ix tIchmm 3b'h30k. 



TaXjjMVfl 2 

Koe<J)iqieHTM KopeaHqii [nipooiinqnsa qeMeHTy Ta noKaarinKin ovvqisFiiiqrrsa xanaa 





BBe^eHH^ b eKC- 
iMyaTaijiK) 3a- 
ranbHoi nnom;i 
5KMTAa, TMC. M 2 


y MicbKMx 
noce/ieH- 

fflX 


y ciAb- 

CblQM 

Micije- 

BOCTi 


Ki/ibKicTb 

36y40BaHMx 

KBapTMp, 

TMC. 


y Micb- 
KMX 

noceyieH- 

HilX 


y CLibCbKiM 
MicueBOCTi 


Bnpo6HM- 
LJTBO ije- 
Memy 


0,50 


0,66 


0,22 


0,71 


0,84 


0,16 



HaTrSi/TbimiM 3b'h30k 3 bmpo6hml(tbom qeMemy Mae noKa3HMK «KMbKicTb 
36y40BaHMx KBapTMp b MicbKMx noce 2 ieHHHx» (r = 0,84). Ha 4 pyroMy Micqi — no- 
Ka3HMK «KiyibKicTb 36y40BaHMx KBapTMp b KpaiHi» (r = 0,71). Ha TpeTbOMy Mic- 
qi — noKa3HMK «BBe4eHH3 b eKcn^tyaTaqiio 3ara2ibHoi n^toiqi Mwa b mIcbkmx no- 
ce^ieHH>ix» (r = 0,66). HaMMeHuiMM bti^imb Ha Bwpo6HMqTBo qeMeHTy MaiOTb Taid 
noKa3HMKM, m «BBe4eHHn b eKcn^tyaTaqiio 3ara2LbHoi n^oiqi xaua b cLibCbKMx 
noce^teHH>ix» (r = 0,22) Ta «KMbKicTb 36y40BaHMx KBapTMp b cLibCbKiM MicqeB0CTi» 
(r = 0,16). Mocktimbo, He3HanHi 0601 ™ 6 y 4 ,iBHMqTBa y cLibCbKiM MicqeBocTi He Ma- 
K)Tb 3HaHHoro Bn^iMBy Ha BMpo 6 HMqTBo qeMeHTy B KpaiHi. 

HaM6MbUIMM 3b'h30K 3 BMpo6HMqTBOM qeMeHTy Mae nOK33HMK «KMbKiCTb 
36y40BaHMx KBapTMp b MicbKMx noceiieHHHx» (r = 0,84). Ha qpyroMy Micqi — no- 
K33HMK «KLibKicTb 36y40BaHMx KBapTMp b Kpaim» (r = 0,71). Ha TpeTbOMy Mic- 
qi — noKa3HMK «BBe 4 eHH>i b eKcnyiyaTaqiio 3ara2LbHoi mtoiqi >KMMa b mIcbkmx no- 
ce2ieHHax» (r = 0,66). HaMMeHuiMM BmiMB Ha BMpo6HMqTBo qeMemy MaiOTb Taid 
noKa3HMKM, m «BBe4eHHn b eKcnyiyaTaqiio 3ara2ibHoi nyioiqi >KMMa b cLibCbKMx 
noce^teHHax» (r = 0,22) Ta «KMbKicTb 36y40BaHMx KBapTMp b cLibCbKiM MicqeB0CTi» 
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(r = 0 , 16 ). Mo)k^mbo, He3HaHHi 0601™ 6y4iBHMqTBa y cLibCbKiM MicLteBocri He Ma- 

K)Tb 3HaHHOrO BMHBy Ha BMpo6HHL(TBO IjeMeHTy B KpaiHi. 

By4iBe^tbHa ra^ty3b e iHBecraqiMHo npMBa6^tMBoio. 3HaqHa qacTMHa KaniTa^tb- 
hmx iHBecTMLtiM KpaiHH — Bi4 10 40 40 % — npwna4ae caMe Ha iHBecTMqii y mmo- 
Be 6y4iBHML(TBo. BLibiiie ak 60 % iHBecTMqiM y MMOBe 6y4iBHMqTBo 34iMCHioeTbai 

Maii6yTHiMM B^tacHMKaMM KBaprap. 

By4iBe^tbHa raay3b 3a^te)KMTb Bi4 nonMTy Ha HepyxoMicTb b Kpami, ocKLibKM 
OCHOBHHMH iHBeCTOpaMH 6y4iBHML(TBa 6 MaM6yTffl BitaCHMKM KBapTMp. P03MHHe- 
mo, aid cjraKTopM cnpMHMHinoTb iy hm iHiny BapTicTb HepyxoMOCTi b pi3Hwx perio- 
Hax KpaiHH. /\A5i qboro po3ra>iHeMo Taxi noKa3HMKM 6y4iBeitbHOi ra^ty3i, jik «Ka- 
niTa^tbHi iHBeCTMqii y *moBe 6y4iBHMqTBO», «KaniTa^tbHi iHBeCTMqii y *moBe 
6y4iBHHL(TBo Ha 04 Hy oco6y» Ta «npMMH5iTT5i b etcaMyaTaqiio 3ara^tbHo'i mtomi 
xh™». Be^tMKMM Bn^tMB Ha BapricTb xHMa b periorn MaiOTb Taxi coqiaabHO-eKo- 
HOMiqHi noKa3HMKM, m «rpouioBi BHTpaTM 40 Morocno 4 apcTB y cepe4HbOMy Ha 




Pmc. l./luMMiKa eupoQmiipnea i^eMenmy e yxpam, mah. m. [ 3 a dcmuMU 5 ] 

Mioiqb» Ta «rpomoBi 40 X 04 M 40 Morocno 4 apcTB y cepe4HbOMy Ha Midqb». 3a- 
^teacHoio 3MiHHoio 6y4eMo BBa>Ka™ cepe4Hio BapricTb o4hoto KBa4paTHoro MeTpy 
xHMa b o6^tacHMx qeHTpax po3TA3HyTnx perioHiB KpaiHH (Ta6yi.3). 
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Tadxuufl 3 

Cepe/ini niniT Ha m2 aai r/ia Ta (jjaKiopn, si Ki Ha Hel [sn/uiisaioi b y 2013 poip 

[ 3 a ^aHMMM 6 , 7, 8 
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ABTOHOMHa 














Pecny6AiKa KpuM 


4144 


2116,8 


963 


3707,76 


3945,56 


- 


o6Mcmi 


BiHHMIJbKa 


1256 


777,6 


352 


3110,5 


3605,82 


886 


BOAMHCbKa 


710 


683,9 


225 


3115,41 


3926,48 


846 


4HinponeTpoBCbKa 


1025 


311,0 


306 


3090,13 


3902,78 


1021 


/[oHeijbKa 


1738 


399,8 


416 


3840,61 


4620,42 


894 


)KMTOMMpCbKa 


503 


397,1 


175 


2688,44 


3410,93 


968 


3aKapnaTCbKa 


1083 


864,6 


380 


4225,35 


4626,84 


852 


3anopi3bKa 


471 


264,9 


180 


3506,13 


3793,63 


722 


iBaHO-OpaHKiBCBKa 


1679 


1217,0 


631 


3405,73 


3913,84 


706 


KMIBCbKa 


4446 


2587,6 


1515 


3347,54 


4038,88 


1254 


KipoBorpaacbKa 


298 


302,6 


109 


2930,15 


3525,11 


677 


ylyraHCbKa 


458 


204,3 


178 


3370,19 


4048,91 


878 


ZlbBiBCbKa 


2262 


897,4 


675 


3676,69 


4343,28 


1209 


MuKOAaiBCbKa 


357 


305,2 


122 


3855,36 


4021 


732 


OaecbKa 


1733 


726,8 


637 


3368,74 


4549,36 


1254 


IIOATaBCbKa 


910 
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198 


3295 


3792,37 


980 


PiBHeHCbKa 


958 


828,3 


270 


2799,38 


3611,48 


831 


CyMCbKa 


481 


423,4 


143 


2841,3 


3356,01 


655 


TepHoniAbCbKa 


1045 


975,0 


395 


2921,74 


3651,85 


847 


XapKiBCbKa 


1500 


550,3 


392 


3548,53 


4012,3 


1134 


XepcoHCbKa 


362 


336,7 


190 


3266,45 


3586,39 


636 


XMeAbHMu;bKa 


1111 


849,6 


290 


3123,74 


3652,81 


640 
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PepKacBKa 


391 


310,5 


130 


3398,23 


3613,12 


834 


MepmBeijbKa 


1291 


1427,1 


341 


3645,55 


4087,25 


743 


MepHiriBCbKa 


613 


576,7 


191 


3426,99 


3572,66 


794 


Micma 














Kmib 


9447 


3355,1 


1509 


6825,87 


7184,3 


1803 


CeBacTonoAb 


1295 


3383,5 


304 


4261,42 


4860,57 


1116 



Bimmb po3MaHyTMx 3 m1hhmx Ha BapTicTb oAHoro KBaApaTHoro MeTpa *MTna 
BH3H3HMMO 3a AOnOMOrOIO KOpeTHHliMHOl MaTpMLfi (Ta6^L.4). 



TflfMMtpi 4 

Kope/iimimra Ma ipima [rn/inny poTivmnynix noKa3HMKiB Ha BapTicTb mnvia 
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)KMTAa y 4 BOKiMHaTHiii 


0,83 


0,65 


0,78 


0,68 


0,79 


1,00 


KBapTMpi y 2013 poiji, 40 A. 















3a OTpMMaHoio Kope^tapiMHoio MaTpripero AiCTaeMo t3kmx bmchobklb: 

■ HaM6MBUIMM BIUMB Ha BapTiCTb OAHOrO KBaApaTHoro MeTpa CKMTAa MaiOTb 
KaniTa^ibHi iHBecTMpi'i y >i«rraoBe GyAiBHwpTBo (r = 0,83); 

■ Ha ApyrOMy Micpi — rpomoBi aoxoam AOMorocnoAapCTB (r = 0,79); 

■ Ha TpeTbOMy Micpi — npuMHaTTa b eKcnayaTapiio 3araabHoi naoipi )KMTaa 
(r = 0,78). 

Inuii 3MiHHi 3HaqHoro BnaMBy Ha BapTicTb oahoto m 2 aoiTaa b perioHi He Ma- 
K)Tb (r < 0,70). 

Cnpo6n oTpwMaTM 6araTO(})aKTopHy perpeciMHy MOAeab 3aaeacH0CTi luhm 
OAHOTO M 2 *HMa B perioHi BiA TpbOX 3MiHHMX, SLK1 Ha Hei BIMMBaiOTb, npM3BeaM 
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40 HeHa 4 iMHoi 3 a napaMeTpaMn 3 aaeacH 0 CTi. ToMy, &yAo oTpMMaHo Tpn napHMx 
M 04 e^ii 3a^te)KH0CTi i 4 hh Bi 4 (JraKTopiB, aid Ha He'i Bn^tiiBaroTB. 

1 . PerperinHa 3 a^te)KHicTb luhh Ha 1 m 2 cKHT^ia — Y, Bi4 cepe4Hboro 40X04y 
rpoMa 4 >iH perioHy — X v Mae BnrAsm: 

Y=-187,69+0,27x r (1) 

Taica M 04 e^Lb noacHioe 63% Bapiami Bwxi 4 HMx 4 aHnx, mo e HenoraHMM pe- 
3yAbTaTOM, a t3ko>k xapaKTepn3yiOTbai TOHHicno, Ha 4 inHicno napaMeTpiB M 04 ed 
Ta 34eKBaTHicTK3 M 04 e^ii 40 BMxi 4 HMx 4 aHiix. iHTepnpeTaiim oTpnMaHnx napaMe- 
TpiB M 04 ed Taxa: npn 36LibiiieHHi cepe 4 Hboro 40 X 04 y rpoMa43iH perioHy Ha 100 
rpH. BapTicTb o 4 Horo KBa 4 paTHoro MeTpa >KHTia 36LibiiiyeTboi Ha 27 40 ^ 1 . 

2. PerperinHa 3a^te)KHicTb ijiHH Ha 1 m 2 Mua — Y, Bi 4 Kanrra^bHnx iHBecra- 
niw y MMOBe 6y4iBHMt(TBo — X 2 , Mae bhti5I4: 

Y=750,78+0,12x 2 . (2) 

OTpnMaHa M 04 e^Lb no^CHioe 70% Bapiami Bnxi 4 HMx 4 aHnx, e tohhoio, Ha 4 in- 
Hoio Ta a 4 eKBaTHoio. iHTepnpeTytonn napaMeTpn M 04 e^ii mommo CTBep45KyBaTn, 
mo npM 36MbineHHi KaniTa^bHnx iHBecTnmn Ha 100 m^lh. rpH. cepe 4 Hi BapTicTb 
04Horo KBa4paTHoro MeTpa yKiiTAa 36LibmHTbai Ha 12 40 a. 

3. PerperinHa 3aitexcHicTb iuhh Ha 1 m 2 rawa — Y, Bi 4 npnnHaTTa b etccnyiy- 
aTaijiio 3 araiLbHoi iMoim ’x.utaa — X 3 , Mae bhtm^: 

Y =702,3+0,55x 3 (3) 

OTpnMaHa M04e7ib no^CHioe 60% Bapiami BHxi 4 HHx 4 aHnx, e tohhoio, 

Hoio Ta 34eKBaTHoio . iHTepnpeTytonn napaMeTpn M 04 eid MOxceMo CTBep 4 xcyBaTn, 
mo npn 36LibiiieHHi npnnnaToro b eKcn^tyaTaqiio 3ara^tbHoi TLiomi >RMTia Ha 100 
thc m 2 cepe 4 Hi BapTicTb o 4 hoto KBa 4 paTHoro MeTpa acnMa 36LibniHTbCH Ha 55 40 ^ 1 . 

B pe3y^tbTaTi 40di4)KeHHJi 3'jicyBMOOi, mo b MaxpoeKOHOMinHOMy po3pi3i Ha 
CTaH pnHKy HepyxoMomi Bn^nBaiOTb Taxi (JraKTopn ax: ct 3 h eKOHOMiKn; comayib- 
Ho-eKOHOMinHnn ctbh b Kpaim; 40CTynmcTb inoTenHnx Kpe4nriB. B perioHaibHO- 
My po 3 pi 3 i Ha L(iHy HepyxoMocri Han6Libmnn Bn^tnB MaiOTb KaniTa^tbHi iHBeCTnm'i 
y cKHMOBe 6y4iBHHLtTBo, Ha 4pyroMy Micm — rpomoBi 40X04n 40Morocno4apcTB, 
Ha TpeTbOMy — npnnHHTTa b etcaMyaTamio 3 ara^bHoi n^ioim >HMa. 

Bnpo6HHL(TBo 6y4iBe^ibHHx MaTepiariB ricHo noB'>i3aHO 3 nonnTOM Ha ckht- 
^lo. Fa^ty3b Bnpo6Hnt(TBa 6y4iBeyibHHx MaTepia^iiB b YKpaim Ha^iinye 4eKUbKa 
thoih nmnpneMCTB, mi MicTHTbd y Bcix perioHax YKpaiHn Ta no4LisieTboi Ha 
4eid^bKa rpyn: BH4o6yBaHHH Ta nepBHHHa o6po6Ka cnpoBHHn (nicox, mnHa, rpa- 
Bin, me6iHb, KaMiHb, Tomo); bhpo6hhl(tbo B'iDKynnx MaTepiariB (ijeMeHT, BanHo, 
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rinc); bmpo6hml(tbo ctIhobmx MaTepia^tiB (qeMa, 6 aokh , 6eTOH, 3 a 2 ti 3 o 6 eTOH) Ta 
iHUli (iMMTKa, BiKOHHi paMM, UIH(|)ep Ta iH.). ^iHTtbfflCTb qMX ni4npMeMCTB TiCHO 
noB'>i 3 aHa 3 nonMTOM Ha 6y4iBeabHy npc^yKqiio, rki/lvi (JropMyeTboi y raay 3 i 6y- 
4iBHMt(TBa. EyaiBeabHa raay 3 b CTpiMKO po 3 BMBaeTboi y poKM eicoHOMiqHoro nia- 
MOMy KpaiHM m nepuioio BianyBae KpM 30 Bi aBMtqa b eKOHOMitti. 

IlonHT Ha npoayKqiio ni4npHeMCTB-BMpo6HHKiB 6yaiBeabHMx MaTepia- 
^LiB (JropMyeTboi He amne ni4 bmhbom qwiGiiqHMx xbm^b b eKOHOMiqi, BiH tIcho 
noB'asaHMM 3 nopoio poicy. ripMpo 4 HO, mo b Tenay nopy poxy 36 iabiiiyiOTboi 06- 
oitm 6y4iBHML(TBa i, hk HacaiaoK, 36 MbuiyeTboi nonwT Ha npoayKqiio BMpo6HMKiB 
6yaiBeabHnx MaTepiaaiB. /\asi ni4npHeMCTB-BHpo6HHKiB 6yaiBeabHMx MaTepiaaiB 
BaiKaMBO 3 H 3 TH 3 araabffl TeH4eHLtii, mi CKAclAllOL Ha piTHKy YKpaiHH. 

ByaiBeabHa npoayKqia xapaKTepn3yeTboi ce30HHHM nonirroM i, m HacaiaoK, 
Ce30HHMMM KOaMBaHHflMM y BMpo6HMqTBL /\ a % ni4npM6MCTB Taay3i BMpo6HML(TBa 
6yaiBeabHMx MaTepiaaiB BaxaMBMM e nepea6aqeHHa nonmy Ha cboio npoayKqiio 

Ta MOlKaMBiCTb OTpMMaHHil TOHHMX Ta 40 CT 0 BipHMX np0TH03iB 4ASI 3MeHIIieHH>I 
ni4npMeMHMLtbKMX pH3HBdB. 

P03M3IHeM0 BMpo6HML(TBO naiTTM Ta MMTKH KepaMiHHOl, U,eTAli, IjeMeHTy, 
6aotdB Ta qemH 3 qeMemy Ta eaeMemiB 36ipHnx KOHCTpyKqiw aasi 6yaiBHMqTBa b 
Ytcpaim 3 a 4aHMMM /3,ep)KKOMCTaTy (Ta6a. 5). 



TflfMMipi 5 

noKa3HMKM [sripooiiiTiynsa oy^i [ie/ibiiHx Ma i epia/iin 
b YKpaiHi 3 a 2012-2014 pp. [ 3 a aainiMii 9] 
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craeHB 


4850,2 


28,6 


343,6 


30,8 


101,1 




AIOTMM 


4503 


17,3 


313,6 


50,5 


87,1 




6epe3eHb 


5066,3 


36,9 


620,1 


89 


156,3 




KBireHb 


5205,3 


67,3 


888,4 


107,3 


159,4 




TpaBeHb 


5158,5 


94,8 


1141,7 


128,5 


179,3 




nepBeHb 


4975,9 


100,5 


1115,7 


128,3 


179,4 




AMneHb 


5277,5 


106,8 


1219,2 


130,5 


198,2 




cepneHb 


5519,9 


104,6 


1095,7 


145,3 


196,8 




BepeceHb 


5452,9 


99,4 


1057,7 


135,3 


204,2 




)KOBTeHb 


5572,4 


97,8 


967,3 


138,6 


195,7 




AMCTona4 


5412,2 


89,3 


702,6 


126,3 


172,6 




rpyAeHb 


5193,8 


56,2 


335,5 


89,9 


110 
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ciqeHb 


4715,3 


23,4 


213,2 


28,2 


83,9 




AIOTMM 


4360,7 


26,1 


420,2 


60,9 


121,1 




6epe3eHb 


4750,3 


40,5 


681,9 


107,6 


132,3 




KBireHb 


4815,8 


60,5 


839,7 


106 


167,6 




TpaBeHb 


4769,6 


90,4 


1045,7 


136,1 


147,5 




qepBeHb 


4664,6 


102,3 


1095,6 


143,5 


160,1 




AMneHb 


4987 


110,8 


1125,1 


144,8 


193,6 




cepneHb 


5202,8 


110,1 


1198,8 


148 


179,4 




BepeceHb 


5188,1 


105,4 


946,2 


134,1 


185 




yKOBTeHb 


5481,5 


97,2 


945,9 


136,3 


183,3 




AMCTona4 


5102,4 


88,8 


816,3 


135,7 


162,6 




rpy4em> 


4674,9 


59,8 


427,5 


101,2 


139,7 




cineHb 


4103 


18,9 


240 


56 


75,7 




AIOTMH 


3826 


15,3 


417 


92,3 


112 




6epe3eHb 


4424 


48,4 


789 


126 


128 




KBiTeHb 


4312 


82,5 


881 


135 


129 


2014 


TpaBeHb 


4430 


99,1 


970 


134 


132 




HepBeHb 


4195 


103 


859 


137 


137 




AMneHb 


4177 


107 


936 


154 


149 




cepneHb 


4095 


106 


886 


135 


143 




BepeceHb 


4137 


104 


903 


146 


159 



Bmpo6hml(tbo ljitx MaTepiaTtiB xapaKTepiwyeTboi ce30HHicTio. .3 k BM 4 H 0 3 
pnc. 2, bmpo6hml(tbo tmitt Ta tmmtok Mae cna 4 aiOTy TeH/teHLtiio y no 4 aaBinoMy 
nepio 4 i Ta wkl ce30HHi KoaMBaHHa. 

Bmpo6hml(tbo ijeMM m 6aoKiB Ta ijeraM 3 ijeMeHTy, nny^Horo KaMeHio to 6e- 
TOHy 4AH 6y4iBHHL(TBa TaKOX XapaKTepM3yfOTBOI WKMMM Ce30HHMMM KOaMBaH- 
htimm, aae >iKmo bmpo6hml(tbo Lteran KOTOBaeTba h3bkcmo neBHoi b^mItkm, to 
BMpo6HMt(TBO GaOKLB XapaKTepiOyeTbCH n03MTHBH0I0 4MHaMiKOIO (pnc.3) 
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^^“Ueraa HeBorHeTpMBKa 
KepaMinna 6y/UBenBna 

Ejiokh Ta perjia 3 
ueMeHTy, uiTyMHoro 
KaMeHio hh 6eTOHy 



Pmc. 3. Ce3omicmb y eupodmymei yezAU ma dydieeAmux 6aokw, mah. mm. 
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BM4HO 3 pwc.4, BMpo6HMIJTBO qeMeHTy Ta eaeMeHTiB KOHCTpyKIjiM 36ipHMX 
4 ah 6y4iBHMt(TBa 3 tteMeHTy, OeraHy a6o KaMeHio uiTyqHoro 4eMOHCTpye wid ce- 
30HHi KoaMBaHHii i TeH4eHijiK) 40 cna4y BMpo6HMqTBa b no4aabini nepio4M. 

OTpHMaeMo nporao3 BMpo6HMqTBa BMmepo3TAaHyTMx 6y4iBeai>HMx MaTepi- 
aaiB 3a MeT040M TpeH4iB-ce30HHocri (M04eab 4eKOMno3Mqii qacoBoro p>i4y) [10]. 

MeT04 TpeH4iB-ce30HH0CTi cicaa4aeTboi 3 4ei<LibKox eTaniB: 

1 . po3paxyHOK KOB3Koro cepe4Hboro 3a piK 3a bmxl4hmmm /\,aniiMii; 

2. po 3 paxyHOK Bi4HomeHH>i bhx^hhx 4amix 40 kob3koto cepe4Hboro; 

3. po3paxyHOK ce30HHMx iH4eKciB 4^51 kojkhoto nepio4y poxy (Mioiqb a6o 
KBapTaa), >ik cepe4Hboro 3HaqeHHH 4aHMx oTpwMaHMx b n.2; 

4. po3paxyHOK Bi4HomeHH>i 4aHMx 40 ce30HHwx iH4eKciB 4AH oTpMMaHHJi bm- 
xi4Hoi iH(])opMaqii, 3a jikoio 6y4yeTboi TpeH4; 

5. oTpMMaHHJi nporao3iB 3a OTpMMaHMM b n.4 TpeH40M; 

6. OTpMMaHHJi nporao3iB 3 ypaxyBaHHiiM ce30HH0CTi, maaxoM MHo>iceHHH 4a- 
hmx 3 n.5 Ha ce30HHi iH4eKCM, mi OTpMMam b n.3. 

HaMOiabui qiKaBMMH Ta Ba>KaMBMMM 4^51 40cai4^ceHHa b qbOMy MeT04i e 
p03paXyH0K Ce30HHITX iH4eKCiB Ta OTpMMaHHil np0TH03iB. P03TAHHeM0 Ce30HHi 
iH4eKCM, mi MM OTpMMaaM 3a MeT040M TpeH4iB-Ce30HH0CTi, 4AH TIOKa3HMKa «BM- 
Po 6 hmi(tbo naMT Ta immtkm». ^Ik BM 4H0 3 pMC.5, HaMOiabini oScara BMpo6HMqTBa 
3a arperoBaHMMM 48 hmmm (JmcyiOTboi y ckobthI — ce30HHMM iH4eKC 1,12. To 6 to 
B OKOBTHi CyMapHO ni4npMeMCTBa-BMpo6HMKM naMTKM Ta IMMT BMTOTOBAaiOTb Ha 
12% 6iabme npo4yKqii, HicK b cepe4HbOMy 3a piK. «MepTBMM» Mioiqb y bmpo 6 hm- 
KiB naMTKM Ta naMT — thotmm — b qefi nepio4 oGoitm BMpoGHMqTBa na4aiOTb Ha 
14%. 




U,eMeHT, THC.T. 
Rjie\ieHTH 

KOHCTpy KuiV, thc. m3 



Pmc. 4. Ce3omicrm> y 6upo6mym6i yeuenmy ma eMMewnie 36ipnux KOHcmpyicyiu 
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PiBHflHHTI TpeH4a 4T5I OTpilMaHHH np0rH03y BIipo6HMLtTBa naMT Ta naMTKM 
6e3 BpaxyBaHna ce30HH0CTi Mae butara - 

y=5225, 73-20, 7f (4) 

4 e t — nepio 4 nacy 1,2, ... 33. 

Y Ta6^t.5 HaBe 4 eHi 4 aHi BMpoGHMijTBa uaut Ta nanTKM 3a 33 nepio 4 M (3 cin- 
Ha 2012 no BepeceHb 2014 pp.). /\ar oTpuMaHHa nporao3iB, t Ha4aiOTB HacTynm 
3HaneHH>i: 34, 35, .... 46. nporao3 mockcmo OTpnMaTn He 6Ln>m, jik Ha TperaHy 
nepio 4 y nepe 4 icTopi'i. ToMy t = 46 Bi 4 noBi 4 ae ocTaHHbOMy Miomio nepio 4 y npo- 
TH03yB3HH3 — CKOBTHIO 2015 pOKy. Ce30HHiCTb np0TH03y Ha4aiOTb 3a 40 n 0 M 0 T 0 I 0 
nepeMHoxeHHa nporao3y 3a TpeH 40 M Ha Bi4noBi4Hi ce30HHi iH4eKCM (pnc. 6). /\aa i 
nporao3y 3 BpaxyBaHHiiM ce30HH0CTi MicT>iTboi HanpMKiHqi CTaTTi pa30M 3 iHiim- 
MM np0TH03aMM. 

TpeH4 4T5I nOK33HMKa «BMpo6HML(TBO I(eMIl» He MO>Ke 6yTM OTpilMaHMM, 
ocKMbKM TeH4eHLti'i b ijboro noKa3HMKa 3 rpa^iicy BMiiBaeHo He 6y^io. 

AHaaorinHo po3paxyeMo ce30HHi iH4eKcn 4351 iHimix noKa3HMKiB Bnpo6HH- 
ijTBa 6y4iBeabHHx MaTepiaaiB (Ta6. 6). MocKHa cnocrepiraTM, mo bmpo 6 hml(tbo 
B cix po3M3iHyrax 6y4iBeabHMx MaTepia^iiB Mae «MepTBMH ce30H» — cineHb. B tteii 
nepio4 ce30HHi iH4eKcn KoaiiBaiOTbai Bi4 0,28 40 0,54, mo CBmnnTb npo Te, mo b 
cinm BMpoGaaeTboi TpeTMHa, a6o noaoBMHa npo4ytmii b nopiBHHHHi 3 iHiniiMM 
Miom>iMM. /limi Miami, HaBnaKH, e Han6Libiii aKTMBHMMM. HanpnKaa4, Bnpo6- 
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nporao3 3a TpeHflOM 

nporH03 3 ypaxyBaHHSM 
Ce30HH0CTi 

BlipoS HHLTTBO njlHT Ta 
njIHTKH 



Pmc. 6. Buxidni dam, npomo3 3a mpendoM 

ma npozno3 3 ypaxyeanmM ce3omocmi dxsi eupoSnupmea nAum ma mumoK, muc. m 2 



hmijtbo ijeMM y cepnm 36LiBmyeTbai Ha 44%, bmpo6hml(tbo LteMemy — Ha 44%, 
BMpo6HML(TBO eTLeMeHTIB 36ipHMX KOHCTpyKIjiM — Ha 24%, BMpo6HML(TBO 6210 KiB Ta 
ijeMM 3 LteMeHTy — Ha 22 %. 



Ta6MU{M 6 

Ce30HHi in^eKcn inipooniTLTrrsa oy/piie/ibiiiix Marepia/iiis 



Miami 


LJeivia HeBome- 
TpMBKa KepaMin- 
Ha 6y4iBeAbHa 


IIopTTLaHA.IjeMeHT, LjeMeHT I7LM- 
H03eMMCTMM, LjeMeHT 6e3K2liH- 
KepHMM UIAaKOBMM i LjeMeHTM 
r^paBAWHi no^iSm 


Eaokm Ta ijerAa 
3 ijeMemy, 
niTy^Horo KaMe- 
HK) 6eTOHy 


E^eMeHTM 
KOHCTpyK- 
u;iM 36ipHi 












cwem> 


0,28 


0,28 


0,35 


0,53 


AIOTMM 


0,27 


0,53 


0,64 


0,78 


6epe3eHb 


0,58 


0,95 


0,98 


0,89 


KBrreHb 


1,05 


0,93 


1,09 


1,09 


TpaBeHb 


1,31 


1,20 


0,97 


0,97 


nepBeHb 


1,35 


1,25 


1,04 


1,04 


AMneHb 


1,44 


1,44 


1,22 


1,24 
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Miami 


Ujeiyia HeBome- 
TpMBKa KepaMin- 
Ha 6y4iBeAbHa 


IIopTAa^ijeMeHT, ueMeHT tah - 
H03eMMCTMM, LjeMCHT 6e3KAffl- 
KepHMM IHAaKOBMM i IjeMeHTM 
n4paBAiHHi no4i6m 


Eaokm Ta uema 
3 ueMemy, 
HiTyHHoro KaMe- 
Hio hm SeTOHy 


EneMeHTM 
KOHCTpyK- 
um 36ipHi 


cepneHb 


1,43 


1,41 


1,29 


1,19 


BepeceHh 


1,36 


1,22 


1,17 


1,23 


3KOBTeHb 


1,28 


1,16 


1,18 


1,21 


AMcrona4 


1,17 


0,93 


1,12 


1,08 


rpyAem, 


0,76 


0,47 


0,81 


0,82 



Taico*: 3 Ta6aML(i 6 noMiTHO, mo bmpo6hmlitbo qeraM Ta ijeMeHTy 6Ln>m 3a- 
aeacHi Bi4 BnanBy ce30HHoro nonmy, HaTOMicTB 6tiokm Ta eaeMeHTM 36ipHiix koh- 
CTpyKijiM MaiOTB 6Libiii naaBHy ce30HHy 4MHaMiKy. 

PiBHHHHSI TpeH4a 4AH BMpo6HML(TBa IjeMeHTy Mae BMMJI4 

y=869, 64-3, 251 (5) 

Ha pMC. 7 MicTMThoi nporao3 3a TpeH 40 M Ta nporao3 3 BpaxyBaHHiiM ce30H- 
HOCTi BMpo 6 HML(TBa IjeMeHTy Ha piK. 3a OTpMMaHMM np0TH030M MOCKHa KOHCT3Ty- 
BaTM, mo 4 HHaMiKa BMpo 6 HML(TBa ijeMeHTy Mae HeraTMBHy TeH 4 eHt(iio. IH,OMic5iLm 
BMpo 6 HMijTBo LjeMeHTy 3a M 04 eaaio (5) 6 y 4 e 3 MeHinyBaTMOi Ha 3,25 tmc. t. y cepe 4 - 
HbOMy 6e3 BpaxyBaHHH ce30HH0CTi. 

PiBH3HH3 TpeH4y 4AH BMpo6HML(TBa 6aOKiB Ta IjeMM 3 LteMeHTy, imynHOTO 

KaMeHio hm 6eTOHy aar 6y4iBHMt(TBa Mae butara 



y=98, 03-1,0 7t (6) 

U£ 64MHMM TpeH4, 3IKMM 4eMOHCTpy6 n03MTMBHy 4MHaMiKy Cepe4 p03M3IHy- 
TMX nOKa3HMKiB. 3 piBHHHHfl 4iCTa6MO BMCHOBKy, mO 3 KOCKHMM MiomeM BMpo6HM- 
ijtbo 6aoKiB 6y4e 36iaBuiyBaTMOi Ha 1,07 mm. lot. y cepe4HBOMy 6e3 BpaxyBaHHJi 
Ce30HH0CTi. np0TH03 Ha piK 3a TpeH 40 M Ta np0TH03 3 BpaXyBaHHilM Ce30HH0CTi 
MiCTHTBd Ha pMC. 8. 

PiBHHHHSI TpeH4a 4AH nOK33HMKa «BMpo6HML(TBO eaeMeffliB KOHCTpyKmM 
36ipHMX» e BUTARA- 



y=170,18-l,17 (7) 

U^m TpeH4 4eMOHCTpye HeraTMBHy TeH4eHLuio. 3a iHTepnpeTameio Koecjimi- 
eHTiB mo>kh 3 nepe 46 aHaTM, mo kcokhoto HacTynHoro Mioum bmpoGhhijtbo eae- 
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BiipooimuTBO 

ueMemy 

fIporH03 3a rpcH.'i.oM 



nporao3 3 

ypaxyBaHHsiM 

Ce30HH0CTi 



Pmc. 7. Buxidni dam, npozno3 3 a mpendoM via npomo 3 3 ypaxyeannsiM caoHnocmi 
Sax eupo 6 nm\mea yeMenmy, muc. m. 



200 

180 

160 

140 

120 

100 

80 

60 

40 

20 





— nporao3 3a TpeHflOM 



nporH03 3 ypaxyBaHHHM 
Ce30HH0CTl 

1,1 BHpo6HHUTBO 6j70MB 



Pmc. 8 . Buxidni dani, npomo 3 3a mpendoM 

ma npomos 3 ypaxyeannsiM ce 3 omocmi dxx eupodmiymea dwxie ma yezAU 3 yeMenmy, mah. uim. 



MemiB KOHCTpyKniii 36ipHMx 6y4e 3MeHiiiyBaTMOi Ha 1,17 tmc. m. y cepe/tHBOMy 
6e3 BpaxyBaHHa ce30HHOCTi. FpatJnK nporao3y 3a TpeH 40 M, a t3ko>k nporao3y 3 
BpaxyBaHHiiM ce30HH0CTi HaBe4eHo Ha pnc. 9 . 

y Ta6. 7 MicT>iTBOi nporao3M 3 ypaxyBaHHaM ce30HHOCTi 4 ah po3rA3HyTnx no- 
Ka3HMKiB BMpo6HMt(TBa 6y4iBeiiBHMx MaTepia^tiB. 
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nporH03 3a TpeHflOM 



nporH03 3 

ypaxyBaHHAM 

Ce30HH0CTi 

BHpo6HHlITBO 

eneMeHTiB 

KOHCTpyKllift 



Pmc. 9. Buxidni dam, npomo3 3a mpendoM ma npozno3 
3 ypaxyeanmM ce30HH0cmi rkst eupodmymea exeMenmie KOHcmpyKvpu 36ipmx, muc. m 3 

Bmpo 6 hmijtbo 6 LibmocTi 6y4iBe2ibHMx MaTepia^iB b YicpaiHi xapaKTepn3yeTb- 
CH Ce30HHHMM KOTLMBaHBMMM. 

OrpMMaHHJi ce30HHwx iH 4 eKciB, nporao3iB 3a TpeH 4 aMM Ta nporao3iB 3 Bpa- 
xyBaHH^iM ce30HH0CTi Ha 4 acTb ni 4 npM 6 MCTBaM-BHpo 6 HMKaM 6 y 4 iBe^LbHMx MaTe- 
pia^tiB M 0 )icaMB 0 CTi nepe 46 a i iaTM ochobhI TeH 4 eHijii rionmy Ha 6 y 4 MaTepia 2 iM Ta 
3MeHUiyBaTM BMpo 6 HIiqi pM3MKM. 



Tadxuysi 7 

riporHoaii 3 ypaxyBaHHHM ce30HH0CTi unpoOHimi Ba ovvpise/ibiii'ix Ma repia/iin 



Pin 


MiCMlfi 


IIpomo3 eupo6- 
Hupmea uauiuku 
3 ypaxyeantuiM 
ce30HH.ocmi, 
muc. m 2 


JJp0ZH03 

Gupodmiymea 

yeMenmy, 

muc.m 


n.poiH03 eupoQnu- 
u,mea ^aokxc ma 
yezAU 3 yeMenmy, 
mmynnozo KOMenw 
hu 6emony f 
mah. turn 


IIpOZH03 
eAeMemnie 
36ipmix 
KOHcmpyKpiu, 
muc. m 3 


2014 


)KOBTeHb 


5072,06 


883,76 


158,8396 


158,4672 




AMCTonaA 


4831,93 


701,40 


151,3736 


140,4012 




rpy4eHb 


4539,52 


354,77 


110,8265 


67,86489 


2015 


CfaeHb 


4067,87 


212,91 


48,31855 


67,25188 
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PiK 


MicSlllfb 


IIpozH03 eupod- 
nuymea murmcu 
3 ypaxyeantuiM 
ce30HHOcmi, 
muc. m 2 


TlpOZH03 

supodmiymea 

yeMenmy, 

muc.m 


TIpOZH03 6Upo6HU- 
ymea 6AOKie ma 
yezAu 3 yeMenmy, 
lumyuHozo KaMenw 
hu demony, 
mah. mm 


IIpomo3 
eAeMemnie 
36ipHUX 
KOHCmpijKpiu, 
muc. m 3 




AIOTMM 


3801,63 


396,69 


88,94538 


98,83039 




6epe3eHb 


4300,02 


702,49 


137,3894 


111,056 




KBireHb 


4265,067 


690,31 


153,7161 


135,106 




TpaBeHL 


4218,45 


880,16 


137,1426 


118,509 




nepBeHb 


4134,92 


916,98 


149,178 


126,734 




AMneHb 


4431,18 


1052,74 


176,4472 


149,521 




cepneHb 


4634,72 


1025,60 


187,4658 


142,0897 




BepeceHb 


4603,83 


885,69 


171,1482 


145,6247 




>KOBT6Hb 


4793,44 


838,36 


174,0133 


141,595 



^MHaMiica GLaBinocri po3r/mHyTMx noKa3HMKiB BMpo6Hiit(TBa GyztiBenbHMx 
MaTepiauiB HeraTMBHa — qe noB'ji3aHo 3 nouiTMqHMMM Ta eKOHOMWHHMH no/ti- 
3MH ocTaHHBoro poKy Ta 3MeHineHOK3 aKTMBHicTio 6y4iBeyibHMx opram3aihM ijboro 
pOKy. 
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THE RESTAURANT BUSINESS COMPANIES 



AKiCTb npoAyKii,ii ta nociyr 
ni4nPHCMCTB PECTOPAHHOrO EI3HECy 
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Abstract 

The purpose of the present paper is to study the quality's level of products and 
services in the Restaurant Business Company. Are represented the investigations of 
the competitive environment of the Restaurant Business Companies in Market of 
Kyiv. Are explored the main disadvantages of studying company in reference to the 
quality's level of service of clients. Are described the main ways of solving this task 
and how to create and give high-quality services and products buy the Restaurant 
Business Company. 

Key words: quality, production, services, management of quality, the Restaurant 
Business Companies. 

Anomayb i 

MeTa CTarri noAsirae y 40CAi4>KeHHi piBua mocri npo4yKim Ta nocayr ni4- 
npiieMCTBa pecTopaHHoro 6i3Hecy. llpe4CTaBAeHo 40CAi4>KeHHA KOHKypeHTHoro 
cepe40Bnma ni4npueMCTB pecTopaHHoro 6i3Hecy Ha puHKy m. KueBa. BumAeHo 
ocHOBHi He4oaiKM 40CAi4>KyBaHoro numpueMCTBa 111040 mocri ohcAyroByBaHHA 
KAieHTiB. OKpecAeHo ochobhI uiaaxm BupimeHHA npohAeMM CTBopeHHA micHoro 
npo4yKTy Ta H343HHA AKicHMx nocayr n^npueMCTBOM pecTopaHHoro 6i3Hecy. 

KAKHoei CAoea: indcTb, npo4yimbi, nocAym, MeHe4)KMeHT mocri, numpueM- 
CTBa pecTopaHHoro 6i3Hecy. 

n ocTaHOBKa npohaeMH. HacMuemcrb pMHKiB npo4yKiheio i nocAyraMH 
cnpuAAa TOMy, mo cnocKMBau 04ep)KaB MO*AMBicTb Buhopy. Aae mum 
paHime BiH mocri 6axaB, to Tenep BiH Ti BMMarae. l^e npuBeAO 40 
toto, mo 3a6e3neueHHA bmcokoi mocri npo4yimii Ta nocayr nepeTBopuAocb y 
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MaricTpa^ibHMM HanpuM coqiaabHO-eKOHOMiqHoro po3BHTKy 6LibmoCTi Kpa'iH 
CBiTy. AKTya^ibHHM ije e i 4 ah YtcpaiHH. Ii npameHHn iHTerpyBaTMCb b eBponeMCwd 
i CBiTOBi eKOHOMiqHi CTpyKTypw BMMarae 3acBoeHHn hobmx npaBio rpn, mo 4MKTye 
pMHKOBa eKOHOMka, b iiKiii bm>kmb36 Ta opramsaLjbi, KOTpa Mae Haficy^acHimi 
TexHo^torii, HaMBiimy mdcTb npo4yKim, HaMHicKni qiHM i HanBMim opienrapM 
CTOCOBHO HaMBHMOMMBiuiOrO cnroiaiBana 

AHaai3 ochobhmx 40 C^ti 4 )KeHb Ta nyd^iKaitin. FbiTaHHii ni4BiimeHH>i nicocTi 
npo4yKLti'i Ta nooiyr, a t3ko>k chctcmm ynpaBiiiHHH hiqctio 3naiiuiAii b^Ghtth b 
pn4i po6iT 3apy6i)KHMX i bFfimshjihmx yneHHX i npaKTMKiB. V ixHbOMy qwcai npaiji 
t3kmx Bi 40 MMx yneHMx, hk: O. KoT^iep, E. 4eMiHr, 4- Teidop, O. HiKCOH, 4*- Xap- 
pMHTTOH, M. I. IIIanoBam A. ®enreH6ayM, H. C. FIcHHCbKa, H. F. CaayxiHa, H. FI. 
Cycom F. T. n'aTHHijbKa, A. M. Pacy^ioBa, C. M. Ee3po4Ha, F. B. KpiMOBa, F. P. 
KpeMHBB Ta iH. Y BMpimeHHi npo6^ieM / mi uocraAu nepe4 yKpamcbKMMM pecTopa- 
TopaMH, BacKyiMBoro 3HaHeHH>i Ha6yBaiOTb cynacHi MeT 04 M MeHe4>KMeHTy mocri, 
mo M o6yMOBM^LO BM6ip HaMM TeMM 40 di 4 )KeHH}I. 

HeBupimeHa pamme nacTiiHa 3 aramHOi npo6iieMM. FIpoG^eMa 3 a 6 e 3 neneH- 
H 3 iiKOCTi e KOMTMeKCHOK) i BMpiuiyBaTM 11 Tpa4ML4MHMMM MeT 043 MM / T06TO TLTb- 
KM IIMUXOM KOHTpO^lIO UKOCTi TOTOBOl np04yKim, npaKTMHHO He M0>IG1I1B0. FIo- 
BiiHeH 6yra KOMn^eKCHMM, CMcreMHMM ni4xi4, pea^bamn moro MociGiMBa ^iirne 
b paMKax cwcTeMM ynpaB^iHHH nidcTio. KoiKHa 3 npoBi4HMx (JiipM CBiTy iiuiAa 40 
ycnixy cboim iimuxom, a^ie Bci bohm — nepe 3 y40CK0Ha^eHH>i MeHe4>KMeffly moc- 
Ti. IJe CTocyeTbd He tmbkm mocri KOHKpeTHo'i npo4yKim, a imeTboi npo 4MOBy 
40CK0Ha^iicTb cjiipM, npo cnoci6 ynpaBriHHa, iforo onTMMbaimo i rapMOHi 3 amio, 
3 aiiiKaB^ieHicTb ycix npaijioiOHMx y pe 3 ymTaTax CBoe'i npaqi. 

Bee BTimeBMioia4eHe 3HaqHoio Mipoio Mae Bi4HouieHHa i 40 crJiepM yicpam- 
CbKoro pecTopaHHoro 6i3Hecy. FIidcTb npo4yKim i noc^iyr, mi KynyiOTb cnocKHBani 
y BiTHH3H>iHMx nmnpMeMCTBax pecTopaHHoro 6i3Hecy, e 04HMM 3 BMpimamHiix 
(|>aKTopiB Bn6opy hmmm toto hm iHinoro 3aioia4y / npoTe piBeHb mocri npo4yKTy 
TaKMx nmnpiieMCTB He 3aB>K4M 3a40B0yibH>ie cnoacMBana. ToMy cboro4Hi b Ytcpaim 
npo6^ieMa mocri npo4yKm'i Ta nociyr y crjiepi pecTopaHHoro rocno4apcTBa 3a- 
yiiimaeTboi aiayamHoio. 

Bnioia 4 ochobhoto MaTepia/iy. FlympMeMCTBa rpoMa 4 CBKoro xapyyBaHHH 3&ae- 
>KaTb Bi 4 2-x HaMBa>KaMBimMx ^mhhmkIb: KOHKypeHTHoro cepe40Bnma i 4 yMKM cno- 
iKMBaqiB. HaMBaxaMBiniMM 4431 rpoMa 4 CBKoro xap^yBaHiw miTaHHHM e Micije po3Ta- 
myBaHH3i nvtnpiieMCTBa. Ko»ceH pecTopaH Moxe 6 yTM po3TAHHyTMM a 6 o m aoxaabHa 
Toma, a 6 o m 3araabHOMicbKa. Bi 4 itboro 3a7ie*;MTb po3Mip oTO'leHHa, mo BMBqaeTb- 
ca: aHaai3yeTbC3i CHTyaijm Ha pMHKy MicTa b maoMy a 6 o Ha neBHifi TepMTopi'i. 

MapKeraHTOBi TexHOAorii b pecTopaHHOMy 6i3Heci 3acHOBam Ha TOMy (JiaKTi, 
mo 6y4b-nKe nmnpMeMCTBo rpoMa4CbKoro xapnyBaHHa 6a3yeTbcn Ha noTiipbox 
npMHLtMnax: ijiHOBa KaTeropin, (JiopMa o6c^iyroByBaHH3i / Tirn i piBeHb KyxHi, eMo- 
ijiHHa aTMocrJiepa (uKa b cboio nepiy, CTBopioeTboi 3a paxyHOK iHTep'epy i e^ieMeH- 
TiB 4eKopy, My3MHHoro cynpoB04y, po3Ba)Ka^ibHoi nporpaMM i murax e^ieMeHTiB, 
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mo HacTpoioiOTh icaieHTiB Ha neBHy xbimio). LJi hmhhmkm cicaa4aiOTB KOHijenijiK) 
3aicaa4y i noBMHHi 6yra o6'e4Ham b e4MHe myie i He cynepenuTii 04 MH 04 H 0 My. 

BwcoKa aKicTB npo4yKLtii e CKM40BMM e^teMeHTOM nepe6y40BM ynpaB^iH- 
H5I eKOHOMiKOIO. ^OdTHeHHa HaMBMIIloi mocri CT3HOBMTB 04Hy 3 KiHIjeBMX Ltiyiew 
34iMCHeHH>i mm6mhhmx 3m1h y BMpo6HwqiM Ta coLtia^BHifi ccjrepax b ycix ra7iy35ix 
xnTTe4iMBH0CTi cycnLiBCTBa [10]. BaaoiMBMMM 3axo4aMH 4ep>KaBHoro peiy^tio- 
BaHHii TiKocri npo4yKim e cyxynmcTB TaKMx 3axo4iB 5ik CTamrapTMsaubi, 4ep)KaB- 
hmm Hai7ui4 3a indcno, y40CK0Ha^ieHHa CMCTeM ynpaB^iHHa 5ndcTK>, opraHi3am5i 
Bce6inHMx Bwnpo6yBaHB npo4yKim Ta Ti cepTMcjnKamii. 

npaBOBMM acnetcr ni4BMLueHH5i iiKocri npo4yKim CTaHOBHTB CMcreMy 

3ara^LBH0060B'iI3K0BMX COLtia^LBHMX HOpM, 5IKi aKTMBHO BMKOpMCTOByiOTBOI 4451 

3a6e3neHeHH>i 40 TpMMaHH 5 i HopMaTHBHo-TexHiqHoi 40 KyMeHTam'i Ha ycix CTa 4 isix 
(})OpMyBaHH5I Ta ynpaB^liHH5I 5HdCTIO. HMHHe 3aK0H04aBCTB0 YKpaiHM CTaHOBHTB 
Miimy HopMaTMBHy 6a3y CTaH4apTM3am'i i 5iKOCTi npo4yKim Ha ycix piBHax ynpaB- 
^liHH5I Hap 04 HMM T 0 Cn 04 apCTB 0 M [7]. 

BwroTOByieHHii CTpaB, Ky^uHapHMx i KOH4MTepcBKnx BMpo6iB y pecTopaHax no- 
BMHHO 34iMCHIOBaTMCB y Bi4nOBi4HOCTi 40 CTaH4apTiB. 

n P M po3po6m hob mx BM 4 iB npo 4 yKim — cjnpMOBMx CTpaB b pecTopam cicaa- 
4aiOTBC5i TexHo^Loriqm KapTM, 5nci 3aTBep4>KyiOTBC5i 4 MpeKTopoM 3aKaa4y. B Tex- 
HO^OTWHiM KapTi HaB045ITBC5I TeXHO^LOriHHi BMMOTM 40 CMpOBMHM, HOpMM BMTpaT 
CMpOBMHM, BMXi 4 TOTOBO'i np 04 yKim, TeXHOTLOriil BMTOTOBiteHHn np 04 yKLtii, BMMOTM 
40 iiKOcri CTpaBM (opraHOAenTMqm noK33HMKM) Ta Ti o(})opM^eHH5i [9], 

BaxitMBMM (|)aKTopoM Bn^tMBy Ha 5ndcTB npo4yKim e Ti cepTM(})iKaiji5i. Haica- 
30m npo o6oB'5i3KOBy cepTMc[)iKaL(iio c(])opMOBaHo HOMeHicaaTypy i 4aHo nepe^iK 
npo4yKLtii, 5oca ni4yi5irae o6oB'5i3KOBiM cepTM(])iKaim. B ijeM nepe^tiK BHeceHo 4ono- 
BHeHH>i npo BBe4eHH>i o6oB , 5i3KOBo , i cepTMtJriKaiiTi nociyr 3aicaa4iB xapnyBaHHJi, mo 
Ha4aiOTBC5i nmnpMeMCTBaMM pecTopaHHoro rocno4apcTBa. IlpaBM^a oGoB'siSKOBoi 
cepTMcjnKami nociyr xapnyBaHHH BcraHOB^noiOTB bmmotm mo40 npoBe4eHH5i 
oGob'siskoboT cepTMcjnKaim nociyr xapnyBaHHH b ytcpaiHCBidM 4ep>icaBHiM CMCTe- 
Mi cepTMcJriKaqTi npo4yKim. 06'eKTaMM oGob^skoboT cepTM(})iKaqiT y CncTeMi e 
HacTynHi: nodyra xapnyBaHHH; npouec Ha4aHH5i nociyr xapnyBaHHa; pe3yaBT3TM 
nociyr xapnyBaHHJi; cmctcmm 5iKOCTi [7]. 

CBoro4Hi npaKTMKa 40ct3thbo nepeKOHyiMBo noKa3a^ia Taxi ochobhI nepe- 
4yMOBM 3a6e3neneHH5i 5iKocri npo4yKim: TexHinm, a4MiHicTpaTMBHi Ta ^no4CBKi 
(JjaKTopM. /\ a % 3a6e3neneHH5i 5ncocri Heo6xi4Hi MaTepia^iBHa 6a3a, KBaiti(])iKOBaHMM 
nepcoHam npo4yMaHa opram3amMHa CTpyKTypa i wite ynpaB^iimM nmnpneM- 
ctbom b LtMOMy i ynpaB^iiHHH 5tidcTio 30KpeMa. YnpaB^iiHHa 5iKicno Ha piBHi 3aicaa- 
4y pecTopaHHoro rocno4apcTBa nepe46aiae a4MiHicTpaTMBHe ynpaB.iiHH5i 5iKicTio 
i onepaTMBHe ynpaB^iHHH 5iKicno. 

Ochobhmmm (jjaKTopaMM (j)opMyBaHH5i 5iKOCTi npo4yKim b pecTopaHax e Taxi [8]: 
1. Ha CTa4il MapKeTMHiy 34iMCHioeTBC5i nornyK Ta bmbhchtm pMHKy, b pe3y^tB- 
Tari hoto pecTopaH BM3Hanae Heo6xi4HicTB BnroTOB^ieHHJi neBHoro BM4y npo4yK- 
nii, BpaxoByiOHM, neprn 3a Bee, Ha>iBHicTB cnpoBMHM, Ti sikIctb Ta 40CTynHicTB. 
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2. Po3po6Ka TexHCMori'i npMroiyBaHHJi npo4yKim cynpoBO/pKyeTBOi aa6opa- 
TopHHMM 40cai4*;eHHaMH. MaTepiaabHo-TexHiqHe i pecypcHe 3a6e3neqeHHa ctbo- 
pioe nepe4yMOBM 40 BMnycKy npo4yKim Bi4noBi4Hoi modi. 

3. CripoBMHHa 6a3a npo4yKim pecropaHy 6araTo b qoMy BM3Haqae KimieBHM 
pe3yABTaT, TOMy CMpoBMHa 4451 Biipo6HMLiTBa npo4yKL(ii noBMHHa Bi4noBi4aTM 
TaKMM BMMoraM: BMCOKa jucicTb, etccMoriqHa qncTOTa, 6e3neqmcTb 4451 34opoB'>i i 

CKMTT5I 4I04MHM. 

4. TexHiqHe ocHameHHH pecTopaHy iiobmhho cnpn4TM aKicHifi o6po6m TOBa- 
piB, 3 rkhx roiyiOTb npo4yKLtiio pecTopaHHoro rocncmapcTBa, ecjteKTMBHOMy bm- 
KopncTaHHio ciipoBMHHMx MaTepia4iB i eHepreTuqHMx pecypciB. 

5. ^KicTb npo4yKLti'i pecTopaHy Moraa ni4BiimyBaTM 3a paxyHOK po3po6KM i 
BnpOBa4>KeHH.H npOrpeCHBHHX MeT04iB BMpo6HML(TBa i HOBMX BH4iB BMpo6iB 3 BM- 
KOpMCTaHHJIM HeTpa4ML(iMHOi CMpOBMHM, LqO OipMiie ni4BMmeHHIO ecJteKTMBHOCTi 
BMpo6HML(TBa i CTBOpeHHIO HOBOl mOCTi. 

6. CyneBe 3HaqeHH>i b ynpaBaiHHi micTio npc>4yKim Mae Kompoab 3a i'i mic- 
Tio, >ikmm 4ae 3MOiy ni4TpHMyBaTM i’i Ha Haae>KHOMy piBHi. 

Ba^KaiiBMM noKa3HMKOM npn cmiHm 4K0CTi BBacKaeTboi cboro4Hi noica3HMK 
iH4eKcy 3a40BoaeHOCTi cno>KMBaqa [5]. HaMM po3paxoBaHo iH4eKC 3a40B04eH0CTi 
Bi4Bi4yBaqiB iiKicno CTpaB o4Horo 3 nmnpiieMCTB pecropaHHHoro 6i3Hecy m. Kne- 
Ba — pecropaHy «LiapcbKe ceao», mo e o 6'6 ktom HauiMx 40C4i4:*eHb (pMC.l). 

Ami, HaBe4eHi Ha puc. 1, CB^qaTb npo Te, mo nporaroM ocraHHix n'srm 
poiciB 3a40BoaeHicTb KaienriB micTio CTpaB pecTopaHy «LtapcbKe ceao» nocriMHo 
3pocTaaa. U4 e CBmqeHBMM Toro, mo b pecTopaHi nocriMHo oniicyiOTboi npo6ae- 
MaMM iiKOCTi He tmbkm roTOBMx CTpaB, aae ii cwpoBMHM, TexHoaorifi, o6aa4HaH- 
na, KBaairJtiKaiiieio npamBHiodB Tomo. Ba>K4MBe 3HaqeHH4 b pecTopam Mae aKicTb 
npo4yKm'i, i neprn 3a Bee, aidcTb a4Koro4bHMx HanoiB Ta TaK 3BaHa «KapTa bjih», y 
(JtopMyBaHHi moi Ba>K4iiBy po4b Bmirpae HaaBHicTb cjtaxiBipi b mil raay3i — coMe- 
Abe, moto npoc})ecioHaai3M i piBeHb nmroTOBKM. nopiBHMbHy KapTy bmh pecTopa- 
HiB m. KneBa npe4craB4eHo b Ta6a. 1. 
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nopiBHioiOTM KapTM bmh pecTopaHy «L(apcBKe ceao» i moto Haii6aM)KqMx koh- 
KypeHTiB — pecTopaHiB «PHB'epa» Ta «4laHqe2iOT» (Ta6a.l) ciiq 3a3aHaqwTM, mo 
BMHHa KapTa tmbkm pecTopaHy «]JapcBKe ceao», He3Ba)KaioqM Ha HeBeaMKy kmb- 

KiCTB BMH B aCOpTMMeHTi, BKaiOHae BMHa BCix IjiHOBMX CerMeHTiB i Bi4pi3HHeTBd 

36aaaHCOBamcTio, b tom qac jik KapTM bmh KOHKypeHTiB npeqcraByieHi 6 Libiiioio 
KMBK iCTIO BMH, aAe I(e BMHa 3Mme HMCKHBOTO i Cepe4HBOTO L4HOBMX CeTMeHTiB, TO0- 
to ixm BMHHi KapTM e He36aaaHCOBaHMMM. OqiHKy iiKOCTi quMBHocTi 3 (JropMyBaH- 
h si bmhhoi KapTM pecTopaHiB — KOHKypeHTiB HaBe4eHo b Ta6a. 2. 



Tadm tpt 2 

nopiBHaabHa oqiHKa HKOcri ^iavibHOCTi pecTopaHiB 3 (f)opMyuaHii5i bmhhoi KapTM 
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3 4aHMx, HaBe/temix b Ta6a. 2, MocKHa 3po6wTM bhchobok, mo piBeHb jiKocri 
4iaabH0CTi 3 (JjopMyBaHHii bhhhoi KapTii cyMapHo 3a BciMa noKa3HMKaMH b pec- 
TopaHi «LlapcbKe ceao» y nopiBHHHHi 3 pecTopaHaMM «PMB'epa» Ta «vlaHLieaoT» 
CTaHOBHTb Bi4noBi4Ho 1,84 i 1,98, to6to nepeBiimye pen noK33HHK y nopiBHJiHHi 

3 KOHKypeHT3MM Mafi)Ke B4Bini. 04H3K 3a TaKMM nOKa3HMKOM JIK CTBOpeHHJI BM- 
HHoro aboxy pecTopaH «]JapcbKe ceao» 3HanHo nocTynaeTbd 3a aHaaorinHiiM no- 
K33HHKOM pecTopaHy «PMB'epa». 

Crjrepa rpoMa4CbKoro xapnyBaHHJi — ije crjrepa H34aHHa nocayr cnocKMBanaM, 
TOMy 4y*e BacKaMBMM e ni4BMmeHHa jncocri t 3 kmx nocayr. Kmobhmm 3aB4aHHJiM 
rpoMa4CbKoro xapnyBaHHJi e Ha4aHH>i naaTHiix nocayr HaceaeHHio y (JropMi cyc- 
niabHO opram30BaHoro xapnyBaHHii [2]. 

rpoMa4CbKe xapqyBaHHJi Mae cneimcjnqHi ocoGaMBocri, jiKi Bi4pi3H>noTb moto 
Bi4 npoMMcaoBMx i ToproBeabHMx nympneMCTB. OpraHi3am>i xapnyBaHHJi b pecTo- 
paHax — 4y>ice BacKaiiBHM hmhhmk o6cayroByBaHH>i. CynacHMM pecropaHHiiM 6i3- 
Hec, jik HiKoan pamrne, nponoHye urnpoKy HOMeHKaaTypy nocayr cnoiKMBaqaM 
npo4yKLtii Ta nocayr rpoMa4CbKoro xapnyBaHHJi [4]. 

^[idcTb o6cayroByBaHHJi — ije cyKynHicTb BaacTMBOCTen i cryneHio KopMCHocri 
nocayr, mo o6yMOBaioe 34aTHicTb yce noBHime 3a40BoabH>iTM noTpe6n cnoacnBa- 
qiB. 

KepiBHML(TBo pecTopamB 3HaHHy yBaiy npimLwiOTb mocri nocayr, mo Ha- 
4aiOTbOi cnoxMBanaM. OcHOBHi bmmotm 40 mocri o6cayroByBaHHj[ cno>KMBaniB 




Pmc.1. Auhomwii mdexcy 3adoeoAeHocmi eideidyeanie sucicmw cmpae pecmopany «U,ayciKe cexo» 
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BMBCM4em b noca/toBMx iHCTpyKLtbix nepcoHaay. nopiBHMbHy cmiHKy incocri 06- 
cayroByBaHHa b pecTopaHax 3 a pe 3 yabTaTaMM npoBe4eHoro h 3 mm aHKeTyBaHna 
icaieHTiB npe4CTaBaeHo b Ta6a. 3. 
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Pe 3 yabTaTM 40cai4)KeHb CBmnaTb npo Te, mo piBeHb modi oGcayroByBaHna 
icaieHTiB y pecTopam «L(apcbKe ceao» y nopiBnaHHi 3 HanSancKqnMn KOHKypeH- 
t 3 mm Biime 04MHHL(i, aae cam 3 ayBa>iaiTM, mo 3 a cyMoio 6aaiB no Bcix noKa 3 HMKax 
Ta iHTerpaabHMM noKa 3 HHKOM jococri o6cayroByBaHH>i pemopaH «L(apcbKe ceao» 
Bnnepe4*;ae cboix KOHKypeHTiB 30 BciM He 3 HaqHoio Mipoio. B mnoMy npaKTMHHo 
no Bcix noica 3 HnKax aidcTb o6cayroByBaHHa KaieHTiB pemopaHy 3 Haxo 4 HTboi Ha 
HeBMCOKOMy piBHi. 4 e e pe 3 yabTaTOM He40CKOHaao'i po6o™ 3 KaieHTaMM Ta 03 Ha- 
nae, mo KepiBHrmTBy pemopaHy Heo6xi4Ho neperasiHyTM ni4X04n 40 aKocri 06- 
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GiyroByBaHHJi roiieHTiB, ni/tBPimriTii BMMorM 40 4iroibHOCTi npattiBHMKiB, po3po6n- 
tm Bi4noBi4Hi craH4apTM ni4npMeMCTBa i 34iMCHK)BaTM nornyK hobmx MeT04iB i 
3aco6iB 3a40B0iteH0CTi B^B^yBa™. 

Ba^yiMBMM hmhhmkom Bn.«iBy Ha jodcTb (JropMyBaHHn KapTM bmh Ta o6ciyro- 
ByBaHHa KaieHTiB e HaaBHicrb b pecTopaHi noca4M coMe^tbe, iioro KBamcJriKaLmi, Ha- 
aBHicTb noca40Bo’i iHCTpyicim Ta wko oGyMOB^teHiix Hero (JtyHKmii, KpeaTMBHicrb 
npaqiBHMKa. 

4y*e Ba>K/lIIBlIM nOKa3HHKOM, mo 3aCTOCOByeTbOI 4^51 OIUHKM aKOCTi b cy- 
qacHMx yMOBax, e 3a40B0^eHicrb cno)KMBaqa [3]. 

rioKa3HHK 3a40B0^teH0CTi oGHMcnoeTboi sk cepe4He 3Ba*;eHe oiuhok, mo 
Bn^MBaroTb Ha 3ara^tbHy 3a40B0^teHicTb rotieHriB o6oiyroByBaHH>iM. IloKa3HMK 3a- 
40B0iteH0CTi icaieHTiB o6c^tyroByBaHH>iM b pecTopaHi «]JapcbKe ce^to» Ta y moto 
KOHKypeHTiB npe4CTaByieHo Ha pnc. 2. 
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Pmc. 2. 3aztm>w 3ado60Aemcrm> KAienmie odcAyioeyeanmM e pecmopamx 



JIk CBmnaTb pe3y^ibTaTM 40cai4)KeHHJi (pwc.2), pi3HMim b 3aaB^teHOMy piBHi 3a- 
40B0iteH0CTi i noK33HHKa 3a40B0^teH0CTi Bi4Bi4yBaHiB pemopaHiB «4apcbKe ce^to» i 
moto HaM6^iM)KqMx KOHKypeHTiB — pecTopaHiB «PMB'epa» i «ylaHLieyiOT» MimMa^tb- 
Ha. 04H3K ca\a Bi4MiTMTM, mo y pecTopaHa «IJapcbKe ce^io» i 3anBAeniiii piBenb 
3a40B0iteH0CTi cnocKMBaqiB i po3paxoBaHMM HaMM noKa3HHK 3a40B0AeH0CTi, xona 
i He3HaqHoro Miporo, a^te Bee >k t3km BMim, huk y pecTopaHiB — KOHKypeHTiB. Bi4- 
iyKM npo Ha4aHHa nociyr cnocKMBaHaM b pecTopaHi «L(apcbKe ce^to» no3MTMBHi, 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



428 






Section 5. Marketing in the Markets of Goods and Services 



xona Bi/tMwaiOTbai Taxi He4oaiKw: TpwBaaa 3aTpiTMKa no4aHH>i CTpaB Ta HanoiB, 
HeyBaacHicTB Ta HeBBinaiiBicTB a4MiHicTpaTopiB Ta otJnuiaHTiB. 

3a40BoaeHicTB cnocKMBa^iB piBHeM jHcocri nocayr b pecTopaHax-KOHKypeHTax 
npe 4 CTaBaeHo Ha piic. 3. 




«U,apcbKe cejio» ripuie, «Uapci>Ke cejio» up a me. 

ni'/K «JIaHuejiOT» hi 5 k «JIaHuejiOT» 

llopieHHHHR KOHKypenmie 

Pmc. 3. Pieem 3adoeoMHoani cnoxueanie sncicmw nocxyi pecmoptmie - Konxypenmie 

3a pe 3 yaBTaTaMM npoBe 4 eHoro HaMM 40 di 4 )KeHH>i MO)KHa 3 po 6 MTM bm- 
chobok, mo pecTopaH «ljapcBKe ceao» nponoHye iimpoKy HOMeHtcaaTypy no- 
cayr cnocKMBaHaM. Aae b pecTopaHHiw cnpaBi HeMae MecK 40 CKOHaaocTi, TOMy m 
3 '>iByi 3 noTBOi HOBi ix BM 4 M: nociyra coMeaBe, to 4 mhh (JropTyHM Ta macawBi to 4 hhm 
4 ah rocTeii; racTpoHOMiqm moy; yponwcTa npe3eHTaqi>i CTpaB; 6 ap — moy; pn- 
6 aaica Ta KyamapHe npuroTyBaHHii y npHcyTHOCTi roan; Kapaoxe; KiMHara aasi na- 
Aimm; 3HTCKKM nocTiMHHM KaienraM; BM13HMM KeMTepmr 3 opraHi3aqieio 403BLaAsi 
Ta LowpoKHM cneKTpoM pi3HOMaHiTHHX nooayr y 6 y 4 B — arm tohlp MicTa, iioro 
ca 40 B 0 — napKOBoi 30 hm Ta ManBOBHnqnx oKoawLtB; Bi 4 noHMHOK Ta po3BarM Ha 
B 04 i, 3eMai Ta noBiTpi Tomo. 
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rioHtiTTji KOHKypeHTocnpoMocKHicTb 6e3nocepe4HBo noB'5i3aHe 3 no3Mqieio 
npo4yKTy pecTopaHy 14040 npo4yKTiB KOHicypeHTiB, TOMy 140 icaieHT 3aBX4M 
nopiBHioe KOHKypeHTHi nodym ni4 qac KyniB^ti [1]. 

Mic4e pecTopaHy Ha pwHicy Moraa BH3Ha i nTTn no6y40Boio no3MqiMHoi cxe- 
Mit. IcHye 4eKiABKa pHHOBiqqB CTpaTeriM no3MqiiOBaHH>i. 

OcHOBHa MeTa CTpaTeri'i no 3 nqiiOBaHH}i noAsirae b TOMy, 1406 bmpo6mtm npn- 
xM^tBHicTb cnocKMBana 40 pecTopaHy nepe 3 BiOHaqeHHJi ho 3 mtmbhmx Bi4MiHH0CTeM 
iioro nociyr Bi4 nocayr KOHKypeHTiB. PecTopaHOM «LiapcBKe ceao» o6paHo crpa- 
Teriio no 3 MqiiOBaHH>i 3 a cniBBiqHomeHHJiM "qma-jiKicTB", 140 noKa 3 aHo Ha pwc. 4 . 
Ii cyTHicTb noAarae b 3 Haxo 4 *;eHHi onTMMaabHoro noeqHaHHa qnx noKa 3 HMi<iB i 
qoBeqeHHii iioro 40 cb^omoctI cnocKMBana. 
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Pmc. 4. no3ui\iuHa cxeua pecmopame - KOHKypenmie 



OrcKe, pecTopaHOM «IJapcBKe ceao» o6paHo 03HaKM 4M<|>epeHqiaqii / to 6 to Ti 

03 H 3 KH/ 3 a JIKHMM qMBOBMH pilHOK p 03 pi 3 H>ie KOHKypeHTHi TOBapM, i KAaCM(J)iKO- 
BaHO ix Ha 4Bi KaTeropii, a, B^TaK, BM4MeHo 4Bi HaMTOAOBHiiiii 03 HaKM, 140 yoco- 
6 aiok)tb peuiTy noKa 3 HHKiB — "^KicTb" i "qma", noTiM no6y4yBaHo cxeMy Koop- 
4MHaT, Ha ooix moi Bi4Kaa4eHo o6pam 03 HaKM. V no6y40BamM cxeMi 3 HaM 4 eHo 
no 3 Hqiio 40CAi4>KyBaHMx npo4yKTiB pecTopaHiB-KOHKypeHTiB. 

Ha ocHOBi no3MqiMHoi cxeMM MoacHa 3po6nTM bmchobok, 140 pecTopaH «]Jap- 
CBKe ceao» 3aiiMae 40CHTB npMBa6anBy pwHKOBy no3Hqiio 3a akIctio npo4yKTy. 

YnpaB^iHHH akictio npo4yKqii, nocayr i bmpo 6 hmhmx npoqeciB noci4ae qeH- 
TpayiBHe Micqe y po3B3i3aHHi npoG^teMH n^BMLqeHHa KOHKypeHTocnpoMoxHocri 
3aioia4y pecTopaHHoro rocno4apcTBa. 3aioia4 Moxe 6yra KOHKypeHTocnpoMO>K- 
HMM 3a yMOBM, AKLqO MOTO np04yKqbl KOpMCTyeTBCa nOnMTOM, 140 mo>kaiibo 
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anine npn BMCOKin iiKOCTi npo 4 yKLtii Ta nocayr, i"i Bi 4 noBi 4 HOCTi BMMoraM oiockm- 
BaqiB, CTaH 4 apTaM Ta iHirniM HopMaraBHMM 40 KyMeHTaM [ 6 ]. 

nocTiiiHMM KaieHTaM pecTopaHy «L(apcbKe ceao» Heo6xi4Ho Ha43BaTn Bi4- 
qymi 3 hm>kkm npM Bi4Bi4yBaHHi 3aKaa4y, 3aCT0C0ByBaTH nporpaMii aoJiabHocri, 
mo cripMiiTMMe ni4BMmeHHK) iiKOcri Ha43HHa im nocayr, yTpnM aHHio nocTinHnx 
KaieHTiB Ta 3aayneHHio hobmx Bi4Bi4yBamB. 

Bmchobkm Ta nepcneKTMBM no4aabuiMx 40cai4)KeHb. Ea3yK>nncb Ha cbItobo- 
My 40CBi4i, nmnpneMCTBaM pecTopaHHoro 6i3Hecy Heo6xi4HO po3po6a5iTM i Bnpo- 
Ba4)KyBaTM circTeMy 3a6e3neneHH>i mocTi Ha Bcix eTanax po6oTM — Bi4 cmpobmhm 
40 roTOBo'i npo4yKLtii i H34aHHa nocayr, b >ikmx KaionoBe noaoxeHHH noci4ae 3a- 
no6iraHH>i, a He BMitBaeHHJi, HeaidcHMx npo4yKijii Ta nocayr. 

L(5i cwcTeMa po 6 o™ 3a6e3nenye e(})eKT ycyHeHHH He 4 oaiKiB Ha Bcix eTanax 
iKHTTeBoro qnKay npo 4 yKim Ta nocayr pecTopaHHoro rocno 4 apcTBa. 
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5.7. MARKETING MIX OF SUSTAINABLE 
TOURISM: CASE OF THE NATIONAL 
NATURE PARK "SYNEVYR" 

MAPKETHHrOBHH MIKC CTA/lOrO 
TYPM3MY: UVIAKAAA HALJIOHATlbHOrO 
nPHPO^Horo nAPKY «chhebhp» 

Smymov I. G. 

CMupnoe I. F. 



UDC 359.09 
JEL M31, L83 

Abstract 

Shown classical model of the marketing mix (complex) 4P and its modification 
6P, 7 P and 4C. Drawn attention to the peculiarities of the tourism industry within the 
service sector, in particular, the value and use of travel resources for creating tourist 
products. Proposed original innovative model of marketing mix in tourism, which, 
on the one hand, takes into account specific characteristics of sustainable tourism 
with its obligatory, binding and attention to tourist resources, on the other — it 
is based on classic model of marketing mix. Theoretical issues are illustrated on 
material of National Nature Park "Synevyr" 

Keywords : marketing mix, National Natural Park "Synevyr", product, price, 
communication and sales policy in tourism. 

Anomaly} i 

TIpoaHaui 30 BaHO KuacnuHy M04eub MapKemHroBoro Miiccy (KOMnueiccy) 4P, a 
TaKOvK i'i M04M(})iKaitiH 6P, 7P Ta 4C. 3 BepHyro yBaiy Ha ocoduMBocri TypucTiiuHOi 
rauy 3 i y cicua4i C(|)epM nocuyr, 30 KpeMa, 3 HaueHHa Ta BMKopncTaHHJi TypucTMu- 
hmx pecypciB 4 ah CTBopeHHa TypucTMUHoro npo4yKTy. 3 anponoHOBaHo aBTop- 
CBKa iHHOBaqiuHy M04eab MapKeraHr-Miiccy b Typu 3 Mi, axa, 3 04hoto hoxy, Bpa- 
xoBye cneitM(})iqHi ocohauBocTi Ta bmmoth CTaaoro Typu 3 My 3 uoro o 6 ob' 5 I 3 koboio 
npMB' 5 i 3 KOio Ta yBaroio 40 TypMCTMUHMx pecypciB, 3 iHiiioio — Mae 3 a ocHOBy Kua- 
cuuHy M04eab MapKeTMHiy-MiKcy. TeopeTMUHi nouoxeHHa npoiaiocTpoBaHi Ha 
npuKaa4i HaijioHaabHoro npnpo4Horo napKy «CMHeBup». 

KAwnoei CAoea : MapKeTMHroBMw mIkc, HTUT «CMHeBnp», npo 4 yKTOBa, ijiHOBa, 
KOMyHiKaitiMHa Ta 36yTOBa noaiTMKa b TypM3Mi. 
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B cryn Ta nocTaHOBKa HayKOBo'i npo 6 ueMM. Y TypMCTMUHOMy MapKeTMHiy, hk i 
b MapKeTMHiy B3araui, 04 He 3 touobhmx nonuTb — qe MapKeTMHroBMM mIkc, 
3IKMM BM3HaHae OCHOBHi CKUaqHMKM, iHCTpyM eHTM Ta nporpaMHi 3MiHHi, mo 
BMKOpMCTOByiOTbOI B TypM3Mi 4 UJI ynpaBUiHHa Ta KOHTpOaiO pMHKy. n P M qbOMy 
po 3 pi 3 H 3 iOTb leaacMHHy Moqeub MapKeTMHr-MiKcy 4P (TOBap, ttiHa, npoMoqbi, 
Micqe) Ta i"i MoqMcjiiKaqii 6P Ta 7P, a t3ko>k aubTepmTMBHy Moqeub 4C (noKyneqb, 
BapTicTb, 3pyHHicTb, iH(})opMaqiii). Y HauBHin uiTepaTypi 3 MapKeTMHiy TypM3My 
y 6 iabinocTi BMna 4 KiB t(i Moqeui MapKeTMHiy-MiKcy MexamuHo npMKuaqaiOTbai 
40 4 i>MbHOCTi TypMCTMHHOl Tauy3i Ta TypMCTMHHMX (JlipM, He3Ba)KaiOHM Ha Te, mo 
TypM3M hk raay3b ajoepii nocuyr, Mae cboi xapaKTepHi Ta yHiKaubHi ocoduMBocri, 
cepe 4 hkmx HaMBa)KaMBima — qe npMB'n3Ka Ta yBara 40 TypMCTMUHMx pecypciB, Ha 
6a3i hkmx i craopioeTboi TypMCTMUHMM pmhkobmm npo 4 yKT i, Baame, imye TypM3M. 
Bi 4 noBi 4 HO i m apKeTMHTOBMM MiKC y TypM3Mi noBMHeH qe BpaxoByBaTM i 3a Harnoio 
4 yMKOio MaTM opMrimubHy, npMTaMaHHy tLtbkm TypM CTMUHiii rauy3i, Moqyub. 

vliTepaTypHi qiacepeua Ta ny6uiKaqii BKnouaiOTb hk KuacMum MapKeTMHroBi 
caoBHMKM [15], TaK i HaBHaabHi noci6HMKM 3 MapKeTMHiy TypM3My yKpaiHCbKMX 
aBTopiB [4; 10; 11], Ta ny6uiKaqii MaTepiaaiB MixmpoqHMx Ta BceyKpaiHCbKMx m- 
yKOBo-npaKTMHHMx KOHiJiepeHLtiM ocTaHHBoro uacy, npMCBaqeHMx npo6ueMaM Ta 
nepcneKTMBaM po3BMTKy TypMCTMUHoi iH4ycrpii b YKpaiHi Ta cbM [1; 2; 3; 5], a Ta- 
KOvK peKOMeH4am'i npaKTMUHMx npaqiBHMKiB raay3i [7] Ta aBTopcbKi HaBuaubHO- 
MeT 04 MHHi KOMnaeKCM 3 qMcqMnuiHM «MapKeTMHr TypM3My» [12; 13]. 

MeTOio po34Lay e npoaHaabyBaTM KuacMUHy, aubTepmTMBHy Ta M 04 M(])iK 0 Ba- 
Hi Moqeui MapKeTMHr-MiKcy Ta 3anponoHyBaTM opMriHaubHMM aBTopcbKMM BapiaHT 
TaKo'i Moqeui aax TypucTiuiHoi raay3i, hkmm, 6m 3 04 hoto 6oKy, BpaxyBaB cneqM- 
(JiiuHi ocoGaMBocri Ta bmmotm CTaaoro TypM 3 My 3 moto o6ob'h3koboio npMB'n3KOio 
Ta yBaroio 40 pecypcHoi 6a3M, 3 iHinoro, — MaB 6 m 3a ocHOBy KuacMUHy Moqeub 
MapKeTMHT-MiKCy. 

Bnioiaq ochobhoto MaTepiauy. MapKeTMHr-MiKC (komim6kc) — TepMiH, mo 
6yB yneprne bmkopmct3hmm HaiiuoM Bop4eHOM 3 PapBapqcbKoi iiikoum 6i3Hecy b 
1964 p. 3 MeTOIO BM3HaHeHH>I OCHOBHMX CKaa4HMKiB, iHCTpyMeHTiB Ta npOTpaMHMX 
3MiHHMX, 3IKi BMKOpMCTOByiOTb MapKeTOUOTM 4 AH ynpaByliHHil Ta KOHTpOaiO pMHKy. 

IJe 6yB «peqenT TopTy», mo 6m CMaKyBaB uimiie 3a moto OKpeMi iHrpe4ieHTM. Iqen 
MapKeTMHr-MiKcy 6yaa 3anponoHOBaHa 3 nepeKOHaHHHM, mo KoacHiM KOMnamM 
ciiq KOop4MHyBaTM Ta iHTerpyBaTM pi3HOM3HiTHi m apKeTMHroBi nporpaMM 3 Me- 
Toio MaKCMMi3ami ixHboi pe3yabTaTMBHOCTi Ta e^eKTMBHocri. ImyiOTb pi3Hi Moqe- 
ui MapKeTMHiy-MiKcy qua pi3HMx qiaen, Koxm 3 pi3HMMM KOMnoHeHTaMM. Haii- 
6iabin Bi 40 MMM Ta nonya^ipHMM e BapiaHT Moqeui MapKeTMHr-MiKcy ni4 Ha3Boio 
4P (pMC. 1), Bneprne 3anponoHOBaHMM y 1978 p. 4*epoMOM MaKKapri, CKuaqHMKa- 
mm moro e Product (TOBap), Price (mm), Promotion (npoMoqui) Ta Place (Micqe). 
CkU 34HMK «ProduCt» (TOBap) MO)Ke BMKUIOHaTM TaKi 03HaKM Ta XapaKTepMCTMKM 
hk micTb, ctmub, 4M33MH, ynaKOBKy, o6cuyroByBaHHa, rapaHTii, nepecTopoiy, ckmt- 
tbbmm qiiKu, iHBecTMqii Ta npMdyTKM. Cku34hmk «Price» (qim) oxonuioe npafic- 
AiiCTii, 3hm)kkm, cneqiaubHi qiHM, onuaTy b Kpe4MT Ta yMOBM KpeqMTyBaHHii. 

A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 

434 



Section 5. Marketing in the Markets of Goods and Services 



CKM4HMK «Promotion» (npoMouia) BKurouae peicaaMy, b^hocmhm 3 3 aco 6 aMM Ma- 
coBo'i iHtJropMaLti'i, npaMHM npo4a>K, npoMoijiHHMH npo4aac. Cicua4HMK «Place» 
(Micije) 03 Hauae np 3 iMi a 6 o onocepe 4 KOBaHi 36 yTOBi KaHauii, perioHaubHMM po 3 no- 
4 ia TOBapy, TepuTopiaubHe noKpiiTra pMHKy, po 34 pi 6 HiiM npo4a>K, po 3 MimeHH 3 i 
pMHKy, 3 anacM, ^toricTMKy Ta BMKOHaHHJi 3 aMOBueHHb. 

IJ4 M04eub MapKeTMHr-MiKcy 04 pa 3 y 3 !i no 3 iBoio BMKUMKaua BeuMKy LtiKaBicTb 
Ta npono3ML(ii 14040 Ti 4 onoBHeHH 3 i. Tax, 6yua 3 anponoHOBaHa M04eub 6 P (3 40- 
4aBaHHiiM nouiTMKM Ta na 6 uiK-pLieMmH 3 ), a 3 T 040 m — 7 P (404ai0Tboi nepcoHau, 
npo4ec Ta nuaHyBaHHH, b iHinoMy BapiaHTi- 30 BHiuiHe cepe40BMme). AKa4eMk B06 
AoTepdoA y 1990 p. BMcyHyB aubTepHaTMBHMM Bapiam MapKeTiiHr-MiKcy ni4 na- 
3Boio «4C» — 3 norAsi4y Ta imepeciB noKynqa (pnc. 2 ): Customer value (qiHHicTb 
TOBapy 4 uji noKyn4>i), Cost (BapTicTb TOBapy 4U51 noKyn43i), Convenience ( 3 pyu- 
HicTb TOBapy 4^31 noKyn 43 i), Communication (iH(})opMOBaHicTb noKynna npo to- 
Bap). 

He 3 Ba)KaiouM Ha Te, 140 iH 04 i M 04 eub MapKeTMHr-MiKcy 4P BBacKaiOTb Ha 4 - 
TO CnpomeHOK) 4U5I nOTOUHHX pMHKOBMX CMTya 4 M Ta C(})OKyCOBaHOIO B OCHOBHO- 
My puHKax Ha TpaAiiu,iiimix cnocKMBUMx TOBapiB, Bee 3K TaKM 4 ^ 31 40 CBi 4 ueHMx Ta 
hobmx reHepa 4 iH MaptceTouoriB BOHa npo 40 B>Kye BHCTynaTir 3ik 3pa30K inrerpo- 
BaHoro ni 4 X 04 y 40 MapiceTMHroBoro nuaHyBaHHH Ta 36epirae cboe 3HaueHH3i 4351 
(})0pMyBaHH3i Ta bmkoh3hh3[ KOMnueKCHMx MapKeTMHroBiix nporpaM cjripM, 140 
ni4TBep4>KyeTbC3I 3IK BiTUM3H3IHMMM [npMMipOM, 15, 86-196], TaK i 3apy6i)KHMMM 

[16, 29-30, 215-366] 43KepeuaMM. 

IIi;o40 TypucTMUHoi M04eui MapKeTMHr-MiKcy, to b HariBHiu aiTepayypi b 
ocHOBHOMy 40MiHye ni4xi4 MexamuHoro npMKua4aHH3i M04eueii 4P mi 7P 40 Map- 
KeTMHTOBOi 4i5LibHOCTi TypucTMHHMX (})ipM, Ta TypucTMUHoi rauy3i b 4iuoMy, Ha 
)Ka Ah, 6e3 BpaxyBaHH3i Birpa3Hoi Ta ymKaubHoi cne4i«})iKM rypM3My, 3ik e4MHoi ra- 
uy3i C(|)epM nocuyr (i BM4y 6i3Hecy), ni4CTaBoio c])opMyBaHH3[ 3ikoi e TypHCTMum 
pecypcM, cno)KMBaHH3i 3ikmx i e ochoboio TypHcrauHoro 6i3Hecy. BuacHe 4i3MbHic- 
Tio ocTaHHboro — i e «npo4a>K» TypMCTMUHMx pecypciB (TP), to6to Typnpo4yKTy, 
C(])opMOBaHoro Ha mix. .31040 cboi TP «npo4aiOTbC3i» cboim noKyntpiM (pe3M4eH- 
TaM) — 4e BHyrpimHiM Typu3M; 31K140 cboi TP «npo4aiOTbC3i» noKyn43iM-Hepe3M- 
4CHT3M — 4e iH03eMHMM (b'i3HHm) TypM3M; 3IKI40 TP iHLUMX Kpa'lH «np04ai0TbC3I» 
CBOIM TpOMa43IHaM-pe3M4eHTaM — 4e 33KOp40HHMM (BM13HMM) TypM3M. OCb UOMy 
b 4eHTpi M04eui MapKeTMHr-MiKcy b TypM3Mi Mae 6yju He cnocKMBau (TypucT), i He 
nepcoHau (31K y 4e3iKMx aBTopiB), a TypiiCTMUHiiM pecypc (puc. 3), ocicLibKM caMe 
bIh BM3Hauae cne4iaui3a4iio Typu3My i Bi4noBi4HMM acopTMMeHT rypiB, ix qmy, 
cne4H(})iKy npoMouiMHo-peicaaMHoi 4i3LrbHocri, 36yTOBi KaHauu i TpaHcnopTHo- 
uoricTMHHe 3a6e3neueHH3i. 41 mcho 3aue)KHo Bi4 HaaBHux rypMCTMUHMx pecypciB 
(Ha puc. 3. bohm 4U5i 3pyuH0CTi Ta CTucuocTi no4iueHi Ha Tpu ochobhI rpynu, b 
4iiicH0CTi ix Mocrce 6yTM Ha6araTo 6Libme — 4mb. [4, 86-88], to6to rypucTMUHoi 
cne4iaui3a4ii 4ecTHHa4ii, Bii3HauaeTbC3i BH4 Typnpo4yKTy — PI (4e Moxe 6yTM 
Bi4nOUMHKOBMM TypM3M (3a Ce30H3MM), ni3HaBaUbHMM TypM3M, p03Ba)KaUbHMM Ty- 
pn3M Toiqo), rqo nponoHyeTbca Ha npo4a)K (Ta6u. 1). 
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Ta6AUi[si 1 

Tvpi'icniHira cnenia/iiaanbi 4 ec iniiai(iiT (3 ypaxyBamMM ce30Hy) 3 a [9, 33] 



Ce3on 


Kpainu 


Typucmmm 

cneyiaAuaVfisi 


3 nMa 


AscTpia, AHaoppa, Eoarapia, HopBeria, ®iH4jiH4ia, 9 >pan- 


3 nMOBnii BmnonnHOK 




ijia, niBeijapia, CAOBannHHa 


(ripcbKi Anaci) 




ABcrpaAia, Ihaw (roa), lH40He3ia (EaAi), KnTaii, GrnneT, 
MaAb4iBCLKi ocrpoBn, MaBpMKiM, OAE, Ta'iAaH4 / Ky6a, /\o- 
MiHiKaHa, IIIpn-zlaHKa, CeiimeAn, FLAP, KaHapn, Mop4a- 
HLH, MeKCMKa, eK 30 TM^Hi OCTpOBM 


IlAAacHHn Bi4nonnHOK 




KnTaii, GrnneT, Tpeum, IcnaHia, iTaAia, HopBeria, OiHAaH- 
4ia, Hexia 


ni 3 HaBaAbHnii Typn 3 M 


BecHa 


ABCTpisr, AH 4 oppa, $paHijia 


3 nMOBnii BmnonnHOK 
(ripcbKi Anaci) 




ABcrpaAia, lH4ia (6epe3eHb), KnTaii, lH40He3ia (Baai), Grn- 
neT, Maab4iBCBKi ocrpoBn, MaBpniciii, OAE, TaLiaHA (6e- 
pe3eHb), Ky6a, 4 oMimKaHa, IHpn-AaHKa, CeiimeAn, nAP, 
KaHapw, Mop4ama, MeKcnxa, eK 30 TMMHi ocrpoBH 


IXiaacHnii BmnonnHOK 




KnTaii, GmneT, TypennnHa, Tperiia, IcnaHia, iTaaia, Hop- 
Beria, OiHAaH4ia, Opamjia, Hexia CAOBaminHa, noAbma, 
IIlBeiiLiapia 


ni 3 HaBaAbHnii Typn 3 M 


Airo 


ABcrpaAia, KnTaii, lH40He3ia (Baai), GrnneT, MaAb4iBCbfd 
ocTpoBM, MaBpmdii, Ky6a, 4 oMmiKaHa, IHpn-AaHKa, Ceii- 
mean, MapoKKO, TyHic, Kinp, Tpeuia, TypennnHa, Boara- 
pia, IcnaHia, braAia, Opam^ia, XopBaTia, HopHoropia, Ka- 
Hapn, Mop4aHia, MeKcnxa, eK 30 Tnqm ocrpoBn 


ILiaacHnii BmnonnHOK 




KnTaii, GrnneT, Mop4ama, ABCTpia, HopBeria, <DiHAaH4ia, 
Hexia, CAOBannnHa, noAbma, YropnpiHa, IIlBenn;apia 


ni 3 HaBaAbHnii Typn 3 M 


Ocim> 


ABCTpaAia, lH40He3ia, KnTaii, MaAb4iBCbKi ocTpoBM, Tai- 
A 3 H 4 , nipn-AaHKa, GrnneT, KaHapn, MaBpmdii (ao Anc- 
Tona4a), MapoKKO (40 BepecHa), CeiimeAn, nAP, Hop4a- 
Hia (40 AncTona4a), Kinp, OAE, TypennnHa, BoArapia (40 
BepecHa), Tpeuia (40 acoBTHa), IcnaHia, PraAia, eK 3 omn- 
Hi OCTpOBH 


HraacHnii BmnonnHOK 




KnTaii, GrnneT, Mop4ama (40 BepecHa), TypennnHa, Ab- 
CTpia, Tpeuia, IcnaHia, iTaaia, HopBeria, OiHAaH4ia, OpaH- 
ijia, Hexia, CAOBannnHa, noAbma, YropmnHa, IIlBenn;apia 


ni 3 HaBaAbHnii Typn 3 M 



Bi/tnoBi/tHo, 3a4e)KHo Bi4 Toro, 4,e 3Haxo4MTbC5i iieii pecypc (B 40 Ma hm b inuiiM 
Kpami) i KOMy mm iioro nponoHyBaTMMeMo (pe3M4eHTaM hm He pe3H4eHTaM), bm- 
3HaqaeTBC3i cneL(iaAi3ani5i Typnpo4yKTy — 4451 BHyrpimHboro cno)KMBaHH5i (BHy- 
TpiuiHiM TypM3M), 4451 30BHiuiHb0r0 CnO>KMBaHH5I (iH03eMHMM TypM3M) a6o 4451 
3aK0p40HH0r0 CnO)KMBaHH5I (3aK0p40HHMM TypM3M). 

Bi 4 rypMCTMHHHx pecypciB 3 a 4 e>KHTb i ijiHa Typnpo 4 yKTy — P 2 (cTpi 4 Ka Bi 4 
P 40 P 0 BKa3ye noc4i40BHicrb MapKeTMHroBMx «KpoKiB» y Typn3Mi). Ilepm 3a Bee, 
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Ha qmy Typnpo4yKTy (oco6^lmbo y Mi)KHapo4HOMy Typn3Mi) BiMMBae Bi4CTaHb Ty- 
pMCTMHHoro pecypcy (TypMcraqHoro cno>KHBaHHa). He4apMa y BapTocri 4a^teKMx 
no4opo)KeM 70-80 % npMna4ae Ha TpaHcnopT (aBiamMHMM). Choice, hmm 6 AnyK'mii 
TypMCTMHHMH pecypc 40 Micira nocriMHoro npo>KMBaHHn TypMCTa, tmm MeHina 
qma Typy. Tax, MeuiKaHLtio KweBa, 1406 Bi4Bi4aTM nenepcLKy TlaBpy a6o CocjniB- 




Pmc. 1. Kmcmna ModeAb MapKemum-Mixcy 4P [1, 183] 



cbkmm co6op (aid Miac iHiHMM, Ha^teacriTb 40 CnwcKy cbItoboi cna4mMHM lOHEC- 
KO), Heo6xi4Ho BMTpaTMTM Ha TpaHcnopT (aKmo HeMae B^iacHoro) 3-5 rpH., a Ha 
Typ 40 nejcmy (ICuTad) Bace noTpi6HMM aBianepe^iT Ha Bi4CTaHb 4eKMbKa tmc. km 
(10 ro4MH ^tbOTy) i BapTicTio 4eKLibKa cotch 40^iapiB CIIIA. hmhhmk, mo 

BnyiMBae Ha i^my Typnpo4yKTy, — ije mcjipaCTpyKrypHa odyiaiiiTOBaHicTb Typwc- 
THHHoro pecypcy Ta 'fit piBenb: aicmo TypMCTMHHMM pecypc He Mae cynacHoi iH<l>pa- 
CTpyKTypM, to h ijiHa nyTiBKM 6y4e HMacae, a^te nodyroBi yMOBii ripuii, i HaBnaKM. 




Pmc. 2. AM>mepHamuew ModeM Mapxemum-MiKcy 4C [3a 1, 183] 
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Cnet(M(j)iKa pecypcHoi 6a3M TypiOMy BM3HaHae oco6aiiBocTi CKaa4HMKa P 3 
MapKeTMHr-MiKcy y Typn3Mi, to6to npoMoiuMHo-peKaaMHo’i 4 biabH 0 CTi. Tax, Bi 4 - 
MiHHOIO pMCOIO TypMCTMqHOl peKaaMM e MOCKaMBiCTb Xy403CHb0 306pa3MTM Ti 
TypMcraqHi pecypcn, mo nponoHyroTboi Ha npo4a>K, HanpnKaa4, oxeaH, naa>K, 
naabMM, BM3HanHi Mima Ta Micim, cepe4HbOBiqm 33 mkm Ta (JropTeqi, ymKaabHi 
npwpo4Hi 06'eKTM toih;o. ripiiHOMy npaBMaa peicaaMM 403Boa.aiOTb 3o6pa3iiTM Bee 
ije b peicaaMHMx BimaHHax Ta 3aco6ax Tpoxn Kpame, acKpaBiuie, Hi)K y 4iMCH0CTi. 

OT>ice, o6paBimi Typ neBHoi cneniaai3aiu'i, 3 anaaTMBimi 3 a hboto neBHy ijiHy, 
OTpMMaBuiM noBHy iHcjropMaLtiio, TypncT noTpanaae nepe 3 cicaa4HMK P 4 40 cbo- 
ro oMpiaHoro Micim BmnoHMHKy, 4e i cno>KMBae TypMCTMHHMM pecypc «Ha noBHy 
KorymKy» (TOMy CTpiaKa Bi4 P 4 CKepoBaHa 40 ijeHTpy M04eai, a He Bi4 hboto, ak 
y BMna4Kax P 4 — P 3 ). To6to CKaa4HMK P 4 M04eai MapKeTiiHiy-Miiccy b Typn3Mi i 




npiiMinixa: TP - mypucmmHi pecypcu 
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03Haqae Micqe Bi/tncwMHKy TypucTa, to 6 to Micqe 3Haxo4)iceHHJi i cnocKMBaHHii Ty- 
pMCTiMHoro pecypcy ( 4 ecTiiHaqiio). Hy, a crpLuca Bi 4 P x 40 P 4 ni 4 Ka 3 ye, mo TyT 
3a4iiiHa neBHa CMCTeMa 36yiy Typnpo4yKTy 3 upsiMiiMii mi onocepe4KOBaHMMM 
KaHa^taMM 36yTy, TpaHcnopTHO-iioricTMqHHM 3a6e3neHeHHaM Tomo. 

PIpoMiocTpyeMO npaKTMHHe 3acTC>cyBaHHJi M04mii MapKeraHiy-Miiccy b Ty- 
pn3Mi Ha npiMGia4i HHlj «CnHeBip». PecypcHa 6a3a po3BMTKy Typn3My bioho- 
nae TaKi BM4M TypMcnraHMx pecypciB, hk: 

I. IIpiipo 4 iio-peKpeaL(iMiii: 

a) 03epo CwHeBip, iiite e cnpaBCKHBoio nepaMHoio KapnaT, noeraqHo Ha3Ba- 
He MopCBKHM OKOM; BM3HaHe B04H0-60yl0THMM yri443IM MiXHap04H0r0 3HaqeHH3I 
3ri4HO PaMcapcBKoi KOHBeHqii; e 04HMM i3 ceMM npwpo4HMx ny4ec YicpaiHH; 

6) ripcBKMM pe^BetJ) Ta icaiMaT; 

b) MiHepaaBHi 4)Kepeaa, 6arari Ha Ka^tBqiM Mamin, 3aai3o 6poM, 30KpeMa, Ko- 
aonaBa (MicqeBa Ha3Ba EoptcyT) 3 BMX040M y 5 Miciqix Tepe6yi5iHCBKOi AOAiimi, y 
t.h. 04He — Ha TepMTopi'i HHPt «CnHeBip»; 

r) 3 eKoaoro-Kpae3HaBqi ctoickm: «YpoHMLue «KpacHiiM» — CriHeBMpcBKe 03e- 
po», «My3en aicocnaaBy — /\viKe 03epo», «KoaoHaBa»; 

4) 2 HayK0B0-ni3HaBayiBHi CTeacKM: «Kiiqepa», «Eepe30BeqB»; 

e) 8 TypMCTMHHMx MapmpyTiB: «CMHeBnpcBKnn nepeBaa — r. KaM'^HKa - 
CriHeBMpcBKe 03epo», «OcrpiKM - Tpe6Afi», «Amm Apna4a», «KoaonaBa - 
r.CTpMM6a», «OcTpiKM - r. Fpe6eHB», «C(J)arHOBe 6oaoTo fyxaHJi - Kocmm Bepx», 
«c. HerpoBeiiB - r. EapBiHOK - r. Plpiicionqi - yp. Cyxap - c. KoaoHaBa», «Yp. 
KBacoBettB - r. Kpama - r. MeHiya - c. BLiBmaHa». 

e) 120 CMBCBKMX Ca4M6, rOTOBHX p03BMBaTM CMBCBKMM 3eaeHMH TypH3M. 

II. Ky/ibTypno-ni3iiai3a/ibiii: 

a) 10 My3eiB c. KoaonaBa (CKaHceH «Ciape ceao», CB>iT04yxiBCBKa 4epeB'>iHa 
LfepKBa 1795 p; My3en iBaHa OaB6paxTa, ^lecBKa uiKoaa, Pa4>iHCBKa uiKoaa, EyHKep 
IIlTaepa, KoaonaBCBKi 6oKopauii, KoaonaBCBKa By3BKOKoaiMKa, Amin Apna4a, My- 
3en BoiHiB-iHTepHaqioHaaicTiB — puc. 4); 

6) perioHaaBHa 3aKapnaTCBKa Kyxiw (cTpaBM 6aran, Byp4a, KpyMnai, TOKaH, 
aoqi, tom 6 oblu); 

b) 4eiycraqBi 3aKapnaTCBKnx bmh, 6aaB3aMiB, HacTo>iHOK Ta cwpiB. 

III. IIo4ieBi: 

a) (JrecTMBaaB pina^HKM (nepuiHii y nepBHi 2013 p.) — Ha MicqeBOMy 4iaaetcTi 
pina-KapTonaa; pinAHHKa — MicqeBa CTpaBa 3 KapronaiiHoro mope, KyKypy43iiHO- 
ro hh nmeHMqHoro 6opouiHa; 
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10 My3eeB Ko/ionaBbi 



Ck3hcgh «CTapoe ce/io» KoHmaKmbi 



Myrwfl apnrrtnypu m 6«Ta noa oncpanuM Mefiov kokxhava.com 

■OCtrvyuCT CTapMMMOe CC.10 BcpXOKMHM 




OpraHHUUNii 
IKCKypCMft 
Tvponcparop 
• A*HO-T>p» 



th. b Kune: 
(044) 285-09-85. 
532-09-85 



tm. b Kawsaae: 
(031)462-41-81. 
(067)215-09-85 

aapec a KaitMur: 
y a . UleaaeHico. 81 -a 




«HeuiCKan uiK0/ia» «6yHKep Utraepaa «Ko/ioMaBCKne 6oKopaum» 



Uluxu c HeuicKMM II3UKOM npcnoflaBaHHH pa6or.ua Wpsirnc rpyiuiM noacraHuea MmaMa Ulraepa, Myiefl nocaameH uprurrcKMM .iecopy6av u 

a Ko/iosaae a 1931 - 1938 rr. aeftcTaoBaauieft a Kaaotase a 1949- 1957 it. ciLuanuwaM xeca - fokopauiaM 




Pmc. 4. Aecsin n Myieie c. KoAonaea 
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6) My3MqHMM (jrecTMBa^tb «Ha CnHeBip TpeMdrra KMMHyn>»; 

b) o6aacHMM (JrecTMBaab «BLibmaHCbKi cniBaHOHKM» (c. BLibmaHa). 

HaBe4eHi BM4M TypMCTMHHiix pecypciB Tepe6aaHi4MHM, 4e 3Haxo4MTboi HHT( 
«CMHeBip», 4aiOTb 3Moiy po3BMBaTM qiicaeHHi bh4h Typn3My, to6to Bi4noBi4Hi 
Typnpo4yKTM — PI, 30KpeMa, Ha 6a3i npMpo4Ho-peKpea4iMHMx pecypciB — ciab- 
cbkmm 3eaeHMM, eKoaoriHHMM, ripcbKO-MMCKHMM, 034opoBqo-aiKyBaabHMM, xawKMHr 
Ta TpeKMHr romo; Ha 6a3i KyabTypHo-ni3HaBaabHMx pecypciB — KyabTypHO-ni3- 
HaBaabHMH, eTHorpa(])iHHMM, bmhhmm, racTpoHOMiqHMM (Travel & Food) Typn3M 
Tomo; Ha 6a3i no4ieBMx pecypciB — cjrecTMBaabHMM Typn3M. 

KoMnoHeHT MapKeniHr-MiKcy — P2 — 03Hanae ijiHOBy noaiTMKy, a BOHa Mae 
CBo'i oco6aHBOCTi 14040 HHU) «CiiHeBip», Ta B3araai — ycboro TypiOMy 3aKapnarra. 
Rk buomo, boho 3Haxo4iiTbai Ha 3HaHHiM Bi44aai Bi4 LteHTpaabHoi, cxUhoi Ta niB- 
4eHHo'i qacTMH YKpaiHM, OTace, ije Tame 3a C06010 nUBMTttem TpaHcnopmi BHTpaTH, 
nopiBHioKHM 3 MicrteBMMM KypopTaMM. BUnoBUHO u;eM CKaa4HMK Tpeda KOMneHcy- 
BaTM HM3BKMMM MicijeBHMH ijiHaMM Ha TypMCTMHHi nodym y 3aKapnaTTi, tmm nane, 
140 Mic4eBi cicaa4HMKM co6iBapTocri 4MX nocayr (3apnaaTa, Mic4eBi 4iHM xapnoBMx 
npo4yKTiB Ta CMpoBHHH, Mic4eBi TpaHcnopmi Tapi«|)M T0140) 4e 403B0Aai0Tb, TOMy 
140 bohii e 3HaqHo htdk^hmm, hdk y KmcbI Ta iHiHMx BeaiiKiix MicTax YKpaiHM. Ylpu 
4bOMy BaaoiHBo, 1406 po34iHKH nodyr HHL( «CiiHeBip» 6yMM KOHKypeHTHi y nopiB- 
HHHHi He TLTbKM 3 iHIHMMM peiiOHaMM YKpaiHM, a AQ M 3 MiC4eBMMM IX BMpo6HMKaMH. 

3a 4aHMMM, 140 HaB043iTboi b 4*epeai [12], BapricTb npoacMBaHHa Ta TpMpa30Boro 
xapnyBaHHa b HHL( «CHHeBip» CKaa4ae 150 rpH./4o6a, a, 44a npHKaa4y, b ca4M6ax 
ciabCbKoro 3eaeHoro jypvauy TepeOaaHmMHM y airaiM nepio4 (komm npa4ioe HHL( 
«CHHeBip») — 150-170 rpH., y Mi:*cce30HHa — HaBiTb 110 rpH. Orace, e Ha4 >jhm no- 
MipKyBaTM. OpieHTOBHa BapTicTb 034opoBHo-TypMCTMHHMx nodyr 1 oco6m 3a 12 
4HiB nepe6yBaHHa y HHL( «CiiHeBip» (pa30M 3 4043 tkobmmm nodyraMM — Ta6a. 2) 
CTaHOBMTb 2180 rpH., 140 6e3nepeHHo e 4yxe KomcypeHTHoio 4iHoio y nopiBHaHHi 3 
iHIHMMM od'eKTaMM no4i6Horo TMny y 3aKapnarri Ta MiacripcbKOMy paiioHi. 

KoMyHiKaqiMHMM acaa4HMK MapKeTMHiy-MiKcy b TypM3Mi — P3 (npocyBaHHa, 
peicaaMa, PR T0140) HaaeacMTb Teac ecjieKTMBHo bmkopmct3tm b 4iaabHOCTi HHL( 
«CMHeBip». TIepe4yciM 4e crocyeTbca peioiaMM. 

Po3bmtok TypMCTMHHoro npo4yKTy Mae pa4 ocodaMBocreM, aid BM3HaHaiOTbca 
cne4M(|)iK0K) TypMCTMHHMX nodyr: no-nepme, TypMCTMHHi nodyra, Ha Bi4MiHy 
Bi4 Tpa4MqiMHMx TOBapiB, He MaiOTb nocriMHMx BaacTMBOCTeM, tbkmx aK aidcm, 
CMaK, KopMCHicTb, TOMy BMMaraiOTb npiopMTeTHoro po3BMTKy t3kmx c[>yHK4iM pe- 
KAaMii, hk iH(])opMyBaHH3[ Ta nponaraH4a; no-4pyre, cneqMtjiiKa TypMCTMHHMx no- 
dyr 4MKTye Heo6xi4HicTb 3acTocyBaHHa BbyaabHMx HaoHHMx 3aco6iB, aid noBHime 
BMCBiTMioiOTb 06'eKT TypMCTMHHoro imepecy. 
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TadAupsi 2 



Biiana'iemm opieHTOBHoi BapTOCTi 
0340p0BM0-TypMCTM^HMx iioc/iyi HHU, «CnHBBip» [12, 16] 



JVs 


06'eianu 


3Micm nocA yi tna ix opieHtnoeana eapmicmb 


1 


Kopnyc >khtaobhh 
N° 1 Ha 48 AmKO-Micijb, 
xapno 6 AOKOM i 20 mIcluimh 
4 aa npnnoMy mi. 


nepniMM noBepx: 1 HOMep Ha 3 Micipi, 1 HOMep Ha 7 Micijb. 
4pyrnn noBepx: 1 HOMep Ha 3 MicijJi; 5 HOMepiB no 4- 
Micrui; 1 HOMep Ha 5 Micijb. Tpeiin noBepx 1 HOMep Ha 2 
Micipi; 2 HOMepa no 4 Micu^i. no 6 yroBa iHtjjpacrpyiaypa (2 
4 ymoBi Ka 6 iHn, 8 yMHBaAbHHKiB, 4 TyaAern) 


2 


Kopnyc )khtaobhh N°2 Ha 
24 AmKO-Mictui. 


nepniMM noBepx: 4 HOMepn no 3 Miapi. 4pyrnn noBepx 4 
HOMepn no 3 Miapi. FIo 6 yTOBa iH^pacrpyicrypa. 


3 


Kopnyc )khtaobhh N°3 Ha 9 

AmKO-MiCL(b 


Tpn HOMepn no 3 Micu^i 3 noSyroBOio iH(j)pacrpyKTypoio. 


4 


Kopnyc )khtaobhh N°4 
Ha 36 AmKO-MiciJb 3 
KOH(j)epeHLl-3aAOM 


llepHinn noBepx: KOH(|)epeHLt-3aA, noSyroBa 
iH^pacrpyicrypa. 4pyrnn noBepx: 8 HOMepiB no 3 Micrpi 
TpeTin noBepx. 4 HOMepn no 3 MiapL 


5 


By 4 MHOHOK )KHTAOBHH N°5 
Ha 3 Ai>KKO-MiCLUI 


1 HOMep Ha 3 AmKO-Mici^i 3 noSyroBOio iHtjjpacTpyiaypoK). 


Bcboro: 120 AmKO-Micub 


BepTicTb npo}KnBaHH>i 1 oco 6 n Ha 4 n 6 y - 60 rpH., 3a 12 4 HiB 
-720 rpn. 


6 


KoAn 6 a «KBacoBeub»- 
ni 4 npneMCTBO xapnoBoro 
i eTHiHHoro cepBicy 3 
nOCa 4 KOBMMM MiCIJflMH Ha 

40 hoa., 4 aAbTaHKaMM Ha 16 

noca 4 KOBMX Micijb. 


XapnoBMM cepBic Ha ochobI eTHOKyAiHapii i emoo 6 pa 40 Bnx 
4 in, HanpnKAa 4 : Chlashok: 6 aHom (20rpH), nan 3 arU 
uinnmnHM 06i4: cyn rpnSHnn (20rpH): 6 orpam (18 rpH), 
nan 3 amct^ i ari 4 MaAMHn. Benepa: (j)opeAb (17 rpH. ), nan 
3 HI 14 cyHniji. 




BapTicTb xapnyBaHHA 1 oco6n 3 a 4 o 6 y - 150 rpn., 3a. 12 4 HiB 
- 1800 rpH. 


7 


0340pOBHO-AiKyBaAbHMii 
KOMnAeKC 3 eAeMeHTaMM 
eTHiHHO-o 6 p^ 40 BMX 4 iMCTB 


Biobct 3 MmepaAbHOK) b 04010 , KyneAb 3 MmepaAbHOio 
B 04010 (70rpH), AiK^aAbHnn Maca)*c (30rpH), o34opoBni 
Hanoi toiijo. BapTicTb nocAyr-100 rpH. 


8 


Bi4nOHMHKOBO-CnOpTMBHi 

oS'eKTM 


60-xb nporyAJiHKH Ha koiwx (20 rpH); pnSaAbCbfd nocAyrn 
3 npnroTyBaHHAM (})opeAi (60 rpH); BHKopncraHHii 
cnopTHBHoro iHBeHTap^i (10 rpH/ ro4). BapTicTb nocAyr - 90 
rpH. 


9 


ni3HaBaAbH0-0340p0BHMM i 
CnOpTMBHMM TypM3M 


ExcKypcinHe BHKopncTaHHJi CTe>KnH: HayKOBO- 
ni3HaBaAbHHx (10rpH), eKOAOiinHHx (10rpH), TypncrcbKnx 
MapmpyriB: 2-4eHHnii noxi4 3 HoniBAeio (llOrpH). BapTicTb 
nocAyr - 130 rpH. 




BapTicTb 404 aTKOBnx nocAyr 3a 12 4HiB - 320 rpH. 


OpieHTOBHa BapTicTb 0340p0BH0-TypHCTCbKnx nocAyr 1 oco6m 3a 12 4HiB — 2180 rpH 
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CaMe b TypM3Mi peicaaMa Mae Bi4noBi4aTn npMHqnny «Kpaiqe 04MH pa3 no- 
da^HTH, hdk cto pa3iB nonyra». HanpMKaaq, 5ncicHa (JjoTorpatjibi 34aTHa 34MCHM- 
tm Ha6araTO 6Ln>mnn eMoqinHnn btmmb, HicK HaMKpaCHOMOBHimi onoBi4i. ToMy y 
peicaaMi o6ob'h3kobo caiq BMKopMCTOByBaTM (Jioto-, Bi4eo- Ta inuii MyabTMMeqiMHi 
3aco6M. 

KpiM toto, aidcHa Ta npotJreciMHo BMKOHaHa peicaaMa Ha4ae noqBinHMM 
etJieKT: 3 04 hoto 6oKy, BOHa 4onoMarae TypncTMHHMM ni4npMeMCTBaM ocBoiOBa- 
tm HOBi pMHKM 36yyy, po3niMpiOBaTM o6dTM npoqacicy, 3 4pyroro, — 36LibmyBa- 
tm 40 X 04 M TypMCTMqHoro niqnpneMCTBa, 3a paxyHOK mnx mo>kh3 3a6e3nennTM 
HaaexHy onaayy npaqi nepcoHaay (iqo, b cboio nepiy, niqBMiqye 3aqiicaBaeHicTb 
nepcoHaay b pe3yabTaTax cnLibHoi qisiabHocTi). 

PeicaaMHi npono3Mqi'i no HHL[ «CHHeBip», iqo po3po6aem BMKaaqaneM 
Kacjieqpn Typn3My HnY iMem M. n. 4paroMaHOBa iBauiKO K). n., CTocyiOTboi 
yponMiqa KBacoBeqb, HHL[ «CnHeBip», xapnoBoro cepBicy Ha ochobI eTHiqHo-06- 
pnqoBnx qiricTB, 034opoBqo-aiKyBaabHoro cepBicy, ni3HaBaabHo-034opoBqoro cep- 
Bicy, eTHorpa(})iqHoro Typn3My KoaonaBM. G Bqaaa, 3a Hamoio 4yMKoio, po3po6Ka 
peicaaMHoro 6yicaeTy [12, 30]. Taity peicaaMy HHLJ «CiTHeBip» ciiq npocyBaTM i 
b iHTepHeT-npocTopi, a t3ko>k y cyci4Hix o6aacrax — /lbBiBCbKMM, iBaHo-OpaH- 
KiBCbKMM, a T3K02K i B iHIHHX o6aaCT5IX YKpaiHM. rio3MTHBHHM 3 nyHKTy norajiqy 
nonyaapM3aqii TypMCTMqHo-o34opoBHMx nocayr HHL[ «CiTHeBip» e Te, iqo Ka- 
6iHeTOM MiHicTpiB YKpaiHM nepcneKTMBHMMM 4351 GyqiBHnqTBa cnopTMBHMx 6a3 
oaiMniiicbKoi ni4roTOBKM, 30KpeMa, ripcbKoanxHnx BMTmB Ta BiqnoBiqHoi iH<J>- 
pacTpyKTypn BM3HaneHo c. CnHeBip i c. CnHeBipcbtca noaima (ropa KaM'nHKa), c. 
KoAonaBa (r. CTpnM6a). 

Y 2005 p. Mi>icripcbKa paiioHHa pa4a CTaaa nepeMo>icqeM BceyKpaiHCbKoro 
KOHKypcy npoeKTiB Ta nporpaM po3BMTKy MicqeBoro caMOBpnqyBaHHJi. IlpoeKTOM 
«Bi4po4*;eHH3[ KapnaTCbKoro ceaa» aKTMBi30BaH0 qisMbmcTb LJeHTpy niqnpneM- 
HMqTBa MiacripcbKoro panoHy. PeaaHaqiio npoeKTy 6yao po3nonaTo y 2006 poKy, 
koaii ceKTopoM Typn3My pan qepcKaqMimcTpaqii Ta UqHTpoM perioHaabHoro 
po3BMTKy «TpeM6iTa» 6yao niqroTOBaeHo MaTepiaan Ta npoBe4eHo 12 TpemHriB 
3 BaaCHMKaMH cLibCbKMX caqnd, npaqiBHMKaMM TypMCTMHHMX 3atoia4iB, ynHUMM 
MicKripcbKoro npocjiecinHoro aiqeio Ta 6a)KaiOHMMM Bi4KpMBaTM cboio BaacHy 
cnpaBy y ccjjepi cLibCbKoro Typn3My. KoHcyabTaHTaMM ni4 nac npoBe4eHH.11 Tpe- 
HiHriB 6y am (JiaxiBqi pi3HMX opram3aqin. 

Ha nepuiOMy eTani KiabicicTb ynaCHHidB, oxonaeHMX TpemHraMM, craHOBnaa 
noHa4 100 noaoBiK. B xo4i npoBe4eHMx TpeHiHriB 6yao po3po6aeHo Ta po3noBCio- 
4>KeHO mdk ynaCHMKaMH «nopa4HHK opram3aTopy BiqnoHMHKy Ta BaacHMicy 3a- 
ca4n», b UKOMy BMCBiTaeHo: nriTaHtm HopMaTMBHO-npaBOBoi po6oTM 3 opraHi3aqii 
ciabCbKoro 3eaeHoro Typn3My; npaBnaa cepTMcjiiKaqii arpoca4M6ii; opraHi3aqia 
ecjieKTMBHoi po6oTM arpoca4M6n (naaHyBaHHn aaHqmatJiTy, ririeHa i 6e3neica caqn- 
6m, xapnyBaHHTi BiqnoHMBaabHMKiB, npaBa i o6ob'h3km BaacHMKiB ciabCBKMx ca4n6); 
Ha4aHH.11 HeBi4icaa4Hoi Me4MHHoi 4onoMora Ha MapmpyTax cLrbCbKoro 3eaeHoro 
Typn3My TOiqo [12]. 
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Cioaa 4 HMK P4 MapKeTMHr-MiKcy b TypM 3 Mi no Bi/tHoineHHio 40 HHL[ «CnHe- 
Bip» Mae CBo’i npoG^teMM, mo e cniaraMH 4,151 po3BMTKy Typn3My b Mi>icripcbKOMy 
panoHi. 3oKpeMa qe: a) Bi 4 cyTHicTb reHepa^ibHoro n^taHy; 6 ) 3aBepmeHH5i po3naio- 
BaHHH 3eMe^lbHMX 4M5IHOK Ta 3BepmeHH>I rpOUIOBOl OmHKM 3eMe^lbHHX 4M5IHOK; 
b) no^tinmeHHJi cepBicHoi iH^pacrpyKTypn TepiiTopin; r) nocn,ieHH5i KOMyttiKa- 
lumhoi 4 ocTynHocri nepcneKTHBHMx 4701 ocBoeHHn b TypMCTMHHo-peKpeamMHMx 
ijLiiix Tepmopin (He3a40BMbHnn ct3h 4opir, Bi4cyTHicTb Te,ie(])OHi3aim Tomo); 4 ) 
onpaijiOBaHHa 3aK0H04aBH0 BCTaHOB^teHoro MexaHi3My MapKyBaHHn MapinpyriB 
aKTMBHnx (J)opM BmnonnHKy (niinoxmHnn, KiHHnn, Be,ioCMne4HnM Tomo). 

Bmchobkm. 3anponoHOBaHa b CTaTTi aBTopcbKa M04e,ib MapKeTMHr-MiKcy b 
Typn3Mi BpaxoBye cneijnrjTWHi oco6,inBocTi CTMoro Typn3My i noro o6oB'5i3KOBy 
npiiB'5i3Ky Ta yBaiy 40 TypMCTMHHnx pecypciB i, b tom *e Mac, Mae 3a ocHOBy Kia- 
CMMHy M04e^lb MapKeTMHT-MiKCy. 

3a Harnoio 4yMKOio, 4aHy M04e,ib MapKeTMHr-MiKcy b TypM3Mi, MoacHa peKO- 
MeH4yB3TM 40 BMKOpMCTaHHil B HaBMa^LbHOMy npOIWti B Kypci «MapKeTMHT TypM3- 
My», mo ni4TBep4>Kye 6araTopiHHMM aBTopcbKMM 40CBi4 BMtoia4aHH5i mei 4 mchm- 
n^tiHM MandyraiM MeHe4)KepaM - TypM3M03HaBimM b KniBCbKOMy HamoHa^bHOMy 
yHiBepcMTeri iMeHi Tapaca LUeBMeHKa [12] Ta KniBCbKOMy HamoHaabHOMy ymBep- 
CMTeTi KyabTypM i MMcreijTB [13]. /\ana M04eab MapKeTMHr-MiKcy CTaaoro TypM3My 

nOBMHHa 3H3MTM 33CTOCyBaHH5[ i B npOMOLUMHO-M apKeTMHTOBiM 4mabHOCTi HHLt 
«CMHeBip», hk iHTerpaabHa cicaa40Ba moto 6i3HecoBoi CTpaTeri'i. L[e 403BoaMTb 
er])eKTMBHo npocyBaTM Ta peicaaMyBaTM TypncTMHHi pecypcn Ta MOcicaMBOCTi HHU] 
«CMHeBip» Ha yKpa'lHCbKOMy, a TaKO>K i Ha 3aK0p40HHMX pMHKaX TypMCTMHHMX no- 
ciyr. 
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5.8. THE DEVELOPMENT 
OF ON-LINE SERVICES IN TOURISM 

P03BMT0K OH/lAHH-nOCiyr B TYPH3MI 

Gladka I. V. 

Txadm I. B. 



UDC 338.462:004.9 

JEL 014 

Abstract 

The article is aimed to study the modem trends in the development of on- 
line travel services in Ukraine and abroad. The development of the searching 
engines, the transport capacities and the speed of the networks have influenced 
the number of tourists from all over the world that use technology for planning 
and documenting their journeys was proved. Identified the advantages of using 
on-line services and was proposed the scheme of their provision. The article is 
proved that in the world the vast majority of tourists (66%) uses on-line services 
for planning and organizing travels. In Ukraine, only 7% of tourists use on-line 
services. These trends and the details of the article can serve as input to predict the 
further development of tourism in Ukraine. 

Key words: e-tourism; on-line services, Information and Communication 
Technologies (ICT), Internet. 

AHomaujn 

MeTa CTaTTi nomirae y 40cni4)KeHHi cyuacHiix TeH4eHqiu po 3 BMTKy Typuc- 
thuhhx oHaaiiH nocnyr b YKpaiHi Ta 3 a Kop40HOM. OhrpyHTOBaHo, mo po 3 bmtok 
nomyKOBMx ciimeM, TpaHcnopTHux noTyjKHOCTeu i mBM4KicTb MepecKi BnmiHymi 
Ha KiabKicTb TypiicriB i 3 ycboro CBiTy, md BMKopiiCTOByiOTb TexHonorii 4ml nna- 
HyBaHHa i 40KyMeHTyBaHHJi ixHboi no40po)Ki. Bii 3 Haqem nepeBara KopiiCTyBaHHa 
OHaaiiH nocayraMM Ta 3 anponoHOBaHa cxeMa ’ix Ha4aHHn. OhrpyHTOBaHO, mo b 
CB iTi nepeBacKHa 6inbmicTb TypiicriB (66%) KopMCTyeTbd oHnahH cepBicaMM 4451 
nnaHyBaHHa Ta opraHi 3 ami no4opo>Keh. B YKpaiHi mime 7 % TypiicriB Kopiicry- 
KiTbai nocayraMii OHnahH. TIpMBe4eHi TeH4eHqii Ta 4am CTaTTi MocKyTb cnyryBaTii 
4onoMi>KHHM MaTepiaaoM 4ml npomo 3 yBaHH>i no4anbinoro po 3 BHTKy Typn 3 My b 
YK paiHi. 

KAwnoei CAoea: eneKTpoHHMM Typu3M, oHnaMH-nocnyrii, iH(j)opMaifiiiHO-KOMy- 
HiKamMHi TexHoaori'i (IKT), iHTepHeT. 
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H anpnKmqi 20-ro cmarroi, po3BMTOK iH([)opMaqihHnx Ta KOMyHiKaqihHnx 
TexHonorih (IKT) TpaHC(|)opMyBaB rany3b Typn3My b naoSanbHOMy MacniTa6i. 
4oc3iraeHHa b ctjjepi IKT 6e3nepeuHo 3MiHnan He tmbkh npaKTMKy 
rocnoAapiOBaHHa, 6i3Hec-CTpaTerii, ane h TaKox qenKi rany3i CTpyKTypHo [6]. 

IloHMHaiOHM 3 2000 poicy, y ajtepi IKT cnocTepiraBd iHTeHCMBHnh po3bmtok 
BeHMKo'i cepi’i iHCTpyMeHTiB i nocayr, nKi nonermyiOTb B3aeM04iio Mi>K yuacHMKa- 
mm pMHKy Ha ruohaubHOMy piBHi [7], Po3bmtok nomyKOBMX cncTeM, TpaHcnopTHMX 
noTy>KHocTeii i iHBnqKicTb Mepe>Ki BnunHynn Ha KLibKicrb TypncriB i3 ycboro CBiTy, 
mi BMKopucTOByiOTb TexHOuorii 4Aa TLaaHyBaHHJi i qoKyMeHTyBaHHH lXHbo'i noqo- 
poaci. 

iHcjTopMaqihm Ta KOMymKaqihm TexHonorii He TLibKM nponoHyiOTb icaieHTy 
MO^HMBicTb i4eHTH(|)iKyBaTH, nepcoHanbyBaTM n KynnTn TypncTnum npo4yKTM, 
ane h Ha4aiOTb ni4TpiTMKy qun TypncrauHoi rany3i, nponoHytoun ecjreKTMBHi iH- 
CTpyMeHTH 4H5i areHTiB TypM3My, qua toto, iqo6 po3po6AHTM i nomnpiOBaTM 'ix 
npono3nqiio b raohaabHOMy MacuiTa6i [5]. 

Ee3nepeHHo, Typn3M e qMHaMiuHoio cepBicHo-opieHTOBaHoio rany33io. Hln- 
poKe BMKopMCTaHHii noTeHqihHMMn TypMCTaMM (e-tourist) Be6-pecypciB nopoqn- 
ho nomy eneKTpoHHoro Typn3My; po3bmtok iHTeneKTyanbHnx Be6-cepBiciB qua bii- 
pohneHHn peKOMeHqaqin, aid 4onoMaraiOTb Kaienry BM3HaunTMOi 3 MapmpyTOM 
noqopocKeh Ta iHc[)opMaqihHnx cncTeM npnhHJiTTti pirneHb b iH4ycTpi'i Typn3My. 

BHacaiqoK po3BHTKy IKT bhhmk ceKTop eneKTpoHHo'i KOMepqii b TypM3Mi, TaK 
3B3HHM e^ieKTpoHHMM TypM3M (e-tourism). E-TypM3M — qe cnocih BCTaHOBueHHa 

KOMepqiMHMX 3B r 3t3KiB (tOHOBHIIM HMHOM npOqaCKiB), BMKOpMCTOBytOHM iHTepHeT 
4Aa HaqaHHil TypMCTMqHMX npOqyKTiB, nOB'maHMX i3 3aMOB,ieHH3[M KBMTKiB Ha 
pencil, 6poHiOBaHH>iM roTeniB, npoKaTOM aBTOMohLaiB i TaK qani. 

B qaHMM uac y BCbOMy CBiTi cnocTepiraeTboi TeHqeHqbi «3aMiiqeHHn» Tpaqn- 
qiHHoi iHqycTpi'i TypiOMy mqycTpieio eneKTpoHHoro Typn3My. FonoBHe qua Ty- 
pMCTMHHMX KOMnamh — 3po3yMiTii, hoto xouyTb KopncTyBaui. A BOHM XOHyTb rny- 
KaTM, uionMTMOi, po6iiTM noKynKM i 4 MMTHDI (Search, shop, buy & share) — ocb 
KMTM, Ha 31 KMX TpMMaeTbOI Bd eueKTpOHHa KOMepqin. 

EueKTpoHHMM Typii3M TpaqnqinHo BKarouae eueKTpoHHi cepBicn HacTynHMx 
KaTeropin: iH<|>opMaqihHi cepBicn (Hanpnicaaq, HaqaHHH iHcjropMaqii npo nyHKTM 
npM3HaueHb, TypiiCTMHHi Mapmpy™ a6o roTeui); KOMyHiKaqinm cepBicn (Hanpn- 
icaaq, o6roBopeHHn 3 KaieHTOM a6o BiqnpaBneHHn eneKTpoHHo'i nouiTn); cepBicn 
yroq a6o TparoaKqiM (Hanpntuaaq, iH^opMaqia npo hpomoBaHHa, pe3epByBaHH>i, 
nuaTecKi) [3]. 

He qnB ho, iqo TypncrnuHa rauy3b He ctoitb ocTopoHb, MaKCMMaubHo Bnpo- 
BaqxyiouH cyuacm TexHOuorii b cboi cepBicn. OqHe 3 HOBOBBeqeHb — TypncTnum 
areHTCTBa, mi npaqioiOTb nepeBaxHo b peacnMi OHuanH. 

TypncTMHHi nociyrn b MepecKi Internet BicaiouaiOTb cay*:6M 3aMOBneHb 
KBMTKiB, cny^chn pe3epByBaHH3i Micqb b roTenux, iH(})opMaqiio npo Typn, Internet- 
npeqCTaBHnqTBa TypncTMHHnx KOMnaHih. 
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npaijioiOTM b iHTepHeri, TypMCTMHHa KOMnamii Mae KMBKa nepeBar y nopiB- 
HaHHi 3i cboim otJxJj^taMHOBiiM aHa^toroM (Ta6^l.). 



Tatuuip i* 

nepeiiarn liiiKopiic raiiHii OH/iawn-noc/iyr b TypM3Mi 



nepesam emopucmaHim OHAaiiH-nocAyi 


dAH mypucmuHHUx KOMnaniu 


Sax mypucmie 


KaIghtm oSnpaiOTb noi’34Ky, He BMTpanaiom Mac 
MeHe^^cepa Ha ni46ip Typy, ^kmm b pe3yAbTaTi 
BOHM MO^CyTb TaK i He KynMTM. 


KaieHTM MaiOTb MO)KAMBicTb caMOcriMHO ciiAa- 
HyBaTM no4opo)K, a He BM6npaTM cepe4 3anpo- 
noHOBaHMx BapiaHTiB. 


OHAaMH-TypareHTCTBOM MO^KHa ynpaBAirrn 3 
6y4b-EKOi TOHKM 3eMH01 xyAi, B AIQM e 40CTyn B 
Mepe^cy iHTepHeT 


KaiGHTM MO)KyTb 3 6y4b-HKoi 3pyHHoi AOKaijii 
BnSpaTM Bi4noBi4Hy no4opo>K y 3pyHHMM 44a 
ce6e nac. 


OHAaMH-areHTCTBO 403B0Aiie 3H3HHO 3MeHHIMTM 
piBeHb BMTpaT Ha KpaCMBMM iMi4}KeBMM cx|)ic i 
p03IHMpeHMM UITaT CmBpo6iTHMKiB, a TaKO^C 
3aoma4MTM ix nac. 


BMKOpMCTaHH^ OHAaMH-CepBidB 403B0AAG 

3HM3MTM BapTicTb no4opo>Ki (40 30-50%). 


OHAaMH-CepBiCM e ecfjeKTMBHMM iHCTpyMeHTOM 
npocyBaHH^ Typ npo4yKTy 40 noTeHUjiMHMx tcai- 
ghtIb. 


OrpMMaHHfl 4eTaAbHoi iH<j>opMai{ii 33B44 km 
BMKO pMCTaHHIO TeXHOAOriM MyAbTMMe4ia. 


rioCMyTM B iHTepHeTi BMCTynaiOTb nOTy^CHOHD 
peKAaMOio caMoi TypKOMnaHii. 


04ep)icaHHA 404aTKOBMX nocAyr y bmtarai G4M- 
hoto naxeTy. 



* po3podMH.o aemopoM 



I3 3anponoHOBaHoi Ta6^HL(i bm4ho, mo BMKopiiCTaHHii OH^anH-cepBiciB Ty- 
piiCTiprHiiMii (JjipMaMH Mae pmt He3anepenHMx nepeBar: no-nepme, MOcioiMBicTB 
3a^iyneHH>i 6 Libiiioi KMBKocTi noTeHmnHiix KaieHTiB, eKOHOMm po6onoro nacy Me- 
He4>Kepa Ha ni4&ip rypy. rio-4pyre, OHaaMH-rypareHTCTBOM 3pynHicTB ynpaB^iiHHa 
3 6y4B-.siKoi ^tOKaqi'i, b jndn e 40 CTyn b MepecKy iHTepHei; Bi4KpnTM Taice areHTCTBo 
MO>Ke HaBiTB >KMTe^LB Ma^teHBKOrO MiCTeHKa, He XBMyllOIOHMCB 3 npMB 04 y KMBKOCTi 
icaieHTiB. Ilo-TpeTe, po6oTa TaKoro areHTCTBa 403B0^iiie 3HanHo 3MeHuiMTM piBeHB 
BMTpaT Ha yTpMMaHHn KpacnBoro iMi4>KeBoro o(J)icy i po3uiHpeHoro niTaTy cniBpo- 
6iTHMKiB, mo e aKTya^tBHMM b cynacHMx yMOBax rocno4apiOBaHHJi. 

BnKopMCTaHHii Internet 4ae icaieHTaM TyptJnpM Taid nepeBara: npono3nimo 
nociyr 3i 3HanHoio 3hm>kkoio, iH4MBi4yaitBHe odciyroByBaHHa, Ha4aHHn 4eTaitBHOi 
mc[)opMaim 3aB4>iKM BMKopncTaHHK) TexHO^iorin My^tBTMMe4ia, 04 ep)KaHHJi iHcjrop- 
Marti'i b 6y4B >ikmm nac i 6y4B moMy Miciti, 04 ep*:aHHH 404 aTK 0 Bnx nooiyr y bm- 
M3i4i 64MHoro naxeTy. 

npo(})ecioHaiLH Typ6i3Hecy Bi4MiqaiOTB, mo rmbkIctb iHTepHeT-KopncTyBaniB 
y CBiri nocTiiiHO 3pocTae, mo cnoHyKamMe nepexi4 TypareHTCTB Ha oH^taMH-cxeMy 
po6o™ [2]. 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



449 



Section 5. Marketing in the Markets of Goods and Services 

OttMMHOBMM TypM3M CTa6 Ha Cb0T04ffl 04HMM 3 Han6Llbm etJteKTMBHMX Bep- 
TMKa^bHMx pwHKiB, 4e 6Libin Hi>ic ncMOBMHa yro4 yicaa4aiOTboi nepe3 Mepexy 
Internet. Po3po6^ieHa cxeMa H343HH3 TypMcraqHMx nooiyr b Mepecxi Internet Mae 
HacryriHy CTpyKTypy (pnc. 1). 




Pmc. 1. CxeMa nadanm mypucmmmx nocAyi ohmuh 



* po 3 po 6 Aem aemopoM w ocnoei [ 2 ] 



3anponoHOBaHa cxeMa Ha4aHH>i TypncTMqHMx nooiyr OHyianH 403B0^nie cno- 
TKMBaneBi Hanp>iMy KopncTyBaTnoi iHtjtopMaqinHMMn pecypcaMii, po3MimeHMMn 
b Mepe>Ki, 4Aa caMocTinHoro n^aHyBaHHa no4opoxi Ta 3MeHnieHHa i"i BapTocri 3a 
paxyHOK Bi4cyTHOCTi nocepe4HMKiB. 

3a piBHeM npe 4 craBiteHHH y Mepe>Ki Internet oH^tanHOBi TypncranHi pecypcn 
MocKHa icaacMc[)iKyBaTM TaKiiM hmhom: 

■ canra 3ara^tbHoro npnsHaqeHHa, b akiix e TypncraqHi po34Lm. Han6Libin 
nacTo TypncrnnHi po34Mn 3ycTpiqaiOTboi y KaTMorax pecypciB, 4e MOJKyrb 6yrn 
3i6paHi noCMyiaHHn Ha 3HanHy KMbKicTb CTopiHOK, aid npncBaqem TypM3My, n 040 - 
poacaM, KpamaM, KypopTaM, Typ (JripMaM, npnqoMy bohm MoacyTb 6yra 3rpynoBa- 
hmmh y ni4KaTeropii, mo no^termye nornyK noTpi6Horo pecypcy. 

■ cnemMi30Bam nopTa^tn i canra. TypncranHi nopTa^tn MoacHa po3raa4ara 
y rtKocri OHyiaMHOBMx peicaaMHMx MarmaHnnidB, mo noiomKam cnpnara npo4a- 
acy nooiyr peicaaM 04 aBruB — TyponepaTopiB i TypareHTCTB. Ha nopia^tax Moaraa 
no4a™ 3aHBKy Ha Typ nepe3 cnemaabHo po3po(MeHy (JiopMy nn 04 epacara iH- 
cjiopMaimo npo noTpi6Hy npono3nrmo no e^teKTpoHHin noniTi. B 4 eairax pecyp- 
cax pea^ii30BaHMM MexaHi3M oH^tanHOBoro 3aMOB^teHHa TypiB, Ha 4eaKMx cafiTax 
e MoacanBicTb BCTaBAara npanc-AHc™ a6o nporpaMn TypiB, nncara po3ropHyri 
KOMeHTapi, ni4i6paTM KOMnaHbnoHa 4351 3aMOBHiiKa TypncranHoi nooiyra Tomo. 
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3HaqHOK> noriyzuipHicTio Ha TypMCTMHHnx canTax KopncTyroTbOi OHZtanHOBi Ty- 
pMCTMHHi KOH(|)epeHi(ii ((JropyMii), 4e ko>kch KopriCTyBau Moxe bmciobmtm cboio 
4yMKy 14040 po6oTM toi hm iHinoi Typ (JripMH, nopa4MTM miriMM, 4e Kpame Bvtno- 
hmtm, nopa4HTMOi 3 ay4MTopieio 3 npiiB04y 411 y Tin hm minifi CMTyaui'i. 

■ cairnr (J)ipM-TyponepaTopiB, 4e uacTO 3acrocoByeTboi BHyrpiuiHbOKopno- 
paTMBHi CMCTeMM 6poHiOBaHH>i TypiB 3 BHKopMCTaHHaM Internet. TypareHT 3 6a3M 
TypiB y MepecKi Internet BM6Mpae 04Hy i3 npono3M4in, bhocmtb cboi peKBi3MTM, 
4am Ha rypncTiB, aid noTpanuaiOTb y BHyrpimHio 6a3y TyponepaTopa. CncTeMa 
3btom aTMHHo y peaztbHOMy peacmvii nepepaxoBye 3m1hm y qmax Ha TypnaKera, 
BpaxoBye HecT3H4apTHi po3Mii4eHHa tolu;o. IIpn rjbOMy areHTCTBo b peazibHOMy 
naci y pecKMMi bmcokoi aBTOMaTM3aiti'i Moace npocrUtKOByBara eTanw npoxo4aceH- 
Ha 3aMOB^eHHn, oitiHHTM 3aBaHTa>KeHHn roTeziiB, penciB i T.n. 

■ CaMTM TypMCTMHHMX areHTCTB. IOZLOBHOIO OCo6uHBiCTK> T3KMX CaMTiB 6 4eTa- 
AhoBamiii onwc KO>KHoro 06'eKTa npo4aacy TypiiCTMHHMX nooryr (KBMTKiB, 3bto- 
Mo6Lra b opeH4y, CTpaxoBoro noztica). Ha4aHHa TaKoro po4y iHtjropMaqii HeMoac- 
uMBe 6e3 BMKopHCTaHHH oH-ztanH 6a3M 4aHirx no Typax. 

BaacanBy pozib y ctjrepi ezteKTpoHHoro TypM3My Bi4irpaiOTb cepBepn, aid H33M- 
BaiOTbOi «KaTa^toraMM TypiB». Ix «a4poM» e 6aHKM 4aHirx 3 npono3M4iaMM Typa- 
reHTCTB 3 MoaoinBicTio 6poHiOBaHHa TypiB. HaBKo^to hmx po3BMBaroTboi pi3Hi cep- 
Bicw, BionoHaiOHM ni3HaBaztbHy iHtjropMauiio npo TeMM no4opoaceii, 6a3M 43 hmx 
npo roTed, po3Kua4ii TpaHcnopTy, iH(})opMaitiio iopM4MHHoro nuaHy (Heo6xi4Hi 
4ua TypxrcTa 4aHi 14040 ocobztMBocreH 3aK0H04aBCTBa pi3Hirx KpaiH, iHcjropMauia 
npo nocoztbCbid i KOHcyzibCbid ycTaHOBn), pewTMHra HannonyyiapHimMX TypiB, iH- 
(J)opMa4ia npo «rapaui» Typn T0140. 

IILraxn po3BHTKy OHyiaHH-Typir3My no BCbOMy CBiyy 04HaK0Bi. IcTopnHHO iH- 
TepHeT-Typn3M 3pocTaB b 4box HanpaMKax. Ilepine — raziy3eBe: cnouaTicy b Mepe- 
ad Moraa 6yzio GpoHOBaTM uiTaKM, no™ roTezii, noTiM noi34n, aBTo6ycn i t. 4. 
4pyre — reorpacJnuHe: CIIIA, GBpona, ABcrpaziia, A3ia, Acapnia, IIiB4eHHa Atvie- 
pmca. 

y CIIIA Typn3M CTpiMKo nepenmoB b imepHeT Ha6araTo paHirne mac b Yitpa- 
mi — i4e b 4a^teKOMy 1995 po4i. 3 to 40 m «peB0zn04ia iHTepHeT-Typn3My» nepe- 
Kimyziaca Ha Bemncy EpiiTamio, HiMemraHy, IliB4eHHy AMepnKy, KnTan, lH4iio, 
Tenep BOHa npiiMimia i b KpaiHM CxytHoi GBponn [1]. 

3a qen uac y QUA bctmt ccjiopMyBaTnca priHOK TypncrauHHx OHzianH- 
areHTCTB (OTA-Online Travel Agency), Ha aKOMy HanbLibiii nonyuapHMMM can- 
TaMn e orbitz.com, travelosity.com, priceline.com i BvtoMnn 4azieK0 3a MeacaMn 
KpaiHM — expedia.com, npe4CTaBHH4TB0 aKoro noKpnBae 73 KpaiHM, 3% 3arazibHo- 
CBiTOBOTO pMHKy n040p0aceM i I40piHHe 3pOCTaHHa 40X04iB CTaHOBMTb 12%. U41 
«BezniKa neTBipKa» oxonznoe 97% pwHKy 0HyiaMH-TypM3My Ta 8% Bcix no4opoaceii 
y cbM. ELibm toto, 59% rpomen razty3i (JiopMyeTbca caMe b iHTepHeTi [2], 

y GBponi ocTaHHin b^cotok Tpoxn HMacne — 44% 40X04iB Ha4xo4HTb 3 OHztan- 
Hy. A b zibtepax Bace «BeziMKa n'riTipKa»: expedia.com, lastminute.com, ebookers. 
com, opodo.com i b^ommm HaBiTb y Hac booking.com. HairGLibm 3aTpe6yBaHMMM 
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npo/tyKTaMM cepBiciB 0HaanH-6p0Hi0BaHHJi e aBiaKBMTKM, 3a hmmm M4yTb roTeai, 
noriM riatceTHi Typn Ta 3aai3HMHHi kbmtkm. 

y KaHa4i, Beaman EpHTami, HiMemrnHi, ABCTpaai'i, Kpamax TIiB4eHHoi AMe- 
piiKii Giabine noaoBMHM no4opoxeM dpomoiOTbai oHaanH. B bmi'i, 4e iHTepHeT- 
Typn3M 3apc>4MBai b 2007-My, noKa3HMK 6poHiOBaHH>i no4opocKen nepe3 MepecKy 
40OirHe 50% 40 2017 poicy [1]. 

3a 4aHMMM ITB World Travel Trends Report [4], y 2014 popi 3ac})iKC0BaH0 3poc- 
TaHHa 0HaaiiH-6p0Hi0BaHHa Ha 7%, to 6 to 40 66% nacTicn Bcix 3aMOBaem> no40- 
pocKen no BCbOMy CBiiy. EKcnepTM Bi43HaqaroTb, mo pen noKa3HMK Moxe 4001001 
piBHa npn6an3HO 70% Ha po3BHHeHHx pnHKax. A raodaabHa piiHKOBa nacTica 6po- 
HOBaHHH nepe3 TypncTimHe areHTCTBo b 0(})(})aaHHi cra6iai3yBaaaoi Ha piBHi 24%, 
noBi40MAae World Travel Monitor [4]. CniBBi4HomeHH>i 3aMOBaeHb TypncTMHHMx 
nocayr nepe3 imepHeT Ta b 0(|)(})aaHHi HaBe4eHo Ha pnc. 2. 



* dxepexo [4] 

Miac tmm, CTaaooi pi3Ke 36iabmeHH>i TypncTMqHnx 3aMOBaeHb 3a 2014 piK 
3a 4onoMoroio ModiabHnx 3aco6iB 3B'ji3Ky, 30KpeMa CMapT(})OHa (pnc. 3). KnTan 
(10%) nociB neprne Micpe b peirinHiy, noriM CILIA (7%) Ta Unomji (5%). 

CopiaabHi Me4iaKaHaan, Taid m KOMeHTap nopTaan, 6aorn i (JropyMM craan 
TaKO)K 4y*e nonyaapm 44a naaHyBaHHii noi340K, i Bee diabine MaH4piBHMKiB iH- 
TeHCMBHo KopncryiOTboi no4opoxaMH HaBKoao 3eMHoi Kyai. 




■ KopncTynawi oHJiaim- 
nocnyr 



□ KnieHTH, mo 
CKOpHCTajIHCH 
nocnyraMH Typ(|)ipM b 
oc()cjDiiaHHi 



Pmc. 2. CnmidHomenm KiAbKocnii MMoeMm 
mypucmmmx nocxyi nepe3 mmepnem ma e otfxfiAami 




Section 5. Marketing in the Markets of Goods and Services 




■ KHTaM (10%) 
CHI A (7%) 

■ Hnoma (5%) 



■ iHiui KpaiHH CBiTy 



Pmc. 3. KabKicmb 3aMoeAem 

mypucmmmx nocxyz 3a donoMozom CMapmrfiow 3a KpamaMU ceimy 



dxepexo [4] 



B Yicpaim ok caMocriMHo ncmopocicye 7% Bcix TypncTiB. B ochobhm 

cbom Maci Harni TypiiCTii iiokm me 3BepTaiOTboi 3a TypoM b 3BMqaIiHe areHTCTBo. 
6 mdk hmmm me 04 MH npouiapoK TypncTiB, mo 4 iiOTb 3a TaKOio cxeMoio: bohii 
3Haxo4HTb npono3Mm'i b iHTepHeTi, a ot 6 poHioiOTb Typ y*e Tepe3 areHTCTBo. Ix 
BmcoTOK HeMaaeHbKMM — 6an3bKO 50% [2]. 

Pmhok cnoiKMBaqiB TypMCTMqHMX riocayr OHaaMH b Yicpaim nodiMHO 3pocTae. 
I, 3BMqawHO ok, Moao4b 6iabin npocyHyTa b nMTaHHax KopwcTyBaHHa imepHeTOM. 
IlaaHyio'iM no4opo)K b Ty mi iHiny Kpamy, MocKHa CKopncraTMC.3 nopa4oro 4py3iB 
i 3HaMOMnx, aae Moac>4MM aic>4>iM cboro4Hi B*e Ha6araTO spy^Hime Bii6paTM no- 
'i34Ky caMocriMHo a6o CKOHTaKTyBaTMCb qepe3 coijMepecKy. 

n P M noiuyxy Typy 3a3BMqaii TypucTii Beamcy yBaiy npimiafliOTb cniBBi4HO- 
meHHio «ijiHa - iiKicTb» i bcLihkmm 3HMacKaM Bi4 areHTCTB. HaMTacTime 6poHiOBaTM 
roTeai qepe3 areHTCTBo Ha6araTo BMrmmme, Hi>K qepe3 oHaaiiH-cepBic, a 3aMOBa5i- 
tm naKeTHMM Typ me BMrmmme, ockmbkm y TypKOMnamM icHyiOTb 40 M 0 BaeH 0 CTi 3 
roTeaiiMH npo cnemaabHi TapMtjm, mi Biiri4Ho Bi4pi3H>noTboi Bi4 toto, mo Mo>KHa 

3H3MTM B MepeCKL 

BiTqn3H>iHHM wpiiCTiPiHMM KOMnaHiaM noTpi6HO 6y4yBaTM TypMCTMqHe 
KOM'iOHiTi HaBKoao nopTaaiB-nomyKa^iB. Upfi MaimamnK mom o6'e4HyBaTM iH- 
TepecM, m TypncriB, TaK i areHTiB. OcTaHHiM 4y*;e BMri4Ho po3MimyBaTM npono- 
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3MLtii, (J)OpMyBaTM CBM OC 06 MCTMM eKCKZU03MBHMM npOAyKT, JIKMM 3aqiKaBMTBC3I 
icaieHT. TyT nepeAhauaeTboi np>nvie cniuKyBaHHa 3 TypwcTOM: mo>kh3 po3'>ichmtm 
T i hm iHini HioaHCM noAopocKi, nonpaqiOBaTM 3 HeraTMBHMMM BiAiyKaMM, 3po6wTM 
nepcoHaubHy 3HM>KKy Ta 6araTo iHinoro. 

OTCKe, iHTepHeT-cepBicM e Ayace noTyjKHMMM iHcrpyMeHTaMM. EJe hk peicaaM- 
hhh MaMAaHqHK azui areHTa, Tate i Micite nornyKy azui TypMcra. Aue cneiti«j)iKa po- 
6 otm b YKpaiHi cboh i noKM me 3 pnAy npiuiMH inrepHeT azui Typn3My 6yAe uiune 
MicijeM nornyKy xopomoro TypncTMUHoro arenra a6o aremui. 

ripMBeAeHi TeHAeHqii Ta 4 am crani MocKyrb cuyiyBaTM AonoMicKHnM MaTepi- 
auoM aasl npoTH03yBaHH3i noAa^tbmoro po3BMTKy Typn3My b YKpaiHi. 
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5.9. MARKETING INFORMATION SYSTEM: 
CHARACTERISTICS AND IMPORTANCE IN 
THE MARKETING ACTIVITIES OF THE BANK 

MAPKETHHrOBA IHQOPMAU,IHHA 
CHCTEMA: OCOE/1HBOCTI TA 3HAHEHHA B 
MAPKETHHrOBIH 4HL1BHOCTI EAHKY 

Romanenko L. F. 

PoManemcoA. Q. 



UDC 339.138 
JEL G21, M31 

Abstract 

In the article the essence of marketing information system and its role in 
marketing activities of banking institutions. Analyzed the principles underlying 
the marketing information system of the bank, its functions. Disclosed targets 
marketing information system of the bank with regard to macro and micro. 

Key words: marketing information system, principles, bank marketing activity. 

Ammayu 

y CTaTTi qocaiqxeHo cymicTB MapKeTUHroBoi iHiJiopMaqiMHoi CMcreMM Ta 
Ti 3HaueHHn b MapKeTOHroBiu qinaBHocri 6aHKiBCBKMx ycTaHOB. ripoaHaai30BaHi 
npiiHqiinii Ha hkmx 6a3yeTboi MapiceTMHroBa iHiJiopM aqifiHa CMcreMa 6aHKy, Ti 
cjiyHKqii. Po3KpMTi qiai MapKeTMHroBo'i mcjiopMaqiMHoi ciicreMM 6aHKy 3 Bpaxy- 
BaHHUM Matcpo- Ta MiKpocepeqoBMiqa. 

KAwnoei CAoea: MapKeraHroBa iHiJiopMaqiMHa cucTeMa, npMHqunM, SaHK, Map- 
KeTMHTOBa qinaBfflCTB. 

K pu30Bi nBMLqa, nid nepeiKMBae BiTUM3H>iHa 6aHKiBCBKa cucTeMa BiiMaraiOTB 
BMpimeHHn hobmx 3aB4aHB: oqiHKM icHyiouMx pecypciB, qocaiquceHHii 
30BHimHBoro cepeqoBMiqa, po3po6KM ecJieKTMBHoi MapKeTUHroBoi CTpaTeri'i, 
CTBopeHHn npMHqunoBo hobmx iHijiopMaqiMHMx cmctcm Ha ochobI cyuacHux 
GaHKiBCBKMX iHiJiopMaqiMHMX TexHoaoriu. 

CBiTOBa npaKTMKa qinaBHocri haHKiBCBKMx ycTaHOB CBiquMTB npo aKTMBHe bm- 
KOpMCTaHHH HMMM B CyUaCHMX yMOBaX HOBiTHix iH(J)OpMaqiMHMX TeXHOaoriM. /\asi 
ix ecJieKTMBHoro BnpoBaquceHHn Heo6xi4Ho po3po6aaTM ropM30HTaaBHo iHTerpo- 
BaHi CMCTeMM, aid opieHTOBaHi Ha oicpeMMM haHKiBCBKMM cerMeHT, qe peaabyeTB- 
ca neBHMM 6i3Hec-npoqec qaa aKoro xapaKTepm cnequcjiiuHe ohcayroByBaHHa Ta 
ynpaBaiHHa. OopMyBaHHa Ta sanpoBaqaceHHa MapKeTMHroBMx iHiJiopMaqiMHMx 
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CMCTeM (MIC) y BiTHM 3H3HMX 6aHBtaX nOBMHHO 34iMCHIOBaTMai Ha OCHOBi neBHMX 
MeToqonorinHMx ni 4 X 04 iB 3 ypaxyBaHHHM TeHqeHqin po3BMTKy iH(])opMaqiMHMx 
TexHonorin Ta 3apy6i)KHoro 40 CBi 4 y y 6aHKiBCbKin a])epi [1,3]. 

/\as i CTBopeHHa et})eKTMBHoi MapKeTiiHroBo'i iHtjjopMaLtiHHo'i chctcmh y 6aH- 
KiBCBKOMy ceKTopi BacK^iMBo BMKopMCTOByBaTM MeToqoAoriqm ni 4 X 04 M: KOHijen- 
Tya^ibHHM — po3po6yi3iTii KOHqenqiio i CTpaTeriio BnpoBaqxeHHH, (JjyHKqioHanb- 
HMM — BpaXOByBaTM OCHOBHi c[)yHKL(il MapKCTMHiy, np 04 yKT 0 BMM — BpaxoByBaTM 
6i3Hec-npoqecn 6aHKy, mo BMKopMCTOByiOTboi npn po3po6qi 6aHKiBCMCMx npo- 
4yKTiB, iHCTmyqiriHMM — BpaxoByBaTM no3nqi'i 6aHKy Ha pMHKy Ta po3rany)Ke- 
HicTb Mepe>Ki (^Lain, cmctcmho — noBeqiHKOBMM — BpaxoByBaTM KBani(])iKaqiK) 
6aHKiBCbKoro nepcoHany Ta yMOBM moto MOTMBaqi'i, ynpaBniHCbKMM — BpaxoByBa- 
TM MOX^LMBiCTb BMKOpMCTaHHTI MapKeTMHTOBOl iHtJlOpMaqiMHOi CMCTeMM B pi3HMX 
ni4po34Liax Ta ynpaBniHHUx 6arocy. 

Bax^iMBoio yMOBoro (J)opMyBaHH>i Ta BnpoBa4>KeHH}i MapKeTMHTOBOl mcjiop- 
MaqiMHo'i cmctcmm e HayKOBO-MeToqMHHi ni 4 X 04 M 40 npMHqMniB opraHi3aqi'i. 

IlpMHL(MnaMM Ha3MB3K3Tb 3aranbHi nO^OCKeHHH, itKMMM nOBMHHi 3a40BOnbH3TMC3 

HayKOBi npMnymeHHH, Teopi’i a6o CBiTOTAsm,. 3 iHinoro 6oKy npMHqnn hbahe co- 
6010 BHyTpiuiHe nepeKOHaHHH nioqMHM, iqo BM3Hanae moto CTaBneHHn 40 qiMoroc- 
Ti, HopMy noBe4iHKM i qiaabHOcri, TOHKy 3opy Ha iqo-He6y4b. 

BpaxoByiOHM OCHOBHi npMHqMnM MapKeTMHiy, a t 3 ko>k upimu,nuii npoeKTy- 
B3HHTI iH(])OpMaqiMHMX CMCTeM MOCKHa KTaCM(])iKyBaTM npMHipinM TTia Heo6xi4HO 
BpaxoByBaTM npM 3anpoBa4)KeHHi MIC b 6aHKax. 

1. npMHqMn CMCTeMHocTi e kmobhmm npM (JropMyBaHHi Ta peanbaqi'i iH- 
c])opMaqiMHMx CMCTeM. L[eM npMHqMn 403Bon5ie aHani3yBaTM 06'eKT b qinoMy, 
40CM4MTM npM qbOMy pi3HOM 3HiTHi 3 b'.5I3KM MDK CTpyKTypHM M M eneMeHTaMM 
nid 3a6e3nenyiOTb qinicHicTb m apKeTMHroBoi iH(])opMaqiMHOi cmctcmm. BMOKpeMM- 
tm pi3Hi HanpaMKM BMpo6HMqo-rocno4apcbKo'i qbinbHOCTi cmctcmm Ta KOHKpeTHi 
(JiyHKqi'i HKi BOHa BMKOHye. Cmctcmhmm niqxiq ycniuiHO BMKopMCTOByeTbOi npn 
aHani3i Maxpo- i MiKpocepeqoBMiqa 6aHKy. 

B npaKTMHHOMy acneKTi CMCTeMHMM niqxiq 403B0Aae b npocTin 4451 KopMCTy- 
Bana (JropMi BMKopMCTOByBaTM EOM 4351 qocriqcKeHHa MocKnMBMx 3MiH cmctcmm 
b 3a4aHMx napaMeTpax. BpaxoByronn qe, npn po3po6qi iHtjropMaqiMHMx cmctcm 
HeoGxiqHo BpaxoByBaTM Meroq Moqe^noBaHHTi Ha OCHOBi cmctcmhoto niqxoqy, mo 
npM3B04MTb 40 nornyKy 6Libm et})eKTMBHoro BapiaHTy cmctcmm Ta 3a6e3nenMTb Ti 
ycniuine (JryHKqioHyBaHHa. 

2. npMHqnn po3BMTKy xapaKTepM3yeTbd tmm, mo MapKeTMHroBa mcjiop- 
MaqiMHa CMCTeMa noBMHHa nocriMHO OHOBmoBaTMd. nocriMHMX 3MiH t3ko>k no- 
Tpe6yiOTb oKpeMi i'i (JiyHKqioHanbm e^teMeHTM Ta BM4M 3a6e3neneHHJi. MaeTbd Ha 
yBa3i, mo MapKeTMHroBa iHcjropMaqiMHa CMCTeMa noBMHHa 3MiqHiOBaTM Ta yqocico- 
HaniOBaTM cboi o6nMcnoBanbHi n0Ty*H0CTi,0H0Bni0BaTM TexHinm 3aco6n Ta npo- 
rpaMHe 3a6e3neneHH>i. BoHa noBMHHa MaTM 3Moiy cmctcm aTMHHo po3mnpiOBaTM 
i BqocKOHaniOBaTM Kono aKTyanbHMx 3aB4aHb, aHanbyBaTM mcJiopMaqiMHMM npo- 
crip, (})opMyionM Heo6xi4Hy CMCTeMy 6a3 qaHMx. 
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3. ripMHLtMn KOMiMeKCHocri 403B(M>ie y npoqeci npoeKTyBaHHa MapKeTMHro- 
Bo'i mrJiopMaqiMHoi cmctcmm (JropMyBaTn 3 b'h30k Mix oG'ektom Ta oKpeMHMM moto 
e^ieMeHTaMM Ha Bcix CTaqisix. /\a>i pea^i3aqii qboro npnHqnny b ni4CMCTeMax no- 
BHHHi BpaxoByBaTMC-3 Bci KOMnoHeHTH mcjiopMaqiMHoi CMCTeMii nKi 3a6e3neHyiOTb 
KOMn^teKCHy qisMbmcTb i Kompcbib hk 3a o 6'6 ktom Tax i 3a noro e^ieMeHTaMM. He- 
o6xi4Ho BMKopMCTOByBaTM eqMHy MeToqMHHy 6a3y, ma 6y4e cnpmsnii n^aHyBaHHn 
BCboro KOMiMeiccy 3axo4iB i fio3mtmbho Bn^niBaTHMe Ha ecJreKTMBHicTb qisMbHocri. 

4. npHHL(Mn CyMiCHOCTi BIUHBae Ha B3aeM03B'n30K iH(J)OpMaqiMHMX CMCTeM 
Bcix BM4iB Ta piBHiB y npoqeci ix cnLibHoro icHyBaHHJi, (jiyHKqioHyBaHHJi Ta po3BM- 
TKy. L^en npiiHunn rapaHTye ycniiHHMM po3BMTOK pi3HMX eKOHOMinHMX CTpyKTyp 
Ta 403B0yi>ie ni4BMmyBaTM ecjieKTMBHicTb ynpaB^tiHHn ra^iy3en rocno4apcTBa Ta 
cyG'etcTiB niqnpMeMHiiqbKoi qbMbHocri. 

5. IlpMHqnn CTaH4apTM3aqii Ta ymrJiiKaqii 3a6e3nenye BMKopncraHHJi tm- 
noBMX, yHi(J)iKOBaHMX i craH4apTM30BaHnx e^ieMeHTiB (JiyHKqioHyBaHHJi irajiop- 
MaqinHnx CMCTeM. 3anpoBa4xeHHJi y npaKTMTHin qisMbHocri qboro npnHqnny 
npM (J)Op MyB 3HHi i p03BMTKy iH(J)OpM aqiMHMX CMCTeM npM3B04MTb 40 CKoponeHHTi 
Tpy40BMx, BapricHMx i qacoBiix BMTpaT Ha po3po6Ky Ta BnpoBaqxeHHn MIC. Tlpu 
qbOMy, y npoqeci (JiopMyBaHHn npoeKTHMx pimenb HeodxiqHo BpaxoByBaTM HaKo- 

nMHeHHM CBTTOBMM 40CBi4. 

6. npMHqiin ecJreKTMBHOCTi 403B0Asie oTpwMaTM HaiiKpaiqe cniBBiqHomeHHJi 
Mix BMTpaTaMH Ha po3po6icy MapKeTMHTOBOi mrJiopMaqiMHoi cmctcmm Ta no3ii- 
TMBHMM pe3y^LbTaT0M Bi4 11 (JiyHKqioHyBaHHU. 

A^ie, KpiM ochobhhx npiiHuiiniB imye pnq qonoMixHnx nKi TaKOx BMKopMC- 
TOByiOTbai 4AS1 ecJieKTMBHoro npoqecy ynpaB^iiHHu. /\a% oTpiTMaHHn 6Libiiioro 
eicoHOMiqHoro erjieKTy HeodxiqHo BMKopncTOByBaTM m ochobhI npiiHuiinii Tax i 
4onoMixHi. Po3TAHHeMO 4onoMixm npMHqrinn. 

1. ripiiHuiin 4eKOMno3nqii 3anpoBa4xyeTboi npn aHa^ibi B^acTHBocTeii Ta 
oco6^iMBocTeM hk CMCTeMM b qLioMy Tax i Ti oKpeMwx MeMeHTiB. BiH 6a3yeTboi Ha 
n04Lli CMCTeMM Ha HaCTMHM 4 AR BMOKpeMiieHHH OKpeMMX KOMMeKCiB po6iT, mo 
3a6e3neHye 6Libin erJreKTMBHMM anaAh, npoeKTyBaHHn Ta BMKopMCTaHHn MapKe- 
TMHTOBMX iH(J)OpMaqiMHHX CMCTeM. 

2. IlpMHqMn nepinoro KepiBHMKa — qe BiqnoBiqa^bHicTb KepiBHMKa Biqqwy 
MapxeTMHiy npM 3anpoBa4xeHHi MapKeTMHTOBOi inrJiopMaqiMHoi cmctcmm hkmm e 
33MOBHMKOM i Man6ymiM KopncTyBaneM, iqo nepcoHa^ibHo BiqnoBiqae 3a 11 ecJieK- 
TMBHe (JiyHKqioHyBaHHU. 

3. ripMHqMn HOBMX 3aB4aHb 403B0ASie 34iMCHIOBaTM i p03IIIMpi0BaTM MOX- 
^MBocri MapKeTMHTOBOi mrJiopMaqiMHoi CMCTeMM, onTMMi3yB3TM npoqec ynpaB- 

^liHHH IIMUXOM OTpMMaHHH 6LlbIII pe3y.TbTaTHBHMX eKOHOMWHMX nOK33HMKiB. L(e 
403B0^i5ie (JiopMyBaTM i pea^ii30ByBaTM hobI ynpaByiiHCbid pimeHHH 3a qonoMoroio 
BMKopMCTaHHn cynacHnx iH(|iopM aqinHnx TexHo^ioriM Ta TexmHHMx 3aco6iB nKi Ha- 
npaBTieHi Ha noKpaiqeHHn rocnoqapcbKo’i qin^ibHocTi 6aHKy. 

4. IIpMHqMn aBT0MaTM3aqii iH(|)opMaqiMHMx noTOKiB Ta 40KyMeHToo6iiy bm- 
Marae kom n^ieKCHoro 3acrocyBaHHa TexHinHiix 3aco6iB Ha Bcix eTanax npoxoqxeH- 
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hji iHtJropMaqii, BpaxoByiOHM Beet ^taHqror a)K 40 nepio4y oTpMMaHHJi no3MTMBHMx 
pesyjtbTariB, Bi4 MOMeHTy i"i peecTpaqi'i 40 04epacaHH>i pe3yjtbTaTHMx noKa3HMKiB 

4ijLlbHOCTi. 

5. ripiiHuiin aBTOMaTM3aLtii npoeKTyBaHHJi BnjLMBae Ha ni4BMiqeHHJi etJreKTMB- 
Hocri caMoro npoqecy npoeKTyBaHHJi i CTBopeHHJi 4ieBoi MapKeTMHroBoi mtJjopMa- 
qiiiHOi CMCTeMM Ha KoacHOMy piBHi ynpaBJUHHJi 6aHKOM. Tlpii qbOMy Bi46yBaeTbCJi 
cyTTEBe CKoponeHHJi BapricHMx, nacoBMx i Tpy40BMx BMTpaT. 

CBiTOBMM 40CBi4 npoeKTyBaHHJi, po3po6KM i 3anpoBa4>KeHH3i MapKeTMHroBMx 
mcjjopMaqiMHMx CMCTeM npw po3po6qi ecjjeKTMBHMx ynpaBJiiHCbKMx pirneHb b 6aH- 
KiBCbKifi ctjiepi 4ae MOJKJtMBicTb MaTM 40CTyn Ta 3 ktmbho BHKopMCTOByBaTM TwnoBi 
npoeKTHi pimeHHii, MeT04M, BM4M i 3aco6M iiKi e ym(J)iKOBaHMMM. 

C>T)Ke, 6y am po3M3iHyTi ocHOBHi i 4onoMi)KHi npiiHunnii jiKi BMKopMCTOBy- 
lOTbCJI npw p03po6l4 MapKeTMHroBMx iH(J)OpMaqiMHMX CMCTeM. Ajie Mi)KHap04Hi 
6aHKiBCbKi iHCTMTyqii BMKopMCTOByiOTb me m 0praHi3aL(iMH0-TexH07L0riqHi npMH- 
qnnn, jnd Heo6xi4Hi 4AH BnpoBa4*:eHHJi hobmx iHtJiopMaqiMHMx TexHOTtoriii. 
npoaHa7ti3yMMO opraHi3aqiMHO-TexHOJioriqHi npMHqMnM MIC, JiKi HaM6Libin imm- 
pOKO BMKOpMCTOByiOTbOI y CBiTOBiM 6aHKiBCbKiM npaKTMqi. 

1. ripMHqMn a6cTpaiyBaHH3i BMOKpeMJiioe cyTTEBi Ta BajKJtMBi acaa40Bi cnc- 
TeMM i He 6epe 40 yBarn HecyTTEBi. LJq 403B0Asie po3MJiHyTM npoG^teMy b 4ocryn- 
HOMy i 3po3yMMOMy KOHTeKcri, jikmm e BacK^tMBMM 44J1 npoqecy npoeKTyBaHHJi, 
peajtbaqii i aHa7ii3y. 

2. ripnHqnn ^>opMajii3aqii BMMarae 3acTocoByBaTM HiTKiM MeToqnqHnn niq- 

Xiq 40 40Cli4)KeHHJI Ta p03B'jI3aHHJI npo6jieMM, BMKOpMCTaHHJI WKO (})0pMaJLi30- 

b3hmx MeT04iB aHa,ii3y Ta MoqejnoBaHHJi npoqeciB npoeKTyBaHHJi Ta ynpaBJLiHHn, 
BiGnonaiOHM 6i3Hec-npoqecn. 

3. npMHqnn HecynepenHocTi i noBHOTM 3a6e3nenye Heo6xi4HicTb y3T04)Ke- 
Hocri i B3aeM04i’i Bcix ejteMeHTiB, JiKi e b3*;jlmbmmm 4/ui MapKeTMHroBoi mtJjopMa- 
qiMHOi CMCTeMM, iqo (jjopMyeTboi. 

4. npMHqim CTpyKTypyBaHHH BpaxoBye noTpe6y y CTpyKTypM3aqii Ta WKy 
iepapxiio ejieMeHTiB 6a3M qaHiix b MapKeTMHroBiM mtjiopMaqiMHiM CMCTeMi. 

5. IIpMHqMn 40 CTyny KiHqeBoro KopMCTyBana o 6 yMOBJtioe, iqo KopMcryBan 
Mae 40 CTyn 40 6a3M 43hmx MapKeTMHroBoi mc[)opMaqiMHoi cmctcmm, jiKy BiH MOJKe 
BMKOpMCTOByB3TM npM BMKOH3HHi CBOIX (JjyHKqiOHaJLbHMX o6oB'jI3KiB. 

Binqe npoaHa^i30BaHi npMHqiinn e BacK^MBMMM i Heo6xi4HMMM npM 34m- 
CHeHHi noBHoro KOMnjteKcy po6iT Ta Ha Bcix eTanax (JiyHKqioHyBaHHJi mtJjopMaqiM- 
H01 CMCTeMM Ta iH^opMaqiMHMx TexHo^ioriM. 

C>T)Ke, npoeKTyBaHHJi, po3po6Ka, peajii3aqiji Ta (JjyHKqioHyBaHHJi MapKe- 
TMHroBMx iH(J)OpMaqiMHMX CMCTeM e BaJKJlMBOIO yMOBOIO p03BMTKy, 40CJirHeHHJI 
KOHKypeHTHMx nepeBar Ta ec})eKTMBH0CTi qijutbHocTi 6aHKiBCbKo'i ycTaHOBM TOMy, 
iqo OTpMMaHHH 4ocTOBipHo'i Ta aKTyajtbHOi mcjjopMaqii e 3anopyKoio npMMtuiTTJi 
ycniuiHMX ynpaBJUHCbKMX pirneHb. 

MapKeTMHroBi qooiiqjKeHHJi e Heo6xi4HOio nepe4yMOBoio 4AH 3anpoBa- 
4)KeHHJi Ta (JjyHKqioHyBaHHJi b 6aHKax m apKeTMHroBoi iHtJjopMaqiMHoi cmctcmm Ta 
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e b tom ace Mac 04 HMM i3 BaaoiMBMx i'i eyteMeHTiB. ripoBe4eHHa MapKeTMHroBMx 40 - 
c^ti4aceHb noTpe6ye 40CT3THix (JriHaHCOBMx pecypciB, KBaiti(})iKOBaHoro nepcoHa^ty 
Ta er|)eKTMBHoro ynpaBytiHHti. 

B 6aHKiBCBKMx ycTaHOBax 4351 ycniuiHoi MapKeTMHroBoi 4i5LibH0CTi Mapice- 
TMHroBi iH^opMaijiMHi CMCTeMM 44a oTpMMaHHJi Ta o6po6KM iH(J)opMaim 40n0- 
BHKHOTbOI Bi4nOBi4HMMM CMCTeM3MM npMMHHTT5I piuieHb Ta iMiTaLtiMHMMM CMC- 
TeMaMM. IJ^e 403B0ASie CyTTEBO ni4BMLLtMTM e(})eKTMBHiCTb 4LSMbHOCTi ni4p034LliB 
6aHKa, npMCKopMTM oTpMMaHHa o 6 'ektmbhoi iHrJtopMaim, tio3mtmbho Bn^tMBae Ha 
npMMHJiTTa Heo6xi4HMx m apKeTMHroBMx piuieHb, mo 403B0^i>ie 6aHKaM MaTM nepe- 
Baiy b KOHRypeHTHiii 6opoTb6i. 

OTace, BapTo 3a3HaqMTM, mo npoeKTyBamni, CTBopeHHa, BnpoBa4aceHHa Ta 
BMKOpMCTaHHa MapKeTMHTOBMX iH(J)OpMamMHMX CMCTeM 6 BaaOlMBMM (JtaKTOpOM, 
RKiiii cyTTEBo ni4BMmye etJteKTMBHicTb 6aHKy Ha perioHa^tbHOMy, HamoH&rbHOMy 
Ta MiacHapo4HOMy pMHKax. I^e o6yMOB7teHo tmm, mo Heo6xi4Hi ynpaByiiHCbKi Ta 
MapKeTMHroBi piuieHHa Moacyrb 6yTM ycniuiHMMM Aiime 3a yMOB oTpMMaHHa aic- 
Tya^tbHOi, 40 CTOBipHoi Ta CBOEnacHoi iHcjtopMaim. 

B Ta6^tMqi 1 npe4CTaBytem i oxapaKTepM30Bam eTann CTpyKTypM3aqii ocho- 
bhmx 3aB4anb MapKeTMHroBoi iH(J)opMaqiMHoi CMCTeMM 6aHtcy, 4e HaBe4eHi qLii i 
3aB4aHHa KoacHoro eTany. 



TaSjMVfl 1 

E rann crpyKTypinaim MapKeTMHroBoi iHrjjopManiMiioi CMCTeMM 6aHKy 



Email 

cmpyKmypmayii 


XapaKinepucmuKa emany Xapaicmepucmwca emany 
cmpyKinypuiayn cmpyKmypmayii 


1. BM3HaHeHHfl TCMOB- 

Ho’i MeTM MIC 


OopMyBaHHA rOAOBHOl MeTM MapKeTMHrOBOl iH^) 0 pMauiMH 01 CMCTeMM 4 AA 
34iMCHeHHA ii 4eKOMno3Mii;ii 3 mctoio onTMMi3au;n pe3yABTaTy 


2. 4eTaAi3au;m 3a 03Ha- 
kok) «OnepaTMBHi ijiAi 
MIC» 


AHaAi3 Mixpo- i Maxpocepe 40 BMin;a / eAeMeHTM Axoro Heo 6 xi 4 HO 
BpaxoByBaTM npM BM3HaHeHHi onepaTMBHMx ijiAeM MIC; 3a paxyHOK 
no 4 iAy cmctcmm Ha h 3 Ctmhm BMOxpeMAeHHA onepaTMBHMx ijiAeM MIC Ta 
npe 4 CT aBAeHHA i’x Ha ocHOBi exoHOMixo-MaTeMaTMHHoi M 04 eAi 


3. 4 eTaAi 3 au;m 3 a 

03HaK0K) «OyHKD;ii 

MIC» 


BM 3 HaneHHA (JiyHxijiM MIC no xo)XHOMy ni 4 po 34 iAy SaHxiBCbxo! ycTaHOBM 
4 aa 40 CAraeHHA SiAbin bmcokoi pe3yAbTaTMBHOcri, ax onepaTMBHMx Tax 
i CTpaTerinHMx ijiAeM,. Bcix HanpAMxiB 4 iAAbHOCTi Ha Axi opieHTOBaHa 
MapxeTMHTOBa iHcjiopMaijiMHa CMCTeMa 4 aa 3a6e3neneHHA 40 CArHeHHA 
onepaTMBHMx ijiAeM, miijiMOBaHMx MapxeTMHroBMM cepe 40 BMin;eM 
xoMeptiiMHoro 6 aHxy 


4. 4eTaAi3au;m 3a 03Ha- 
KOK) «HanpjiMKM 
4 WAbHOcri MIC» 


XapaxTepMCTMxa Bcix HanpAMxiB 4 iAAbHOcri 6 aHxy, Axi nAaHyiOTb 
BMxopMCTOByBaTM MIC 4 aa ycniiHHoi’ peaAi 3 aijii ochobhmx ijiAeM Ta 
3aB4aHb 3 BpaxyBaHHAM cneijM(})ixM MapxeTMHroBoro cepe40BMma. 


5. 4eTaAi3au;m 3a 03Ha- 

kok) «3aB4aHHA MIC» 


OopMyAIOBaHHA 3aB4aHb MIC 4 AA OTpMMaHHA n03MTMBHMX pe3yAbTaTiB 
SaHxiBCbxoi ycTaHOBM 4 aa peaAmijn 3anAaHOBaHMx i^LieM Ta ni 4 BMmeH- 
HA XOHXypeHTOCnpOMO^CHOCTi. 
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Email 

cmpyKmypmayii 


XapoKmepucmuKa emany XapaicmepucmuKa emany 
cmpyKmypmayii cmpyicmypwayii 


6. 4eTaAi3au;m 3a 03Ha- 
kok) «CncTeMa ynpaB- 
/UHHX» 


II04L1 CMCTeMM ynpaBAiHHa 6aHKy 3a ochobhmmm eTanaMM: 

— npMMrorrm ynpaBAiHCBKMX pinieHHa; 

— pea^baijm ynpaBAiHCBKMx pirneHb; 

— KOHTpOAb 3a IX BMKOHaHHHM 


7 . 4eTaAi3au;m 3a 03Ha- 
kok) «4eAeiyBaHH^i no- 

BHOBa>KeHb» 


BM3HaMeHiw Ta 4eAeiyBaHroi 3aB4aHb ni4p034LiaM 6aHKy 3a t3kmmm eTa- 
naMM: 

— BM3HaneHH>i KOMnAexcy ochobhmx pirneHb Ta ynacrb y ix ni4roTOBiji; 

— noro4»ceHHa 3 yciMa ni4po34LiaMM Ha eTani ix (j)opMyBaHiw; 

— npMMHJiTT^i ynpaBAmcbKMx pirneHb; 

— BMKOHaHHH ynpaBAmcbKMx pirneHb; 

— KOHTpOAb 3a BMKOH3HH5IM ynpaBAfflCbKMX pillieHb 



MeT 04 MKa ma npe4CTaB7ieHa b Ta 6 ^i. 1 BpaxoBye Bci eTann CTpyKTypM3aiu'i 
MapKeTiiHroBo'i iH(J)opMaL(iMHoi CMCTeMM 6 aHKy Bi 4 BM3HaHeHHH ixmobhoi MeTM 40 
4 e^ieiyBaHHJi noBHOBacKeHb crpyKTypHMM ni4po34LiaM 4 AH peMi3aqi'i Heo 6 xi 4 HMx 
ynpaByiiHCbKMX pirneHb. 

BpaxoByOTM ijio MeT 04 MKy 4eTa^ti3aiu>i MIC 403B0Asie BM3HaHMTM Haii6Libin 
BaxitMBi onepaTMBHi i CTpaTeriqm LtLii, (|)yHKnii, BHOKpeMMTM ocHOBHi HanpaMKM 
4i5LibHOCTi 6aHKiBCbKo'i ycTaHOBH b yMOBax KOHKpeTHoro MapKeTMHroBoro cepe 40 - 
Biima. BacKyiMBe Micije 3aiiMae no4M CMCTeMM 3a HacTyriHiiMii eTanaMM: npMMHHT- 
t. 3 Heo6xi4HMx ynpaB^iiHCbKMx pirneHb, 'ix pea^i3aLu>i Ta KOHTpo^ib 3a 'ix ycniuiHMM 
BMKOHaHHHM. Eian 4e^ieiyBaHH>i noBHOBaxeHb 403B0Asie hociiaiith Bi4noBi4a^b- 
HicTb KepiBHMKiB i cniBpo6iTHMKiB 6aHKy 3a peaai3aqiio BM3HaneHMx iiLieM Ta ni4- 

BIIIUHTM pe3yilbTaTHBHiCTb IX po 6 oTM. 

MeT 04 HKa, 3anponoHOBaHa b Ta 6 ^i. 2 403 boah 6 npoaHa^tbyBaTM HanpaMKM 
4 iMbHOCTi ni4po34LiiB ycTaHOBM, (JryHKLiii i 3aB4aHH3i MapKeTMHroBoi no^iTMKM y 
CKaa 4 i MapKeTMHroBoi iH(J)opMaL(iMHoi chctcmm 4 ah KOHKpeTHoi 6 aHKiBCbKoi ycra- 
HOBM i 30Cepe4MTM 3yCM,TA3 Ha TMX 3 HMX, mi 403B0A!H0Tb 40 dTTM OnTMMa^LbHMX 

CTpaTeriqHMx TtLieii 3 HaMMeHiiiMMM BTpaTaMM. 

Fo^lobhoio MeTOio 6aHKiBCbKo'i 4LsiyibH0CTi e 3 a 6 e 3 neHeHH>i etJreKTMBHoro po 3 - 
BMTKy 6aHKy iiiasixom 6Mbin miaroro 3 a 40 B 0 ^ieHH 3 [ noTpe6 leaieHTiB Hi>K y KOHKy- 
peHTiB. ,4eTa^i3a4i!i HMOBHoi mctm 34iMCHioeTbai iiiasixom BMOKpeMAeHHsi onepa- 

TMBHMX U,lAeVl, T3KMX UK: nOCMAeHHSI KOHKypeHTOOipOMOOKHOCTi 6aHKy, 3MiL(HeHHS[ 
pMHKOBMX n03ML(iM Ta BIMMBy Ha LtMbOBMM pMHOK, 36LlbIIieHHSI pMHKOBOl HaCTKM 
Ta 4ooirHeHH>i KOMepijiMHoro ycnixy. 

BacioiMBe Micqe b CTBopeHHi MapKeTMHroBoi mcJiopMaLUMHoi cmctcmm 3 aiiMae 
po 3 po 6 iteHa i 3 anponoHOBaHa MeT04MKa, b min 4>KepeAOM BM 3 HaqeHH.si onepaTMB- 
hmx iiLieM e pMHKOBe cepe40BMLqe (MapKeTMHroBe cepe40BMme). He cepe40BMme 
n04iA.s1eTbc.s1 Ha CKAa40Bi: cmctcmm Maxpo- Ta MiKpocepe40BMma, ni4CMCTeMM, mo 
3 a 6 e 3 neHyiOTb 6aHK Heo6xi4HMMM pecypcaMM (ijiiHaHCOBMMM, Tpy40BMMM Ta MaTe- 
pia^bHo-TexmqHMMM) i BAame MapKeTMHroBy miJiopMaiuMHy CMcreMy. 
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TaSxuvfi 2 

OyriKniiT Ta HanpsiMKM /liri/ibiiocii b MapKeniiiroiiiiT i i k|j o p m a n i it h i it CMCTeMi Samcy 



Hanpsmu 
dinAbHocmi MIC 


(Dymyii MapKemumoBoi mcfiopMayiuHo'i cucmeMU e 6 away 


1. 3b^30k 3 ni4CMCTeMa- 
mm, aid 3a6e3neHyK)Tb 
/KMTTG^iaAbHiCTb 6 aHKy 


1. OopMyBaHHa Ta BMKOHaHHa 6i3Hec-nAaHiB 6 aHKy. 

2. 3 a 6 e 3 neHeHHa MIC iH^JopMatiieio 14040 pyxy Tpy 40 BMx pecypciB Ta 
CMCTeMM ynpaBAiHHa nepcoHaAOM 6 aHKy. 

3. 3 a 6 e 3 neHeHHa MIC iHt^opMaijieio 14040 pyxy MaTepiaAbHO-TexHin- 
hmx pecypciB. 

4. OrpMMaHHA MIC iH(J)opMa 4 ii 14040 (J)iHaHCOBMx pecypciB 6 aHKy. 

5. AHaAi3 Ta KOHTpOAb MIC 3a e<j)eKTMBHMM BMKOpMCTaHHaM (j)iHaHCO- 
bmx, MaTepiaAbHMx i AK) 4 CbKMx pecypciB. 


2. BpaxyBaHHa BiMMBy 
Ha CMCTeMy CKAa 40 BMx 
MiKpocepe 40 BMiu;a 


1. AHaAi3 nonMTy Ta npono3M4i’i Ha 6 aHKiBCbKi npo 4 yKTM. 

2. 4ocAi4)KeHHa 6 aHKiB-KOHKypeHTiB, 'ix cmabhmx Ta ca36kmx CTopiH. 

3. OopMyBaHHA 4 iAbOBoro pMHKy, cerMeHTiB 6 aHKy. 

4. Po3po6ica TOBapHoi, 4 iHOBoi, 36yroBoi Ta KOMymKa 4 iMHoi noAiTMKM 
SaHKiBCbKO’i yCT3HOBM. 

5. 04iHKa (j)iHaHCOBoro CTaHy KAieHTiB 6 aHKy. 


3. BpaxyBaHHa CKna 40 - 
bmx MaKpocepe 40 BMin;a 


1. Oi^iHKa noKa3HMKiB MaKpoeKOHOMinHoro piBHa. 

2. AHaAi3 BnAMBy BCTaHOBACHMX HOpMaTMBiB Ta iHHIMX MaKpOeKOHOMiH- 
hmx noK33HMKiB Ha 4 iaAbHicrb 6 aHKy. 


4. 3a6e3neneHHa (J)yHK- 
uioHyBaHHa Ta po3BMTKy 
MapKeTMHroBoi iH^>op- 
MaipHHOl CMCTeMM 


1. OopMyBaHHa Ta B 40 CK 0 HaAeHHa opraHi 3 a 4 iMHo'f crpyKTypM MIC. 

2. Po3po6Ka Ta yapcKOHaAeHHa 3a6e3neHyKHoi nacTMHM MIC. 

3. IIocTiMHe B 40 CK 0 HaAeHHa MeT 04 iB podoTM MIC. 



MaKpocepe40Biime 6aHKy CKna4aeTboi 3 eKOHOMinHiix, nomTMKO-npaBOBMx, 
coqianbHO-KynbTypHMx, npMpo4HMqMx, HayKOBo-TexmqHHx Ta 4eMorpa(J)iHHMx 
(JiaKTopiB, md BrMMBaiOTb Ha MapKeraHroBy 4i5LibHicTb 6aHKiBCbKoi ycnaHOBM i 
BiicyBaiOTb neBHi bmmoth 40 MapiceTMHroBoi m^opMaiuMHoi CMCTeMM. MiKpoce- 
pe40Bwme 6aHKy BKmonae aHani3 icaieHTiB 6aHKy, iforo KOHKypeHTiB, nocTananb- 
HMKiB i nocepe4HMBaB Ta 4i5LibHicTb koht3kthmx ay4MTopiM. l^eir aHani3 e 6Libm 
e(J)eKTMBHHM npM BMKOpMCTaHHi MapKeTMHTOBOl iH(})0pMaqiMH01 CMCTeMM. 40- 
cyti4*;eHH>i ni4CMCTeMM 40 mo'i BX04HTb MaTepianbHo-TexmnHe 3a6e3neneHH>i / 
(JimaHCOBi Ta Tpy40Bi pecypcM, HayKOBo-TexmnHe 3a6e3neneHH>i cnpMuiOTb 6Libin 
etJieKTMBHOMy (JiyHKqioHyBaHHio i bmkopmct3hhio MIC. Y, BnacHe, MapiceTMHroBiM 
iHtjropMaqiMHiM CMCTeMi qini BM3HaqaiOTboi nporpaMaMM Ta noTpe6aMM, aid no- 
criMHO 3'aByiaiOTboi b npoqeci qimibHOCTi 6aHKiBCbKOi ycTaHOBM. 

3apy6i)KHi Ta BiTMM3HJffli 6aHKM 4AH BMKOpMCTaHHH MIC 3aCTOCOByiOTb eKO- 
HOMiKO-MaTeMaTMMHi MeT04M i Moqeni. Cepe4 hmx: MeT04 HopMyBaHHH 3 bmkopmc- 
TaHHaM 4eKMbKOx KpMTepiiB i ix BaroBMx KoeiJriqieHTiB; MeT04 Me4iaHM KeMeHi; 
MeT04 MimMi3aqii BiqxMneHb mi* nepeBaraMM rpynM eKcnepriB Ta mqMBiqyanb- 
hmmm pimeHHaMM Ta mini. 
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MoCKHa 3po6MTM BMCHOBOK, 11(0 3aCTOCyB3HHH MeT04MK CTpyKTypM3aim MIC 
BM6opy M04eaeii Ta eKOHOMiqHwx MeT04iB aBT0MaTM3aiu'i MapKeTMHroBMx 3aB4aHB 
4onoMarae wko BM3HaHMTM nepe^iiK 3aB4aHB 44a 6aHKiBCBKoi ycraHOBM. B npo- 
iieci po3BMTKy 6aHKy u;i 3aB4aHHn Mo>KyTB 6yra 4onoBHem hobhmm. OopMyBaHHn, 
CTBopeHHJi Ta peaai3aiun MapKeTMHroBo'i iH^opMaijiMHOi cmctcmm BMMarae 3 6oicy 
6aHKiBCBKo’i ycTaHOBH cyTTeBMx (|iiHaHCOBMx, MaTepiaaBHMx i ai04CBKMx pecypciB. 
Be3 ijmx BMTpaT He MOCKaMBe ycniuiHe cjryHKLtioHyBaHHii, po3BMTOK i KOHKypeHTo- 
CnpOMO>KHiCTB yCTaHOBH. 

B npoBi4HMx BiTHM3HJiHMx 6aHKax 40 npoeiayBaHHii MIC 3 aayHaiOTBOi i Maii- 
6ymi KopMCTyBani CMcreMM. BpaxoByiOHM ije, cai4 3 a 3 HaqwTM, mo KoaeKTMB npoeK- 
TyBaaBHMKiB MapKeTMHroBo'i iH(j)opMaL(iMHoi cmctcmm 6aHKy noBMHeH CKaa4aTMd 
m 3 (})axiBL(iB i eKcnepriB cynacHMx iHtJjopMartiMHMx TexHoaoriM, Taic i npaiiiBHMKiB 
ni 4 po 34 Liy MapKeTMHiy i murax ynpaBaiHB i Bi44LieHB 6aHKiBCBKo'i ycraHOBM, aid 
6y4yTB BMKOpMCTOByBaTM L(IO CMCTeMy. 

Ha ocHOBi nonepe4HBoro aHaaby, 4e 6yaa po3raaHyra (JryHKLtioHaaBHa 
CTpyKTypa MapKeTMHroBo'i iH(J)opMai(iMHo'i CMcreMM, BpaxoByiOHM Ty iH^opMaiiiio, 
ma 3i6paHa Ha ocHOBi BHyTpiiiiHBo6aHKiBCBKo'i 3BiTH0CTi Ta iH(J)opMaqi'i OTpMMaHo'i 
i3 30BHiuiHBoro cepe 40 BMma 6aHKy, a Taxoac BpaxyBaBinii M 04 eai i eKOHOMiKO-Ma- 
TeMaTMHHi MeT04M MoacHa wko aJiopMyBaTM 3aB4aHHa MapKeTMHiy, aKi (JiopMye 
MIC 6aHKy. 



TadAuysi 3 

3aB4aHHH MapKeTMHry y CK/iaai MIC 6aHKy 



OynKnioHOAmi 

nidcucmeMU 


HatiMenyeaHM ochobhhx 3adan nidpo3diAy MapKemumy 


4ocAi4)KeHroi 
Ta aHaAi3 pMHKy 
6aHKiBCbKMX 
npo4yKTiB 


1. AHaAi3 nonwTy Ha 6aHKiBCbKi npo4yKTM. 

2. ]lporH03yBaHHJI €MKOCTi pMHKy. 

3. Bn3HaHeHHii nacTKM pMHKy. 

4. Bn6ip cemeHTiB pMHKy SaHKiBCbKMx npo4yKTiB. 

5. OnTMMi3aijiji cerMeHTiB pMHKy 445 1 KOHKpeTHoro SaHKiBCbKoro npo4yKTy. 

6. AHaAi3 KaiemiB 6aHKy Ta MODtcaMBOcreM BnAMBy Ha Hboro. 


Po3po6Ka 
npo4yKTOBo’i 
noAiTMKM 6aHKy 


1. AHaAi3 CTpaTeriHHMx ulaeM Ta BM6ip Hanp^MKiB 4mAbHOCTi 6aHKy. 

2. ripouec no3MtiioHyBaHH>i SaHKiBCbKMx npo4yKTiB Ha pMHKy. 

3. Po3po6Ka Ta BnpoBa4)KeHHJi onTMMaAbHoi bmpoShmhoi nporpaMM 6aHKy. 

4. OuiHKa npo4yKTiB KOHKypeHTiB. 

5. AHaai3 jikoctI Ta KOHKypeHTOcnpoMO>KHOCTi SaHKiBCbKMx npo4yKTiB. 

6. 4ocAi4}KeHHi jKMireBoro uMKay npo4yKiy Ta po3po6Ka KOMiiaeKcy 3axo- 
4iB Ha KO^cHOMy 3 moto eTaniB. 

7. P03po6Ka HOBMX 6aHKiBCbKMX np04yKTiB Ta IX BMBe4eHHJI Ha pMHOK. 
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nidcucmeMU 


HauMenyeannx ochobhux 3ad<m nidpo3di\y MapKemumy 


P03po6Ka nCMiTMKM 
KOMymKaijii 


1. Po3po6Ka, peaAbaijm Ta nAaHyBaHHJi onTHMi30BaHoro 6 i 04 )KeTy peKAaM- 
Hoi KOMnami 6aHKy. 

2. AHaAi3 Ta BM6ip BM4iB peKAaMHnx 3aco6iB. 

3. OujiHKa e(j)eKTMBHOCTi peKAaMHoi KOMnami SaHKiBCbKnx npo4yKTiB. 

4. Po3po6Ka Ta nAaHyBaHHn PR (po6oTM 3 rpoMa4CbKicrio) 

5. Po3po6Ka Ta nAaHyBaHHJi 3aco6iB CTMMyAiOBaHHA 36yry 6aHKiBCbKnx npo- 
4yKTiB. 

6. Po3po6Ka KOMnAeKcy 3axo4iB 3 oco6ncroro npo 4 a:*cy. 


Po3po6Ka ijiHOBoi 
nOAiTMKM 


1. Po3paxyHOK 6a30Bo’i luhm Ha ko3khmh 6aHKiBCbKMH npo4yKT. 

2. AHaAi3 u;iH KOHKypeHTiB Ha 6aHKiBCbKi npo4yKTM. 

3. Bn6ip MeT 04 iB nlHoyTBopeHHJi. 

4. Po3po6Ka Ta peaAbariiii ijiHOBoi CTpaTerii 6aHKy. 

5. IIporH03yBaHHJi urn Ha SaHKiBCbKi npo4yKm Ha icHyiOHMx Ta hobmx pnn- 
Kax. 


P03po6Ka nCMiTMKM 
36yTy 


1. Po3po6Ka Ta Bn6ip onTMMaAbHMx CMCTeM KaHaAiB 36yry. 

2. Po3po6Ka, peaAmum Ta nporH03yBaHHn po3BMTKy Mepe)*d (j)iAin 6aHKy. 

3. IIporH03yBaHHJi o6oiriB 36yry 6aHKiBCbKnx npo4yKTiB Ha icHyiOHMx Ta no- 
TeHtiiiiHMx pMHKax 36yry. 


Po3po6Ka 
CTpaTerii’ pn3MKiB 
npn peaAbaijii 
SaHKiBCBKMX 
npo4yKTiB 


1. AHaAi3 icHyiOHMx pM3nidB npn peaAbaijii SaHKiBCbKMx npo4yKTiB. 

2. P[p0rH03yBaHHfl OnTMMaAbHOrO piBHA pM3MKiB. 

3. Po3po6Ka, BnpoBa 4 >KeHHH Ta nporH03yBaHim cynacHnx MeT 04 iB 3HM^ceHHA 
pM3MIQB npn 36yTi SaHKiBCbKMX np 04 yKTiB. 


Po3po6Ka 
Ta KOHTpOAb 
MapKeTMHTOBMX 
nporpaM 


1. Po3po6Ka 6 i 04 »ceTy MapKeTMHiy b 6aHKy. 

2. CTBopeHHA Ta peaAmijHi onTMMi30B3HMx MapKeTMHroBMx nporpaM 6aHKy. 

3. KoHTpoAb Ta ay4MT peaAmijii MapKeTMHroBMx nporpaM 6aHKy. 



3aB4aHH>i MapKeTMHiy b cicaa/ti MapKeTMHroBo'i iH(|)opMaqiMHoi CMcreMM 6aH- 
Ky, aid po3KpMTi b Ta6aMt(i 3 BM3HaHaiOTboi KUbKicHMMM i aKicHiiMii noKa3HMKaMii 
mi Heo6xi4Ho BpaxoByBaTM 4aa oTpiiMaHHa 40 CT 0 BipH 0 i mcjiopMaim 3a 4onoMo- 
roio BMKopncTaHHa icHyiOHMX iH(J)opMaLmiHMX TexHoaoriii. 

CBiTOBMM i BiTqM 3 HaHMfi 40CBi4 4isLibHOCTi 6aHKiBCbBaix ycTaHOB CB^qiiTb, mo 
40 3 araabHMx BaacTMBocTeM, aid Bi4HocaTbca 40 MapKeTMHroBo'i miJiopMamMHo'i 
CMCTeMii 6aHKy i BiMMBaiOTb Ha !i eiJieKTMBHMM po 3 BMTOK HaaesicaTb HacTynHi: 

■ peiyaapHicTb (JiyHimioHyBaHHH Ta noCTifiHe OHOBaeHHa, mo noB'a3aHO 3 
tmm, mo iH^opMaijia (4aHi CMCTeMii) nocriMHo BMKopMCTOByeTbca, a TaKoac 3 tmm, 
mo caMa MapKeTMHroBa mcjiopMaiuMHa CMCTeMa Mae eaeMem CTapiHHa (Bpaxo- 
ByiOHM cynacHMM piBeHb po3BMTKy iH(J)opMamMHMX TexHoaorifi) 04pa3y nicaa i"i 
CTBopeHHa. He BMMarae nocriMHoro oHOBaeHHa MapKeTMHroBo'i iH<f>opMamMHoi 
CMCTeMii 6aHKy; 

■ bmcokmm piBem MaTepiamHMx, (JiiHaHCOBMx, ai 04 CbKMx i nacoBiix BiiTpaT; 

■ 3anpoBa4>KeHHa nponecy aBT0MaTM3am'i b podori chctcmm; 

■ Heo6xi4HicTb HaaBHocri wko CTpyKTypoBaHMx 3aB4aHb. 
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BpaxoByKMM totkm 3opy npoBi/tHiix 3apy6i)KHMx Ta BiTUM3H>iHMx BueHiix 
14040 BnpoBa 4 >KeHH>i cyuacHo’i MapKeTMHroBoi iHcJropMaqiMHo'i chctcmm 6 aHKy 
MCWKHa 3po6MTM (M^yKHH BMCHOBKM [1,2,3]. 

/\asl npiiMHarra ynpaBaiHCBKiix pimeHb tcepiBHiiqTBOM 6 aHKiBCbKiix ycTaHOB b 
MIC BMKopMCTOByeTbCii imjjopMaqbi, aKa Moxe Mara pi 3 Hy cjropMy Ta pi 3 Hi akoctI, 
rqo noB'3i3aHa 3 oco 6 umboio cneqHcRKOio 6 aHKiBCbKnx npcwyicTiB Ta pi3HMM cry- 
neHeM iHTerpaqii KOHKpeTHoro 6 aHKy y BiraiOHaHy Ta CBiTOBy 6 aHKiBCbKy CMCTeMy. 

B MapKeTHHTOBiM iH(])OpMaL(iHHiM CMCTeMi BHKOpMCTOByeTbCT iH(})OpMaiji>I, 
my MooKHa po 4 iaMTM Ha Tpii piBHi: iHcjropMaqbi Miicpo-, Me30- i MaKpocepe 40 BM- 
ma, 60 b mocri 06 'eKTiB CMCTeMM MIC MoxyTb aHaubyBaraoi KOHKpeTHi KOMep- 
qiMHi 6 aHKM, 6 aHKiBCbKi xcm 4 mhtm Ta Mi)KHapo 4 Hi 6 aHKM. 

OT)Ke, MOTKHa 3a3HaqilTM, mo OCHOBHOK) (})yHKqieiO MapKeTMHrOBMX iH(|)Op- 
MaqiMHwx circTeM e Heo6xi4HicTb 3a6e3neueHH>i nocriMHoro Ha 4 X 04 )KeHHJi iH<i>op- 
Maqi'i 3 BHyrpimHboro i 30BHiuiHboro cepe40BHiqa SaHKy Ta Ti CBoeuacmcTb, aicry- 
aabHicTb i 4MHaMiuHicTb. 
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Section 6 

Informative and Institutional 
Concepts of Regional 
Development 



6.1. THE ROLE, SIGNIFICANCE AND PLACE 
OF INFORMATION MARKET IN BUSINESS 

PCMb, 3HAHEHHA TA MICII,E IHOOPMAIJIHHOrO 
PHHKY B ni4nPHCMHHII,bKIH 4I5LlbHOCTI 

Romanenko 0. 0. 

PoManenw O. O. 



UDC 65.01 
JEL M31, M50 

Abstract 

The article reveals the essence of the information market and the process of 
its formation. The author analyzes the work of foreign and domestic scientists who 
studied the problem of formation of information society and information market. 
The analysis outlined Prospects «information economy» and its impact in the 
context of globalization. 

Keywords: information, entrepreneurship, information economy, globalization. 

Anomayin 

Charm po3KpnBae cymicTb iH^opMaqiuHoro pnHKy i npoqec horo (JiopMy- 
BaHBM. Abtop aHaabye npaqi 3apy6i>i<Hnx i BiTqu3HaHHx yuemix, aid qocaiqiKy- 
BaaM npohaeMM iHcjiopMaqinHoro cycniabcraa Ta (JiopMyBaHHJi iH(|)opMaqiHHoro 
piimcy. B pe3yabTaTi aHaaby OKpecaem nepcneKTMBM po3BMTKy «iH(J)opMaqinHoi 
eKOHOMiKn» i Ti BrinMB b yMOBax rao6aai3aqii. 

KAwnoei CAoea : mcJiopMaqbi, niqnpneMHnqbKa qiaabmcTb, mcJiopMaqiMHa exo- 
HOMiKa, rao6aai3aqbi. 

B cyuacHnx yMOBax po 3 BMTKy cycniabCTBa, koaii mcjiopMaqbi e HeBi 4 'eMHoio 
cicaaqoBoio Bcix ckohom iuHux, BMpo 6 HHUHx Ta coqiaabHnx npoqeciB, nnTaHHa 
qocaiqiKeHHii cyTHOdi Ta poai mcjiopMaqiHHoro pnHKy HahyBae ocohanBoro 
3 HaueHHn. AHaab cb^uhtb, iqo mcJiopMaqbi Cboro 4 Hi Bi 4 irpae KaiouoBy poab b 
eKOHOMiqi i 3 uacoM Ti 3 HaueHHn hyqe amne 3 pocraTn. 

iH^opMaqia Mae Beanue3He 3HaueHHa b ikhttI cyuacHoro cycniabCTBa, ocidab- 
km BOHa CTae BaiKanBoio eKOHOMiuHOio KaTeropieio b cnay caiqyrounx npnuHH: 

■ iHcJiopMaqin e o6ob'h3kobmm eaeMeHTOM HayKOBo - TexHoaoriuHnx qocai- 
4)KeHb, a qi qocaiqiKeHHJi e CKaaqoBOio iHHOBaqiuHoi quiabHocri; 

■ iraJiopMaqbi e cncreMoyTBopioiouHM pecypcoM eKOHOMiuHoi qisiabHocri; 

■ BiicoKi eKOHOMiuHi pe3yabTaTM ohyMOBaioiOTboi HaaBHicTio m^opMaqin- 
hoto pecypcy Ta npn3Bean 40 noaBH mcJiopMaqiHHoro pnHKy. 



Section 6. Informative and Institutional Concepts of Regional Development 

HayKOBi 3aca4M Teopii iH^opMaijiMHoro cycnLibCTBa, aHa^ti3y po^ti mcJiopMa- 
LtiwHoro piiHKy Ta moto BnyiHBy Ha po3bmtok eKOHOMiKM 3aiGia^M Ta po3BMHyyiM: 
A^eH O., Be^L^t E:»ce3iHCbKMM 3., Fa6epMac 10., FO/teHC E., /\amapA Y., 4pyKep 
FI., Kamemc M., KiHr A., MaioiioeH M., MapriH Y., Max^tyn O., Mo^tiTop F., HecBiT 
A-, FIopaT M., FIocTep M., CToyH'ep T., To(J)4Mep E., XaaniM K). Cepe 4 yKpam- 
cbkmx BqeHMx, mi 40 di 4 >Kyi 0 Tb npoBiteMM po3BMTKy mcjiopMaiuMHoro cycriLib- 
CTBa Ta (J)opMyBaHH>i mcjiopMaLUMHoro pMHKy, aHMi3y rao6ari3aim i Ti BiMMBy Ha 
eKOHOMiKy cri 4 bOmItmth: M. 3iypoBCbKoro, K). FlaxoMOBa, A. MyxHo, T. KoBa^tb- 
nyxa, P. XycaiHOBa, F Mapxo ramo. 

B cepe 4 MHi XX ct. YmiiAacn TexHiqHa MoaoiMBicTb HaKonHqyBaTM i o6po- 
6ahtm Behind MacMBM iH(})opMaLtii. KoMn'tOTepw craAii hobmm hmhhmkom cycnLib- 
hoto po3BMTKy, a ix iHTerpama b Mepexi M04epm3yBaita cycnLibHi bOhocmhm, y 
TOMy HMGli eKOHOMiHHi npOLteCM, CTBOpM^ta M0)IOlMBiCTb 3MiHMTM miCTb CKMTTH. 
3pocTaHHa oBcariB mcjiopMaim 3a paxyHOK BMKopMCTaHHa KOMn'iOTepHoi TexHiKM 
i CTBopeHMx Ha ijiM ocHOBi iH^opMaijiMHO - KOMyHiKattiMHMx TexHo^oriii cnpMa- 
All TOMy, mo piBHOnpaBHMM HOBiTHiM peCypCOM p03BMTKy HIIBi/li3ani'i, nOp5I4 3 
3eM^teio, npaneio i KaniTMOM, CTa^ta imfiopMaLtiji. A 3a Mipoio BiMMBy Ha KiHLteBi 
pe3y^tbTaTM rocno4apcbKoi 4imbH0CTi iH(£>opMamMHMM pecypc CTaB 40 MiHyi 0 HMM. 

FL[e b 1996 pom bOomhm BqeHMM M. Kamemc 3a3HaqaB, mo b ocTaHHi 4 Ba 
4eoiTM^iTT3i y CBiri 3'iiBM^aoi eKOHOMiKa hoboto TMny, mo e 04 HonacHo mcJiopMa- 
LtiHHOIO Ta MOBa^tbHOIO. lH(J)OpMaLtiMHa - TaK m np 04 yKTMBHiCTb i KOHKypeHTO- 
cnpoMocKHicTb cjraKTopiB mm areHTiB b pin eKOHOMim 3a^te)KMTb b neprny qepiy Bi 4 
lXHbOl 34aTHOCTi TeHepyBaTM, oBpoBAHTM M e(})eKTMBHO BMKOpMCTOByBaTM iHC[)Op- 
Maijiio, 3acH0BaHy Ha 3HaHH3x. r^toBa^bHa - TOMy mo ochobhI bm4m eKOHOMiqHoi 
4imbHocri yTBopioiOTboi b MoBa^tbHOMy MacuiTaBi 6e3nocepe4Hbo a6o 3 bmko- 
pMCTaHHiiM po3ra^ty)KeHoi Mepead, mo 3B'a3ye eKOHOMiqHMx areHTiB [1]. 

Mepe3 4e^tKMM qac npoBymi HayKOBm nona^iM aKTMBHo BMKopMCTOByBaTM 
TepMiH «iH(})opMaLtiMHa eKOHOMiKa». ifeM TepMiH Bneprne 3anponoHyBaB b140mmm 
aMepMKaHCbKMM BHeHMM M. FIopaT [4]. 

TepMiHy «iH(J)opMamMHa eKOHOMiica» B^tacTMBa BaraToacneKmicrb: 

■ no-nepme - ije aBcrpaKTHo-TeopeTMqHa KOHcrpyKma 4701 Bi4o6pa>KeHHa 
CTa4li p03BMTKy LtMBLTi3ailii B OCHOBi iCHyBaHHil mOl yieCKMTb TOTa^tbHe BMKOpMC- 
TaHHa iH(})opMaijiHHO-KOMyHiKaLtiMHMX TexHOitoriM; 

■ no-4pyre - ije KOHKpeTHo-npmoia4Ha (})opMa no6y40BM rocno4apcbKMx 
3B'a3KiB, ma 6 a 3 yeTbca Ha e^teKTpoHHiH eKOHOMiqmM B3aeM04ii; 

■ no-TpeTe - ije Hayxa, ma 40C^ti4*;ye Teopiio rocno4apcbKoi 4imbH0CTi, ma 
rpyHTyeTboi Ha MacoBOMy 3 acTocyBaHHi imJiopMamMHo-KOMyHiKamMHMx TexHO- 
yioriM. 

Ba>IGlMBO 3a3HaHMTH, mo OCHOBOK) iH^OpMaLUMHOl eKOHOMiKM e iH(})OpMa- 
ttiMHe bmpoBhmijtbo, a pMHOK Bi4irpae KnoHOBy pom b noimipeHHi iH^opMaqii. 
Pmhok iH(})opMami Ha Bi4MiHy Bi4 6y4b-moro iHinoro pMHKy (pMHKy npam, TOBap- 
hoto pMHKy, (jriHaHCOBoro pMHKy Ta iH. ) Mae cneLmcjHHHi 33 kohm, aid 4iiOTb tmbkm 
H a HbOMy. 
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lH(})opMaqiMHMM pMHOK Mae BnacHy HOMeHKnarypy TOBapiB i nociyr, oco6nn- 
Bi MexaHi3MH ix Bnpo6HnqTBa i npoqauKy Ta CBoepiqHe qiHoyTBopeHHH. ToBapaMM 
a6o nociyraMn Ha qbOMy piiHKy e: iH^opMaqiiiHi TexHonorii, iH<|>opMaqiiiHi cnc- 
TeMM, pi3HOMaHiTHi iH(})opMaLUMHi pecypcM, iH>KeHepHo-TexHiqHi nociyra, naTeH- 
tm, niqeH3ii. 

ELibinicrb 3apy6iacHMx Ta BiTHM3H>iHMx HayicoBqiB BBaxaiOTb, mo iH^opMa- 
qiwHMM pMHOK - qe cncreMa eKOHOMinHnx, opram3aqiiiHnx Ta npaBOBMx BiqHOCMH 
3 TopriBni a6o o6MiHy TOBapaMM iHTeneKTyanbHoi npaqi Ha KOMepqiMHin ochobI. 
Are, 3 Hamoi tohkm 3opy qe BM3HaneHHJi He b noBHiii Mipi po3KpMBae cyTHicTb 
iH(})opMaqiMHoro pnHicy. 

ELibin Bqa^iMM e BH3HaHeHH>i mc[)opMaqiiiHoro pMHicy, jnce HaqaiOTb A. 41am- 
ko i T. MaKapena. Bohh 3a3HanaiOTb, iqo iH(J)opM aqiiiHiiii piiHOK rbars co6oio 
cerMeHT pnHKy nociyr, aKTMBHo B3aeM04ie 3 yciMa iHiniiMM iioro CTpyKTypaMM 
3a qonoMoroK) KyniBni-npoqaxy imJjopMaqiiiHMx pecypciB, a ochobhhmm iioro 
e^ieMeHTaMn e: iHcjropMaqiiiHi npoqyKTM i nociyrM, bhpo6hhkm mc[)opMaqiMHMx 
npoqyKTiB i nociyr, iH^opMaqiiiHi nocepeqHMKH, cnocKMBani iHtjropMaqiiiHMx 
npoqyKTiB i nociyr (lopirqHHHi Ta (J)i3Mqm oco6m) [3]. 

Haii6Libm rpyHTOBHMM, 3 Hamoi tohkm 3opy, e BM3HaneHH}i iH(J)opMaqiiiHoro 
pMHKy, me HaBoqwTb Kopa6eiiHMKOB I. H. 3 iioro tohkm 3opy, priHOK iHcjropMaqiii- 
hmx nociyr - qe cncreMa eBomoqioHyronnx eKOHOMinHnx, opram3aqiiiHHx, iHtJrop- 
MaqiiiHMX, TexHonorinHnx i npaBOBiix BiqHOCMH 3 npnBoqy (JropMyBaHHH Ta peani- 
3aqii iHcJropMaqiiiHHx nociyr, ma no 6 y 40 BaHa Ha npoqecax o6MiHy iH(J)opMaqieio 
i 3H3HH3IMM, noB'maHa y CBoix TpaHC(})opMaqmx 3 piBHeM nocriHqycTpianbHoro 
po3BMTKy eKOHOMiKM i o6yMOBmoe Moqepmsaqiio BiqHocnH Ha iHmnx pnHKax, a 
t3ko>k npncKopeHHii HayKOBo-TexHinHoro nporpecy [2]. 

AodwiceHHii nocniqiB npoBiqHnx HayKOBqiB qae 3MOiy noroqnracb 3 tmm, 
iqo po3BHTOK iH(})opMaqiiiHoi eKOHOMiKM o6yMOBHB BiiHiiKHeHHsr Teopii MiacHa- 
poqHoro iHrJiopMaqiiiHoro o6MiHy (Ta6n. 1.). 



TadAuysi 1 

Teopii MiTKHapoqHoro imJjopMaqiiiHoro o6MiHy 



Teopii 


Aemopu 


HpimuHU 


A’xepexo doxody 


Qcucmopu 


Teoprn 

iH^JopMaujiMHoro 

o6Mmy 


E. rotjMjraep 
M. MaiciioeH 


E^)eKT (pe3yABTaT) 
Bi4 Mi)KHapo4Horo 
iH(j)opMaiiiMHoro 
oSMiHy 


II03MTMBHMM 
pe3yAbTaT Bi4 
iH(})opMaijiMHoro 
oSMiHy B pi3HMX 
KpaiHax 


CTBOpeHHH Ta 

p03n0BCI04»CeHH^I 

iH(j)opMaD;ii 


Teopii Mepe>K 
eKOHOMiKM 


n. 4pyKep 

M. Kacreabc 


E^)eKT (pe3yMbTaT) 
Bi4 BMKOpMCTaHHH 
Mepe^ceBoi 
eKOHOMiKM 


El03MTMBHMM 

pe3yAbTaT b 
nopiBH^IHHi 3 
Tpa4MLUMHMM 
oSMiHOM 


CTBOpeHHH Ta 
p03n0BCI04^CeHH>I 
iH(|)opMaLi;ii Ta 
3H3Hb 
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Teopii 


Aemopu 


II pmimu 


Axcepexo doxody 


<t>amopu 


Teopia 

eKOHOMiKM 3HaHb 


n. Apysrep 


E^)eKT (pe3yAbTaT) 
Bi4 BMKOpMCTaHHa 
HOCilB 3H3Hb 


II03MTMBHMM 
pe3yAbTaT Bi4 
ni4TOTOBKM 
(j)axiBu;iB b 
pi3HMx Kpai’Hax 


CTBopeHHa Ta 
po3noBCK)4aceHHa 
iH<})opMaijii,3HaHb 
Ta 40CBi4y 
(j)axiBuiB 


Teopia 

iHtjjopMaijmHoro 

nocepe4HMu;TBa 


<5. AaaeH 
M. CaHTOMepa 


E(j)eKT (pe3yAbTaT) 
Bi4 BMKOpMCTaHHa 
iHCTpyMeHTapiio 
iH(j)opMaijiMHoro 
nocepe4HMtiTBa 


II03MTMBHMM 
pe3yABTaT Bi4 
BMKOpMCTaHHa 
mcjjopMaijiMHoro 
nocepe4HMD;TBa b 
pi3HMx Kparnax 


.fllQCTb 

po3noBCH34aceHHa 

iH^opMauii 

iH^)OpMauiMHMMM 

nocepe4HMKaMM 



B cyqacHiix yMOBax ochobhoio nepeAyMOBoio KOHKypeHTocnpoMoxHocTi ni4- 
npMGMCTB CTaao BMKopMCTaHHJi iHtJropMaqiMHo-KOMymKaqiMHMx TexHoaoriw 3a 
npriHqrinoM : «lH(J)opMOBaHMM - 3HaqMTb o36poeHMM». 4oMiHyBaHH>i iH(J)opMaqiM- 
Horo pecypcy Ha4ae iioMy puc CMCTeMoyTBopeHHn, 3aB4>iKM qoMy cjryHKqioHye cmc- 
TeMa ynpaBaiHHii pecypcaMM niAnpweMCTBa. HoBa poab m(J)opMaqii o6yMOBaeHa 
ni4BHiu;eHH>iM Ti 3HaqyiqocTi aic BMpo6HMqoi cmam Ta pe3yabTaiy BiipoGHTiqTBa. 

B iH(})opMaqiMHiM eKOHOMiqi iHtjropMaqbi o6'e4Hye Bci CTa4ii MaiepiaabHoro 
i HeMaTepiaabHoro Biipo6HMqTBa, Bnpo6HMqTBa i cnoxwBaHHa. 

Heo6xi4Ho niAKpeciMTM, iqo po3noBao4xeHHJi iH(J)opMaqiMHMx pecypciB He 
MeHiii Ba^caiiBMM eTan Hix CTBopeHHH caMoi iHtJropMaqii, 60 4yxe qacTo Ha qe bm- 
TpaqaeTbCii Biabine (jriHaHCOBMx pecypciB i qacy. Oco6aMBo qe crocyeTboi By3bKO 
cneqiaai30BaHMx iHcjropMaqiMHMx cwcTeM. 

Ha BiqMmy Biq MaTepiaabHoro BMpo6HMqTBa, 3a40B0aeHHJi iH(J)opMaqiMHMX 
noTpe6 BMCTynae m po3no4ia OTpwMaHoi iHtJropMaqii Mix cyG'eKTaMii iH^opMa- 
qiMHoro priHKy. BpaxoBytoqn qe, BMKopMCTaHHJi iH(|)opMaqii b cyqacHiii eKOHOMi- 
qi Bi46yBaeTboi qepe3 CTBopeHHii Ta BMKopiiCTaHHH 6a3 qaHwx, po3po6Ky hobmx 
iH(J)opMaqiHHMX TexHoaoriii Ta iHc[)opM aqiMHHX npoqyKTiB, iqo npM3B04MTb 40 
iHTeHCHBHoro m(J)opMaqiMHoro po3BMTKy cycniabCTBa. 

lH(})opMaqiMHMM piTHOK ocaaqaeTboi i3 pi3Hiix (JropM i BM4iB, Ta xapaKTepn3y- 
eTbca BeaMKoio KiabKicTio eaeMeHTiB. 

Cepe4 ochobhitx eaeMeHTiB iHcjropMaqiMHoro pwHKy MoxHa bmammtm Ha- 
CTynm: 

■ npoAyKTM iH(})opMaqiMHoro pnHKy; 

■ BHpo6HMKM npoAyKTiB iHcjropMaqiMHoro pMHKy; 

■ nocepeAHMKM, iqo 34iiicHioiOTb o6m1h npoqyKTaMM iHcjropMaqiMHoro piiH- 
K y; 

■ cnoxiiBaqi npoqyKTiB iH(J)opMaqiMHoro piiHKy. 

Ak CBiAHMTb aHaai3, npoBiqm BiTHM3H>iHi Ta 3apy6ixm HayicoBqi 40 m(J)opMa- 
qiMHOTO pMHKy BiAHOOITb: 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



472 



Section 6. Informative and Institutional Concepts of Regional Development 



■ BMpo6HML(TBO M o6m1h 3HaHH>IMM i HOBOBBe/teHHiIMM, BIGHOHaiOHM BMKO- 
pMCTaHHa i po3po6Ky; 

■ nourapeHHii iHtJropiviaqiMHMx npo4yKTiB i CTBopeHHa cyqacHMx KOMytiiKa- 
IjiMHMX CMCTeM; 

■ iH4ycTpiio nepepo6KM i nepe4a i ri iH(J)opMaiuMHMx npo4yKTiB; 

■ iH4ycTpiio peicaaMM i peioiaMHoro cepBicy; 

■ 40 Bi 4 K 0 Be m iH(|)opMaL(iMHe o6ciyroByBaHH>i; 

■ 6aHKiBCbKy 4i5LihHicTb i CTpaxyBaHHH. 



OopMyBaHH3i m(J)opMaqiMHoro pwHKy noHaTtooi 3 cepe 4 MHH 50- x pp. XX cto- 
7tiTT>i. B tom nepio4, nepuiMMM KopMcryBanaMM iHcjropMaqiMHMx npo 4 yKTiB 6 yB 

BiMCbKOBO-npOMMC^LOBMM KOMIMeKC p03BMHyTMX KpaiH CBiTy Ta BHeffl y ra^ty3i Ha- 
yKM i TexHiKM. U[i npo4yKTM po3po6;i>LiMai Ta noiimpiOBa^Mai npotJreciMHMMM Ta 
HayKOBO-TeXHiMHMMM iHCTMTyqblMM, HaBMailbHMMM 3aiGia4aMM Ta 4ep*;aBHMMM 
yCTaHOBaMM. 

B 60-x - 70-x pp. XX CTO^tiTTii pmhok iH(})opMaL(iMHMx nociyr Ha6yB 6Libm 
uiMpoKO po3BMTKy. 3 '>ibm^moi e^ieKTpoHHa o6po6Ka i nepe4ana iH(J)opMaqii, iH- 
TeHCMBHe po3noBCK)4*;eHH>i KOMn'iOTepHoi TexHiKM b 6araTbox ra^iy35ix eKOHOMiKM 
CnpMiLlO aKTMBHOMy BMKOpMCT3HHIO iHcjTOpMaqii, 3IKa MiCTM^ad B 6a3ax 43HMX. 

nOMaTOK 80-X pp. Bi43HaMMBOI He6yBa^LMM P03BMTK0M M 06 a^bHMX MepeCK ne- 
pe 4 aMi 43 hmx. Pmhok iHtJropMaqiMHMx npo 4 yKTiB Ha6yBae ktk>hoboto 3HaHeHHH b 

p 03 BMTKy CBiTOBOl eKOHOMiKM, 3 KTMBHO BTMMBae Ha n^npMeMHMIJbKy 4 iMbHiCTb, 

cyTTEBo ni4BMin;ye KOHKypeHTocnpoMoxmcTb ni4npMeMCTB b 6y4b->iKiM ajrepi. 

nOHa^LM CTBOpiOBaTMOI HaqiOHa^bffl Ta Mi)KHap04Hi iH(|)OpMaLtiMHi CMCTeMM, 
3 KTMBHMMM CnO>KMBaqaMM iH(J)OpM aijiMHMX np04yKTiB CTa^lM npOMMClOBi Ta TOp- 
riBe^ibHi n^npMEMCTBa, <|>iHaHCOBi Ta 6 aHBdBCbKi ycTaHOBM. 

BpaxoByiOHM LqHHicTb iHtJropMaqii Ta nocriMHy noTpe6y b mil, bmhmk nonMT 
Ha (JraxiBtuB, ^Ki npotJreciMHo 34iMCHioiOTb iH<l>opMaqiMHe o6oiyroByBaHH>i cnocKM- 
BaniB Ha KOMepqiMHiM ochobl ^Ik pe3y^tbTaT, 3'>iBMyiMai cneiuaiii30BaHi iH^opMa- 
qiMHi CAyy^lm. 

Cboro4Hi, 85% npo4a)Ky iHtJjopiviaqiMHMx pecypciB npnna4ae Ha 6i3HecoBMM 
CBiT — m apKeTMHroBi dyacdM npoMMdOBMx (})ipM i (jriHaHCOBMx ycTaHOB. 3ara- 
aom, cno)KMBaHaMM BMCTynaiOTb Bci rpynn cneqia^iicTiB. 

OCHOBOK) CTBOpeHHil iH(J)OpMaqiMHMX np 04 yKTiB 6 mcjxipMaqiMHi pecypcM. 
lH(|)opMaqiMHMM npo4yKT - cyKynHicTb neBHoi irajjopMaqii, ma CTBopeHa ii BMpo6- 
hmkom 4^>i nouiMpeHHii b HeMaTepi&TbHiM c|)opMi Ta e pe3y^ibTaTOM iHTe^eKTydb- 

HOl 4i5MhHOCTi ^LI04MHM. 

HaqioHa^ibHe rocno 4 apcTBo 6 y 4 b-HKoi KpaiHM b cynacHMx yMOBax He Mocxe He 
BpaxoByBaTM 3HaHeHH3i iHcjropMaqiMHoro npo 4 yKTy 60 HaKonMqeHHa, CTBopeHHa i 
po3noBCi04)KeHHJi iH(j)opMaqii 6a3yeTbd Ha BMKopMCTaHHi KOMn'iOTepHoi TexHi- 
KM, Mepexi iHTepHeT, Te^eKOMymKaqii i 3B'.si3Ky. 

BapTo ni 4 KpeoiMTM oco6^MBocTi, iqo Bi4pi3H>noTb iH^opMaqiMHMM npo 4 yKT 
Bi4 iHUIMX TOBapiB. 4,0 HMX Bi4HOdTbOi: 
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■ HepyMHiBHMM xapaKTep cnoacMBaHHa iH(J)opMaqiMHoro npc>4yKTy; 

■ Bytcyrafl MoacaMBicTb oqiHKM pea^tbHoi BapTocri iH(J)opMaqiMHoro npo4yK- 
Ty; 

■ iHtJjopMaijiMHiH npo4yKT y npoqeci cnoaoiBaHHa He BTpanae CBoe’i cno- 
TKMBqoi BapTOCTi, xona qiHHicTb Moace 3MeHinyBaTMCb; 

■ cno>KMBaH (noKyneitb) He e 64mhhm BaacHMKOM iHcjropMaqiMHoro npc>4yK- 

Ty; 

■ imye MO)KyiMBicTb BiiKopiicraHHa iH(J)opMaqiMHoro npc>4yKTy BaraTbMa 
cnoiKMBaHaMM - KopMCTyBanaMM iH(J)opMaqii. 

riocTaHa^bHMKaMM iH(J)opMaqiHHnx npo4yKTiB e: 

■ qeHTpH, b rkux (})opMyiOTboi, HaKomiqyiOTboi , 36epiraiOTbca i po3no4i- 
AtnoTboi 6a3M 4aHxix; 

■ (MyatSii TeiteKOMyHiKaqii, o6MiHy Ta po 3 noBCi 04 aceHHa iHcjropMaqii; 

■ qeHTpn, b axi Ha4X04MTb iH<|>opMaqia 3 neBHoi C(J)epM 4ia,ibHOCTi 4ita i'i 06- 
Po6km, y 3 ara^tbHeHHH i oqiHKM (6aHKM, 6ipad, KOHca^tTMHroBi (|)ipMM); 

■ KOMepqiMHi KOMnaHii. 

CnocKMBaHaMM iH<|>opMaqiMHMX npo4yKTiB BMCTynaiOTb pi 3 Hi (J)i 3 Mqm Ta 
K>pM4Mqm oco6m, aid 3aMMaiOTbca niqnpMeMHMqbKOio qiaabmcrio. 

06 'eKTOM KyniBm-npoqaacy Ha pMHKy iH(J)opMaqiMHMX npo4yKTiB e m(J)op- 
Maqia, aKa aK i 6y4b-aKMM muinii TOBap noBMHHa Majii KopwcHicTb. CnoacMBan 
iH^opMaqii He 3 aBac 4 M Moace 06'eKTMBHo oqiHMTM i"i KopwcHicTb. Pea^tbHy Kopnc- 
HicTb Bi4 oTpiiMaHHa iH(J)opMaqii BiH Moace oqiHMTM ^tMuie b npoqeci Ti bmkopmc- 
TaHHa Ta nepepoBioi. OcKLibKM, 06'eKTMBHo oqiHMTM axicTb «iH(J)opMaqii» aK to- 
Bapy 4yace BaacKO, TOMy b neprny nepiy Bi46yBaeTbca cy6'eKTMBHa Ti oqiHKa. ToMy, 
npn npMMHaTTi pimeHHa npo noKynxy iH(J)opMaqii Ha nepuiMM n^taH BMX04aTb Ti 
3 MiCTOBHi XapaKTepMCTMKM. 

3HaqeHHa iHtjiopMaqiMHoro npo4yKTy no^tarae b TOMy, iqo Bin noBMHeH 6yTM 
npM4aTHMM 4Aa npMMHaTTa ynpaBmHCBKMX pirneHb Ha niqnpMeMCTBi i erJreKTMB- 
ho BMKopMCTOByBaTMCb b npoqeci KOHKypeHTHoi 6opoTb6H. IJ^boro MoacHa 4ocarm 
Aiime aKiqo iHcjropMaqia e 40 CT 0 BipH 0 i 0 / 4ocTynHoio Ta aKTya^tbHoio. 

ripo4yKTM Ha iH(J)opMaqiMHOMy pMHKy MaiOTb cneqMrJnqm niqxoqM 14040 
(JjopMyBaHHa qiHM. B oCHOBi (JropMyBaHHa qiHM TteacMTb cniBBi4HouieHHa nonw- 
Ty i npono 3 Mqii, Heo6xi4HicTb Bi4UiK04yBaHHa BMTpaT Ta OTpiiMaHHa npnByTKy. 
iipoTe, qiHHicTb iHcjropMaqiMHoro npo4yKTy BMMipioeTbca iHuiMMM xapaKTepnc- 
TMKaMH Hiac qiHHicTb 6y4b-aKoro TOBapy cnoacMBnoro npM 3 HaneHHa. BpaxoByiOHM 
qe, KopircTyBan qnx npoqyKTiB ocHOBHy yBaiy 3 BepTae Ha pe 3 y^tbTaT, aKMii 6yqe 
OTpiiMaHO Biq KopwcHOCTi OTpwMaHoi iH(J)opMaqii npn npMMHarra ynpaBmHCBKO- 
ro pimeHHa, iqo b ManByTHbOMy npw 3 Be 4 e 40 36 LibmeHHa npM6yTKy i oTpiiMaHHa 
KOHKypeHTHwx nepeBar Ha pMHKy. 

ni4npMeMCTBa-BMpo6HMKM iH(J)opM aqiMHHx npo4yKTiB 3acTOCOByiOTb ciiqy- 
iohm niqxoqM npw (JropMyBaHHi qiH: 
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■ npc>4yKTOBMM niqxiq, mo 6a3yeTBca Ha cneqMcjriqi KOHKpeTHMx iH^opMa- 
niiiHMX npoqytcriB; 

■ iHCTMTyqiMHMM ni4xi4, mo 30cepe4)Kye yBaiy 6e3nocepe4HBo Ha Biipo6HM- 

Kax iH(})opMaL4HHMx npo4yKTiB; 

■ ynpaBxtiHCBKMM ni4xi4, rkiiu 3acTocoByeTboi npn po3po6qi qiHOBoi mpa- 
Terii iiiAaxoM od'eqHaHHa 4 box nonepe4Hix ni 4 X 04 iB. 

Heo6xi4HO 3a3HaqwTM (JraKTopn, aid BnxLHBaiOTB Ha (JropMyBaHHii qiH Ha iH- 
(JropMaqinHnx npo4yKTM: 

■ aHaxu3 nonwTy i npono3Mqii Ha iH(J)opMaqiMHMM npo4yKT; 

■ oqiHKa aKOCTi iH(})opMaqiMHoro npo4yKTy; 

■ HaaBHicTB eKOHOMiqHoro e(})eKTy(eKOHOMiqHoro pe3yxiBTaTy) y cnoTKMBana 
iHcjropMaqinHoro npo4yKTy; 

■ po3paxyHOK BMTpaT Ha BiipodHMqTBo i peaxu3aqiio iHcjropMaqiMHoro npo- 
4yKTy; 

■ Bii3HaqeHH>i BepxHBoi Ta htdkhboi Mead qiH Ha iH(£>opMaqiMHMM npo4yKT; 

■ qLii ijiHoyTBopeHHJi; 

■ aHaxu3 30BHiuiHBoro Ta BHyTpiuiHBoro cepeqoBMiqa; 

■ aHaai3 qiH KOHKypeHTiB; 

■ Bn6ip MeT04y qiHoyTBopeHHa; 

■ po3po6ica Ta Bn6ip CTpaTerii po3noBao4aceHHa iH(J)opMaqinHnx npoqyKTiB; 

■ oqiHKa Ta BpaxyBaHHii BiMMBy eTany ckhtteboto qraoiy Ha qmy iH(J)opMa- 
qiriHoro npo4yKTy; 

■ po3po6ica CMCTeMM 3HwacoK Ha iH(j)opMaqiMHi npoqyKTH. 

B KOHKypeHTHOMy cepeqoBHiqi, axe acaaaoca Ha pnHKy iH(J)opMaqiHHMx npo- 
4yKTiB npoqec (JropMyBaHHa qiHM e BaaoiMBiiM 3aB4aHHHM, axe nocriMHO BHHMKae 
nepeq bmpo6hmkom qnx npoqyKTiB. ToMy Biq ycniuiHoro BMpimeHHa qBoro nn- 
TaHHa 3aaeacMTB roaoBHa MeTa niqnpiiEMCTB-BHpoSHHBdB iHtjiopMaqiMHoro npo- 
qyKTy - OTpMMaHHa daacaHoro npndyTKy Ta qocaraeHHa KOMepqinHoro ycnixy. 

^ocaiqaceHHa ocodaMBocTeii Ta 3HaneHHa mc})opMaqiMHoro piiHKy b po3BH- 
TKy BiTqM3HaHoi eKOHOMiKM 403Boaae CTBepqacyBaTM, mo 4 ah npncKopeHHa npo- 
qeciB (J)opMyBaHHa Ta po3BMTKy piiHKy iH(J)opMaqiMHiix npoqyKTiB HeodxiqHo Bpa- 
xoByBaTM HacTynHe: 

■ CTBopeHHa eaeKTpoHHo-MepeaceBoi m^opMaqinHoi 6a3M npn aKTHBHOMy 
BMKopMCTaHHi Ta posnoBaoqiaceHHi iHTepHeT-pecypciB, mo6Ltbhoto 3B'a3Ky, Teae- 
KOMyHiKaqiwHMx Mepeac, hobmx iH(J)opMaqiMHMx TexHoaoriii; 

■ 36LiBmeHHa nonHTy Ha iH^opMaqinm npoqyKTM iiiasixom npnqdaHHii 
KOMn'iOTepiB, inmoi HeodxiqHoi TexHiKH Ta odaaqHaHHa, nporpaMHoro 3a6e3ne- 
neHHa 3 a paxyHOK xti3MHTOBMx onepaqiw, mo aKTMBi3ye Ta noaermye npoqec ’ix 
npiiqdaHHa Ta BHKopncTaHHa; 

■ po3BMTOK piTHKy CTpaxyBaHHii iH(J)opMaqiMHHX npoqyKTiB; 
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■ noctMeHRa poui /tepcicaBM b po3BMTKy mrJiopMaLUMHoro pMHKy, BMpohHM- 
L(TBi Ta p03n0BCI04>KeHHi iH(})OpMaLtiHHMX np 04 yKTiB B pi3HHX CetCTOpaX BiTqM3Ha- 
HOl eKOHOMiKM. 

IJ^e 403BCMMTB n^BMLLtHTH e(})eKTMBHiCTb nUtnpMeMHMLtbKOl 4HLlbHOCTi Ta 
36LlbIIIMTM KOHKypeHTOCnpOMOCKHiCTb BiTqM3HaHMX ni4npM6MCTB. 

OT>ICe, MO>KH3 3po6HTM BMCHOBOK, 11(0 B OCT3HHi pOKM B^yBaeTbCa 4HHaMW- 
hmm npoijec po3BMTKy «iH(|)opMaLtiMHoi eKOHOMiKM» b yMOBax ruo6aui3aiui , ni4- 
BMIIieHRH BnUMBOBOCTi CBiTOBMX 7ti4epiB - BMpo6HMKiB iH(})OpMaL(iMHMX np 04 yKTiB 

Ta MacoBoro BiiKopircTaHHa ix b rocno 4 apcbKiM 4 buibH 0 CTi nytnpMeMCTB. 3pocTae 
TexHiqHa i npaBOBa moxumbIctb 40 CTyny 40 uinpoKoro Koua 4 *:epeu iHtjjopMaipi. 
iH^opMaqia Bee uacTime BMKopncroByeTbai m eKOHOMiuHMM pecypc 3 MeToio ni4- 
BMLLteHRH e(|)eKTMBHOCTi 4 iaylbHOCTi Ta KOHKypeHTOCnpOMO>KHOCTi ni 4 npM 6 MCTB, 
CTae npe 4 MeTOM MacoBoro cnosKMBaHHJi, iHTeHCMBHo (JiopMyiOTbai rauy3i mcjiop- 
MaLtiMHoi iH 4 ycTpii, 5iKi, 40 toto >k, po3BHBaiOTbca 111 BM 4111 MMM TeMnaMM Hi>K Tpa- 
4 ML(iMHi rauy3i. 

C(})opMOBaHo iH(|)opMaLtiHHy iH 4 ycTpiio / ma 3aMMaeTbca bhpo6hmi(tbom, 
36epiraHHaM, noiiiMpeHHaM, nepe4aueio iHcJropMaqii. Ebi iH4ycTpla 34incHioe no- 
TyCKHMM BnUMB Ha iHUli CeKTOpH HaiRoHaUbHOi eKOHOMiKM, CTMMy^LIOe npOLteCM 
TexHOTtoriqHoi KOHBepreHihi, no3MTMBHy 4MHaMiKy po3BMTKy nUtnpMeMCTB. Cbo- 
T 04 Hi, iH(j)0pMaLUMHi np 04 yKTM CTaUM HeBi4'eMHOIO qaCTMHOIO BMpo6HMHMX CllA, 
mi BM3HaqaiOTb TexHOuoriuHy, eKOHOMiqHy, coihaubHy KOHKypeHTocnpoMo>KHicTb 
KpaiHM, to6to e pymiMHMM MexaHi3MOM (JiyHKLtioHyBaHHii Ta po3BMTKy cycnLib- 
CTB3. 
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Abstract 

The paper deals with the role of our country's image in the international arena 
and the reasons causing its formation. The authors have determined integral parts 
of the image of Ukraine, its positive and negative components. The basic indicators 
of the country's image illustrating its objective content are analyzed. The ways of 
optimizing the image of Ukraine are put forward. 

Keywords: image of the country, the factors forming the image of the state, the 
integral parts of country's image performance, means of communications, political 
technologies, information space, Russia-Ukraine conflict. 

T he more rapid development of global information background revealed for 
leading world states the significance of positive image of a state in the world, 
the creation of such an image in global information space which becomes an 
important and necessary integral part of foreign policy and national security, the 
information capital, necessary for possession all other "capitals", the human and 
intellectual capital first of all. At the same time, a negative image or lack of the 
image in general, poses a serious threat for a state trying to be competitive at the 
international scene. According to experts, the image of any state depends first of all 
on the level of correspondence between internal socio-political, economic, social, 
demographic and cultural situation and interests and expectations of national and 
international community. The positive image in particular, is to demonstrate cor- 
respondence of a state's political system and recognized democratic standards [3]. 

The image of a nation as a subject for research, was studied due to necessity 
to clearly define between "ours" and "not ours, strangers" and to create an 
image of the enemy basing on stable ideological stereotypes, often unreal and 
artificially produced [1]. After gaining independence, new post-soviet states faced 
an acute problem to overcome such stereotypes and create a positive convincing 
and characteristic image in world policy and among international community. 
In Ukraine in particular, the coordination of positioning technologies and their 
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assessment was dealt with by the Ministry of Foreign Affairs, State Committee of 
Tourism, State Agency on Investments and National Projects of Ukraine, specialized 
departments of governmental structures, O. Razumkov Centre of Economic and 
Political Research, Ukraine's Agency of International Development, corporative and 
non-governmental structures of the state. 

Tendencies and results of Ukraine's positioning in the international arena 
were studied in the papers of national scholars as A. Gutsal [4], M. Pashkov [16, 
17], V. Chalyj [23], T. Pashukova [18], S. Gnatyk [2] and foreign researchers as well. 
Thus, Professor R. Sonders from New York University wrote his article, exactly for 
"Foreign Affairs" edition, on the state brand of Ukraine where the central idea was 
formation of international positive image of Ukraine while determining its main 
values and deeply rooted foundations which direct socio-political development of 
the state, as this positive image in mass consciousness of both internal and external 
audience is a necessary integral part for effective promotion and realization of the 
state's national interests [20]. 

In their papers experts conclude that in Ukraine there is lack of clearly 
formulated and consecutive state image-making policy which would have been 
cemented by the national idea, unanimously accepted by all the strata of the society 
[18]. It is because of discrepancy of many official information events and real state 
of affairs in the state, distrust spread in world information space towards official 
Kyiv and Ukraine as a state [18]. 

Image-making campaign, as experts mention, has to be necessarily based on 
the formed in international consciousness core generalized image-idea of the state 
which in its turn must be understandable, positive and maximum laconic. The main 
associated with it instrumental integral parts of the state's international image are 
considered to be a) investments climate; b) touristic potential and corresponding 
infrastructures; c) social characteristics (level of life, security, level of human 
development etc.); d) national symbols (world widely known representatives of the 
state, historic events and places, stars, brands and so on); e) image of governance 
and/or state leaders. 

The image of Ukraine in global information space was determined by a 
number of controversial factors of both internal and external origin which are rather 
influential for acceptance of Ukraine as an international actor. Being causally-and- 
effectively connected these factors are forming political, diplomatic and external 
economic grounds for the development of Ukrainian state and society on the one 
hand; on the other hand they become uppermost in the minds of the outside world 
exerting influence on the level and intensity of relations with leading structures, 
business, organizations of civic society of Ukraine. Since Ukrainian politicum and 
public opinions were for a long time ideologically split as to their attitude towards 
strategies of political system reforming, economic transformations and foreign 
political orientations of Ukraine, the foreign world had no possibility to clearly see 
prospects for the national development of the country. 
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The image of Ukraine was determined by the following characteristics: 
domination of oligarchy in the bodies of state power which was formed on the 
distribution of state property of industrial period, mainly raw materials (extractive 
industry, metallurgy); raiders; corruption; neglect of constitutional principles 
of power division; neglect of citizens' rights; failure of state bodies to execute 
legislation on social protection of the population; reduction by the employers of 
constitutional rights of hired workers; great increase of economic differentiation 
between the rich and poor and so on [19]. 

Today the main elements of Ukraine's image are mainly connected with civil 
recalcitrance of Euromaidan participants and Russia-Ukraine conflict. The events of 
November 2013 - February 2014 are known in the world as Revolution of Dignity, 
as a proof of European aspirations of Ukrainian society. 

September 2014 was marked by two significant events which were potentially 
able to stop the rise of crisis tendencies and mark the crucial moment in socio- 
economic development of Ukraine. It is first of all the ratification of the Treaty on 
Association with the EU and the governmental approval of the Plan of Measures 
on its implementation up to 2017 and, secondly, the presentation of Strategy of 
Reforms-2020 by the President of Ukraine. Taken together, they create certain 
conditions for abandoning the so-called "policy of short-term horizons" which up 
to recently was the Achilles heel of Ukrainian statehood, and forming strategically 
oriented policy of long-term transformations necessary for Ukraine to occupy its 
proper place in the world and European space. 

The positive image of the state in the eyes of its citizens is able to consolidate 
a state-making nation to oppose any external influence, to unite them to secure 
constant purposeful social development in unity, and to improve self-identification 
of the population as a single nation, a community, despite their ethnic origin and 
property status of its subjects. In this case, the destructive technologies of state 
image by its opponents, are successfully neutralized or met by adequate opposition 
of the people leading towards their consolidation. One of really positive results of 
Euromaidan is the fact that the world started to clearly distinguish between the 
Ukrainian power and Ukrainians [6]. 

On the other hand, Ukraine has become an embodiment of world war threat 
and a challenge towards the world order. As a result of Russian Aggression in 
Crimea and later in the East of Ukraine, the system of international agreements 
is destroyed, as well as the post-war security system, the division lines appeared 
again in Europe. Positioning of the states on Ukrainian problem has divided the 
world into the two opposing groups - Russia and USA and allies using military 
rhetoric [8]. So Ukraine has turned into a factor of instability, a source of various 
threats, and thus appeared under special attention by the international community. 

As a state important geopolitically and corresponding geopolitical interests 
of neighbouring states Ukraine was, for a certain period of time, in the focus 
of influence of integration projects of both the European Union and Russian 
Federation. Fundamental differences with Russia are mainly caused by differently 
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vectored courses of the two states - by the Euro-Asian course of Russia and 
European one of Ukraine. On the one hand, the Association Agreement with the 
EU was prepared, on the other hand, Russia actively tried to attract Ukraine to the 
system of Russian integration unions - the Customs Union, Single Economic Space, 
Euro-Asian Economic Community, Organization of Collective Security Agreement 
and Euro- Asian Economic Union. Realization of the Association Agreement with 
the EU would give Ukraine competitive privileges in the process of continental 
integration. Rapid adaptation to European norms and technical regulations as 
more progressive ones, became an incentive for modernizing national economy, 
improvement of social supply system. A chance appeared to strengthen national 
positions in the regional division of labour, to secure own export niches and in the 
future to increase volumes of production. Here Ukraine tried to balance its western 
vector by means of creation Free Trade Zone with the CIS and realization "3+1" 
formula in its relations with the Russian Federation and the states of Euro-Asian 
Union which was being rapidly created. 

In the complicated geopolitical situation, for Ukraine, located on the cross 
roads of strategic interests of great states, it is worth following the "dynamic 
balance of powers" concept. However, under conditions of intensification of global 
competition, such tactics of Ukraine caused an opposite result. Objectively Ukraine 
was put to face the choice of priority direction of integration, and that choice was 
not stipulated by economic considerations only. In fact it was a civilized alternative 
of Ukraine, the choice of fundamental values of its further development which 
simultaneously create foundations of a renewed image-making strategy of the 
state. Either Ukraine would join the EU project uniting European states by means 
of democracy and Law, or it would become a participant of initiated by Russia 
associations of post-soviet states with transitional economies, mostly authoritarian 
political regimes and numerous problems in the field if democracy. 

In the Law of Ukraine "On the Foundations of Internal and Foreign Policy" 
approved by the Verkhovna Rada on July 1, 2010, it is stressed that one of the 
main features of Ukraine's foreign policy is "securing integration of Ukraine into 
European political, economic, legal space aimed at gaining the European Union 
membership" [9]. At the same time, in contemporary history of Ukraine there is 
more than one example of the strategic course alteration caused by political situation 
which imposed negative impact on Ukraine's international image. The beginning 
of Ukraine's crisis was formally caused by the President's giving up signing the 
Association Agreement with the EU. A fast turn towards the Customs Union put an 
end to all hopes of the active, thinking part of Ukrainian society for a democratic 
development of the state based on European values, and to personal expectations 
correspondingly. 

At the beginning of the crisis, social stratification of the population reached a 
critical level. According to experts' estimations, the difference of incomes among 
"decimal" groups, i.e. 10% of the richest and 10% of the poorest Ukrainians, made 
up 35 times as much. At the beginning of 2013 Ukraine (and Russia as well) occupied 
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the first position in Europe as to the number of people having enriched themselves 
rapidly - 397 persons possessed assets of over $ 30 min. A great number of the 
population living beyond the line of poverty (according to the UN data, 80% of 
Ukrainian population are poor), significant differentiation of incomes lead not only 
to grave economic consequences, but also to the violation of democratic foundations 
of market economy, human rights for a normal life. This index (decimal coefficient) 
of 10:1 is recognized as evidence of a possibility for social instability to emerge and 
as critical for national security [12, p. 62]. The most active and productive part of 
Ukrainian population - entrepreneurs, workers were ready to embark on the path 
of protest. 

The Russian Federation possessed a complete set of effective instruments on 
forming and promoting a positive image of the own state to Ukrainian, European 
and world information, cultural and educational spaces. RF strategy of information 
influence on the post-soviet space is grounded in the so-called doctrine titled 
"Russian world" which is not an official document, but it concentrates moods 
of active supporters of a special way and a messiah role of Russia. The doctrine 
envisages Russia's turning into "a world state and a centre of united east Slavic 
lands, artificially disunited in 1991" [21]. That is, according to the doctrine, Russia 
professes ideology of returning and uniting of those territories of historical Russia, 
which it has, as it is stressed in the document, a historical and moral right for. 

A search for the own way of development by Ukraine considering a European 
experience in particular, gave rise to information counteraction by Russia. In these 
conditions within the context of information positioning of Ukraine, the impact of 
the Russian factor becomes especially contradictory, and the factor itself turns into 
an instrument of political and ideological struggle for domination on post-soviet 
space. 

Traditions, advantages and great-power mentality of the majority of Russian 
political elite determine the scale and intensity of RF information influence on 
Ukraine. The Russian Federation has no intentions to join the EU, it does not 
share its values, but it actively promotes its own cultural heritage, forms a net of 
cultural centres, expands the presence of the Russian state in European and world 
information space. Thus in 2005, the activities of the first state twenty-four-hour 
English-speaking TV-channel 'Russia Today' were started which has its own offices 
in all main capital cities all over the world as well as in RF regions, and whose 
programs are broadcast to all continents except South America in 32 languages. To 
organize and secure purposeful coordination of efforts of different state institutions 
and structures, the Federal Agency on the CIS affairs was created in 2008 for the 
countrymen living abroad, and on the international humanitarian collaboration - 
'Rossotrudnichestvo'. The Agency is subordinate to the RF MFA and carries out 
its activities through representations or representatives of diplomatic missions in 
74 world states; in total there are 83 sub-departments of the Agency including 58 
Russian centres of science and culture, closely cooperating with non-governmental 
Russian and international organizations including 'Russian World' Fund, Russian 
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Fund of Culture, International Council of Russian Countrymen and so on (in 
general there are over 70 partners-organizations including agencies ITAR-TASS, 
RIA 'Novosti' and radio station 'Golos Rossii', 'Russki Viek", "Russkaya MysT, 
'Russki Mir' magazines etc.). 

On November 9, 2013, the Decree of Russian President Ns 894 "On some 
measures on the improvement of state mass media activities" was published, 
which envisaged a set of measures such as abolition of RIA "Novosti" state agency 
and "Golos Rossii" radio station, and creation of "Rossija Segodhia" international 
agency instead, the main task of which is to be "the interpretation abroad of the RF 
state policy and public life". As Russian experts consider, these actions of Russia 
were caused by the political situation in Ukraine and are aimed at promotion and 
improvement of the image of Russia abroad. 

Information space of Ukraine was highly dependent on Russia being filled 
with Russian mass media. In fact, Ukraine entered the international scene being 
informationally unprotected, as all former soviet mass media bodies abroad 
remained in RF use, while Ukraine had no means and possibilities to establish some 
mass media network abroad (though nowadays the situation has changed for the 
better), because to succeed in international life and exert a positive influence on the 
image of the state it is necessary to have own information resource and means of 
information security. 

The aspects of information space security of Ukraine were dealt with in the 
document titled "Report of the CNS of Ukraine on ensuring national security in 
information sphere" [5], where attention was paid to the potential and effectiveness 
of other states' expansion, able to destructively influence on Ukraine's internal 
and external image and on the process of its formation. It was mentioned that 
certain parts of Ukrainian territory, especially littoral areas, are almost inaccessible 
for Ukrainian speakers as those areas remain under information influence of the 
neighbouring states, which causes the spread of biased interpretation of internal 
political processes and external political actions of Ukraine at the international level. 

Thus, in the western littoral area, information production of 83 radio stations 
of the three neighbouring states - Slovakia, Poland and Hungary - is spread hors- 
concours in fact, while in the eastern littoral area the possibilities for Ukrainian state 
TV and radio programs are much weaker in the RF than for Russian programs in the 
east of Ukraine. It is caused by lack of adequate technical basis to expand Ukrainian 
TV and radio programs in neighbouring states, while activities of "Golos Rossii" 
and "Sodruzhestvo" exceed several times the broadcast of Ukrainian state radio 
programs considering the amount of information and the capacity of network. 

For 23 years of its independence Ukraine failed to create an effective 
information network to spread information about itself. The situation of "Radio 
Ukraine" may serve as an example, which could have performed as a "window" of 
the state as, for instance, "Voice of America" or BBC, "Deutsche Welle" or "France 
Internationale", because "Radio Ukraine" is broadcasting in four languages only 
(to compare: "Voice of America" - 50 languages, "Golos Rossii" - 32 languages). 
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Because of this, the situation is evident, that Ukrainian events are commented and 
informed about mainly by foreign information services and agencies having their 
own vision and critical remarks. 

According to analytical research, in Ukraine about 80% of air time is filled in 
by production of non-Ukrainian origin [13]. They are forming an image mainly in 
international, external space, though are accessible for Ukrainians chiefly through 
cable television and Internet. A generalized view of European countries is presented 
by 'EuroNews' channel, 'RTVT channel broadcasts the USA and Israel position. In 
eastern littoral zone and on Ukrainian territory in general, transmissions of leading 
Russian TV companies (ORT, RTR, NTV) are widely spread, whose programs are 
of anti-Ukrainian nature [13]. Purposeful information-psychological actions of anti- 
Ukrainian character are realized by elaborating, preparing and spreading negative 
information-psychological affects when special means and methods of influence 
are used capable to block people's free will at subconscious level [14]. 

Information expansion reached its aim concerning propagandist influence on 
consciousness in traditionally pro-Russian regions - the East and South, and also 
in Donbas. In early 2014, 69 Russian TV channels were transmitting to Ukraine, 
1176 Russian-language periodicals were published on Ukrainian territory. Only 
as late as September transmissions of 15 Russian TV channels were discontinued, 
demonstration of contemporary Russian films glorifying Russian force structures 
was forbidden [19, p. 13]. 

Russian aggression in Crimea and Donbas accompanied by strong information 
attacks, led to negative results - the "traumatic experience" and "confrontational 
watershed" were formed in people's consciousness in both states. In experts' 
opinion, this unprecedented alienation will for a long period of time determine the 
contents and nature of bilateral relations and exert a negative influence on Ukraine's 
image [19, p. 13]. 

The important aspect of Ukraine's positioning in international relations is 
considered the formation and promotion of the investments image which is realized 
through the strategies of international investments cooperation [7]. 

Investments positioning is regarded as follows: 

■ the policy of image-making aimed at creation of a unique and competitive 
investments image at the international scene, while the factor of investments 
positioning is the influence on international cooperation (foreign policy of the 
state, its interaction at the level of integration unions, participation in international 
forums, promotion of investments image at the international level); 

■ influence on financial and economic relations (investments policy, forming 
of investments port folio, "investments umbrella"); 

■ influence on public opinion and public relations (use of technologies of 
investments positioning vertically and horizontally by government structures); 

■ influence on domestic policy (propaganda of political factors of investments 
positioning in the society). 

Characteristics of investments positioning are considered as: 
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■ geographical parameters (geographical location, size of the territory, 
geopolitical characteristics); 

■ demographic parameters (number of the population, level of urbanization, 
structural peculiarities - age, ethnicity, religion etc.); 

■ political parameters (political and administrative structure of state and 
society, stability of political system, political reputation in international relations); 

■ economic parameters (economic policy, provision with natural recourses, 
level of technologies development, potentials of industrial and agricultural 
production, professional level of labour recourses considering geopolitical factors); 

■ military parameters (arms forces, military capacities in complex, current 
state of arms forces and military organization in general, military traditions); 

■ scientific and technical parameters (scientific and military potential, 
innovation recourse, level of infrastructure, use of information communication and 
other types of high technologies); 

■ historical parameters (historical reputation of the state as a subject of 
international relations); 

■ psychological parameters (historically determined mentality of the 
population); 

■ parameters of formal or non-formal status in international political hierarchy 
(superstate, great state, middle state, small state, regional force centre etc.); 

■ parameters of diplomatic service organization and its traditions [7]. 

As the international image of Ukraine is considered to be an integral part 
of national security, in the international competitive background it is the image 
which determines the place of the state in the world system, secures additional 
investments into economy, conclusion of profitable international treaties and 
direction of touristic ways; it is the authority of the state which secures its influence 
in the world. 

According to some experts, the formation of Ukraine's positive image in 
the future will directly depend on the economic situation: with stabilization of 
economy the scale of corruption will be diminished - the country may become a 
reliable partner of the European states. At the moment Ukraine is surviving in war 
conditions while about 25% of industries are stopped and 10% of enterprises are 
destroyed which was informed about by President P. Poroshenko in his interview 
to the First National TV Channel on 9 March, 2015 [15]. To carry out such a task, as 
the President stressed, Ukraine is capable only in conditions of political stability, 
creation of effective mechanisms of human rights protection basing on socially 
oriented reforms. 

Today's economic decrease, in experts' opinion, has been caused not only by 
a short-term political and economic shock and Russian aggression, but mainly 
appeared the result of weak economic policy of former governments in previous 
years [8]. 
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In Ukraine, 2008-09 investments expenditures essentially deteriorated the 
readiness of world investors to enter Ukraine, and 2010-13 unsuccessful investments 
policy in fact repulsed the investors (both national and international) from national 
economy which resulted in further hollowing out the investments potential. That is 
why Ukraine entered 2013-14 crisis being weakened having no key factors to oppose 
a new crisis wave. Ukraine appeared among investment outsiders, today there are 
no obvious effective methods able to substantially improve its investment position, 
so in the nearest future the weakness of investments processes will further hinder 
economic renewal of the state in general. In the sphere of economics, as a result of 
the conflict Ukraine became vulnerable to the loss of Russian markets, diminishing 
of industrial potential destroyed by the war. In will be rather problematic to compete 
at the European markets. 

At the same time, some stimuli appear to deshadow economics, fight against 
corruption, effectively use strategic resources (the land in particular), create a more 
flexible system to rule the state. For a certain period of time until effective state 
institutions are created and strengthened, the active external assistance may appear 
to be needed on the part of those states and institutions which are its creditors. New 
program of financial assistance on the part of the IMF may become an incitement to 
'defreeze' the economy of the state. 

The role of a 'geopolitical profits merchant' in civilizational opposition to 
Russia and the West, chosen by Ukraine, failed to give any privileges expected by 
certain experts and politicians. On the contrary, it turned Ukraine into a country of 
high investments risks which limited realization of high technology projects and 
investments entry into a real sector. Disproportions in development of different 
sectors of national economy will become more profound; deindustrialization, 
degradation of social security system and living standards of the population will 
be precipitated. In its turn, it will lead to aggravation of demographic problems, 
outflow of the population and changes in the ethnic landscape of the state. 

Risks of rapid socio-economic degradation and loss of statehood will rise. 
The inability of the state to regulate rudimentary contradictions due to the lack 
of clear political will or corresponding mechanisms for their overcoming, enable 
external forces to interfere having their own political or economic interests. Liberal 
theorist S. Hoffman determines those states as 'failed' ones which cannot (or do not 
wish) correspond certain standards of stable development and security because of 
their weakness, corruption and breaking up [22, p. 37]. It is concerning such states 
an external interference of international forces is acceptable to establish control 
over unstable territory and regulation of socio-political processes, so the question 
is about sovereign functions to be fulfilled by an external actor (UN, regional 
organizations, certain states). The conflict is brought into an area of global powers 
clash and acquires an international character. External force interference is able to 
conserve conflict opposition for a long time and the settling down of it becomes 
more problematic. 
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Another scenario - a termination of conflict escalation and an emergence 
of a new incitement to integration - has small chances to be realized. However 
the possibility to transform the situation into a course of dialogue and renewal of 
cooperation still remains. Contemporary system of Ukraine's national interests 
provides, in particular, a balance of interests of an individual, community and a 
state in economic, internal political, social, international, information, military, 
littoral, ecological and other spheres. These interests are of a long-term nature and 
determine main aims as well as strategic and current tasks of domestic and foreign 
policy of the state. Here it seems important to realize internal transformations in 
Ukraine and steps towards normalization of relations within the triangle - EU - 
Ukraine and RF - simultaneously and not step by step. 

The positive image of Ukraine has to demonstrate correspondence of state 
political system to the recognized democratic standards, because in the widest 
sense the creation of state's image in the present world is subordinate to one of the 
most important aims - entering the community of developed nations. 

Thus the image is a general characteristics aimed at solving strategic tasks 
and realization of strategic priorities. Among such priorities for Ukraine there is 
the establishment of a wider cooperation with European states and renewal of a 
moderate and pragmatic dialogue with Russia. Russian-Ukrainian crisis damaged 
the balanced situation and had significant repercussions in the world threatening 
aims, reputation, images of both RF and a state-victim of the aggressor. 

Ukraine appeared capable to militarily oppose the aggressor demonstrating 
patriotism, loyalty of the civic state to the ideas of state independence. It makes 
possible to form a positive image of Ukraine providing internal consolidation, 
cardinal reforms and external support. 
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Abstract 

The institutional and investment support for cluster development in Ukraine 
and Poland is analysed. It is determined that the body charged with the function 
of stimulating cluster development in Poland is Polish Agency for Enterprise 
Development (PARP). It is grounded the necessity of forming such an institution 
(institutions) in Ukraine to coordinate actions in stimulating clustering in the frame 
of cluster policy realization. On the basis of best practices in the Polish experience 
and PARP recommendations it is determined that the state financial support should 
be directed to co-financing of cluster coordinators and cluster projects based on 
the dividing of clusters at three levels: local clusters, key regional clusters and key 
national clusters. It is determined that the source of funding for cluster development 
in Ukraine could be the State Fund for Regional Development. 

Key words: clusters, cluster coordinators, institutional and investment support 
for clusters, key clusters, Polish Agency for Enterprise Development. 

Anomayisi 

B 40Cui4)KeHHi npoBe4eHO aHauU iHCTMTyrfiMHo-iHBecTMijiMHoro 3a6e3neueH- 
hh KuacTepHoro po3BHTKy b ypcpaim Ta IToubmi. Bu3HaueHo, mo opraHOM, Ha rkiiu 
noKua4eHo cjryHKihio 3 CTHMyzuoBaHRa KuacrepHoro po3BMTKy b IToubmi e Iloub- 
CbKa areHijbi po3BMTKy ni4npneMHML(TBa (PARP). 06rpyHTOBaHO Heo6xi4HicTb 
(jropMyBaHHJi TaKoi iHcrmyihi (cMcreMM iHCTMTyijiM) b YKpaiHi 3 mctoio KOop4MHa- 
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qii qin 14040 CTMMy^iOBaHHii KaacTepM3aqi'i b YKpaiHi b paMKax pea^i3aqi'i e4MHoi 
icaacTepHoi noaiTMKM. Ha ochobI BMBneHHa Bqa^iMx npaKTMK b no^bCBKOMy qocBi- 
4i Ta peKOMeHqaqiM PARP BM3HaneHo, mo qepacaBHa (jimaHCOBa niqTpMMKa Mae 
6yra cnpaMOBam Ha cniBtjiiHaHcyBaHHa qisnibHocTi icoop4MHaTopiB icaacTepiB Ta 
cniB(|)iHaHcyBaHH>i icaacTepHMx npoeKTiB Ha ochobI noqLiy icaacTepiB Ha Tpw piBHi: 
MicqeBi loiacTepM, KaiOHOBi perioHaabHi leaacTepM Ta lononoBi HaqioHa^ibHi icaac- 
Tepw. BM3HaqeHo, mo qacepe^aoM (JimaHcyBaHHa leaacTepHoro po3BMTKy b YKpaiHi 
MO>KyTb CT3TH KOUITH 4ep>KaBHOTO (JlOHqy periOHaylbHOTO p03BMTKy. 

KAtouoei CAoea: icaacrepM, KOop4MHaTopM icaacTepiB, iHCTMTyqiMHo-iHBecra- 
qiiiHe 3a6e3neneHHH loaacrepiB, KaionoBi KaacrepM, PIoiibCbKa areHqia po3BHTKy 
ni4npMeMHML(TBa. 

G BpoiHTerpamMHMM Kypc Hainoi qepacaBM o6yMOB^noe BMKopMCTaHHa 
Kpamwx ycniuiHHx npaKTMK CTpyKTypHo'i nepe6y40BM eKOHOMiKM KpaiHM 
3 MeToio BMX04y 3 cjiiHaHCOBoi KpM3M Ta no6y40BM CTa6LibHo 3pocraiOHoro 
eKOHOMinHoro 6a3Mcy b YKpami. 

PI03MTMBHMM 3apy6ilKHMM 40CBi4 qepJKaBHOl iHCTMTyqiMHO-(J)iHaHCOBOi ni4- 
TpMMKM p03BMTKy KAaCTepiB 9 MO*e CnpMaTM iHTeHCMBHOMy npOBe4eHHIO COqiaab- 
HO-eKOHOMiHHMX pe(J)OpM B yKpa'lHCbKOMy CyCnMbCTBi. 

SBaiKaiOHM Ha HaaBHMM n03MTMBHMM 40CBi4 CTBOpeHHH KiiaCTepHMX imqiaTMB 
b HauiiM 4ep>KaBi, BBa>KaeMo BapTMM yBara 3ano3MneHHa OKpeMMx ypoKiB 3 po3BM- 
TKy i ni4TpMMKM icaacTepiB y cyciqmM no^biqi 3 MeToio anpo6aqii Ta aqanTaqii 
OKpeMMx ix e^ieMeHTiB b eKOHOMiqi YKpaiHM. 

Y IloyibCbKiM areHqii po3BMTKy niqnpMeMHMqTBa (PARP) icaacTep BM3Hana- 
K)Tb hk „cneL(M(|)iqHy (JiopMy opraHi3aqii BMpo6HMqTBa, ma no^arae y KOHqeHTpa- 
qii b 6^iM3bKOMy npocTopi e^iacTMqHMx niqnpMeMCTB, aKi Be4yTb KOMn^ieMeHTapHy 
rocno4apcbKy qbLibHicTb. L(i cy6'eKTM oqHonacHo cniBnpaqioiOTb Ta KOHKypyiOTb 
MDK Co6oK>, a T3KOCK MaiOTb Bi4H0CMHM 3 iHIHMMM MCTMTyqiaMM, aid 4ilOTb y qafflM 
ajiepi. ni4CTaBa qAa BMHMKHeHHa Kaacrepa - Koonepaqinm 3 b'h3km, aid BMHMKa- 
iOTb Mi>K cy6'eKTaMM, aKi reHepyiOTb npoqecn (JiopMyBaHHa cneqMijliHHMx 3HaHb i 
ni4BMmyiOTb aqanTaqiMHi MoaoiMBOCTi" [2]. 

3 MeToio 4epacaBHoro peiy^iiOBaHHa iHHOBaqiMHoro po3BMTKy y 2000 poqi Mi- 
HicTepcTBOM eKOHOMiKM PkMbiqi 6y^ia CTBopeHa qepacaBHa iHCTMTyqia - PIoTibCbKa 
areHqia po3BMTKy niqnpMeMHMqTBa (PARP). 

Poab PARP b qepacaBHifi iHHOBaqiMHiM CMCTeMi - KOopqMHyBaTM i CTMMy^no- 
BaTM iHHOBaqiMHMM npoqec, oqmeio i3 cicaaqoBMx aKoro e CTMMy^noBaHHa icaac- 
TepHOTO p03BMTKy. II (040 ICTaCTepHOl nOiliTMKM PARP BMCTynae BMKOHaBHMM op- 
raHOM MiHicTepcTBa ckohomIkm no^biqi- 

Po6oTa areHqii PARP 3aKqeHTOBaHa Ha CTMMy.aiOBaHHi po3BMTKy i noqo^iaHHi 
Heqo^iKiB pmhkoboto cepeqoBMiqa, t3kmx aK da6id KOonepaqiMHi 3B'a3KM 3 ym- 
BepcMTeTaMM i MaaMM Ta cepeqmM 6i3HecoM, aKi e HeBiq'eMHMMM ynacHMKaMM 
ycniuiHMx KaacTepiB. 4epacaBa He CTBopioe cneqia^ibHoro npaBOBoro peiy^noBaH- 
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hh 4ah KMcrepiB, a ix po3bmtok 6a3yeTBd Ha 3araAbHonpnnHJiTMx 3aKOHax Ta ni/t- 
3aKOHHMX aKTax 4An (JjyHKLtioHyBaHHa cy6'eKTiB rocno4apiOBaHHn pi3HOMamTHMX 
0praHi3aqiMH0-npaB0BKX cjiopM. 

npaKTMHHo 04 H 0 HacH 0 3 no^tbCbKMMM cyci4aMii Ha ocHOBi 4opyneHb ITpe- 
3M4eHTa YKpaiHM Bi 4 19.07.2002 p. Nsl-1/966 Ta Ka6meTy MiHicTpiB YKpaiHM Bi 4 
19.07.2002 p. Nq8616/2k b YKpaim Tex po3noHaBOi KAacTepHMM po3bmtok. Mimc- 
TepcTBo eKOHOMiKM Ta 3 nwTaHb iHTerpaqii 4opyHMAo MicLteBMM opraHaM bmko- 
HaBHOl Baa4M BMBHMTM Ta OIjiHMTM MOXAMBiCTb nOHIMpeHHa CBiTOBOTO 40 CBi 4 y 

CTBopeHHii Ta (j)yHKqioHyBaHH>i TepMTopia^tbHO-ra^y3eBMx bmpo6hmhmx cmctcm 
(icaacTepiB) y neBHMx ccjiepax eKOHOMiKM periomB YKpaiHM. Ha tom nac BqnoBi- 
4a^tbHoio CTpyxTypoio b qiil ccjiepi 6yzio BM3HaHeHo 4epxaBHMM komItct YKpaiHM 
3 nMTaHb peiy^uiTopHoi noziiTMKM Ta nqnpMeMHMijTBa (4azii -^epxKOMnqnpM- 
eMHMLtTBO), 1IKMM BMKOHyB3B aHaAOTplHi PARP (|)yHKLtii. y Al/Limi 2014 pOKy 4epX- 
KOMnqnpMeMHMLtTBa 6yzto ztiKBqoBaHO. noBHOBaxeHHn i cjiyHKLtii KOztMuiHboro 
BqoMCTBa Tenep po34LieHi Mix HOBocTBopeHoio 4epxpeiyztnTopHoio ciyx6oio i 
MiHeKOHOMp03BMTKy. 

TaK, 4epxaBHa peryztuTopHa cayx6a YKpaiHM BqnoBqae 3a peaAHauiio 4ep- 
xaBHoi peiyzoiTopHoi noAiTMKM, 4epxaBHoi noAiTMKM y ajiepi AiLteroyBaHHn, 40- 
3BizibHoi CMCTeMM, HarAiqy (KOHTpoziio) y ccjiepi rocno4apa>Koi 4inAbH0CTi, a Ha 
MiHeKOHOMpo3BMTKy noioia4eHO noBHOBaxeHHn Ta (JiyHKLtii 3 nMTaHb po3BMTKy 
Mazioro i cepe4Hboro nqnpMeMHMijTBa [6 ]. ^Ikmm opraH Tenep craHe BMKOHaBHMM 
14040 KaacTepHoi noziiTMKM i mm B3araai hkmmcb CTaHe, Hapa3i HeBqoMO. 

HauBHicTb b nozibmi OKpeMoi iHCTMTyrtii, Ha nicy noKzia4eHO 3aB4aHHn 3 ctm- 
MyznoBaHHn po3BMTKy icaacTepiB 403Bozine roBopMTM npo icHyBamin OKpeMoro 
noHnTTn «KziacTepHoi noziiTMKM». B uinpoKOMy po3yMiHHi noziiTMKa po3BMTKy 3 a 
KracTepHHM ni4X040M BKznonae Koop4MHOBaHe BMKopMCTaHHn pi3HMx noziiTMq- 
HMX 3aX04iB Ta iHCTpyMeHTiB CTMMyAIOBaHHn Ta ni4TpMMKM p03BMTKy o6'e4HaHb 
nqnpneMCTB (icaacTepiB). Y By3bKOMy po3yMiHHi KaacrepHa noziiTMKa nozinrae b 
ni4TpMMt(i KaacTepHMx iHiLtiaTMB Ta Koop4MHaTopiB, (JjyHKijioHyBaHHn hkmx 3a6e3- 
nenye po3bmtok 43hmx o6'e4HaHb nqnpneMCTB [8, c. 9]. B narnoMy 40di4xeHHi 
po3Mn4aTMMeMO KAacrepHy noAiTMKy b uinpoKOMy po3yMiHHi, 4AJ1 peaAbanii 
UKOl p03BMHyri KpaiHM CBiTy BMKOpMCTOByiOTb LHMpOKHM Ha6ip (JliHaHCOBMX i He- 
(JliHaHCOBMX iHCTpyMeHTiB (Ta6A. 1). 



Tfl&UHpi 1 

iHCTpyMeHTM 4epxaBHoi nqTpMMKM K/iacrepi is 



LJui 


iHcmpyMeHtnu 


3aAywHM cy6'eKmie punxy do XAacmepie 


BiiBneHiM KaacTepiB 


OopMyBamin xapTM Kaaciepm 
BM3HaqeHHn tjiipM Ta opram3aiiiM, 
sad 6 mohm npaniOBaTM pa30M 
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U,iAi 


IncmpijMeHmu 


3aoxoneHHHii Bciyny 40 
KaacTepiB 


ripoBeAeura iHtjropMaiuMHO-npocBiTHMiibKMx 3axo4iB 
(KOHtjrepeHiuM, ocBiTHix 3axo4iB (HaBnamw)) 

OiHaHCOBi CTMMyaii 4aa cy6'eKriB, axi e naeHaMn KaacrepiB 
CnoHCopcBKa 4onoMora npn CTBopeHHi KaacrepiB 
OopMyBaHHTi xapTM xaacTepHMx bi4hocmh 



Haxazodxem ts cnietipai{i ma duoeux 3e'si3Kie 



ni 4 BMinenHTi noTemuaay 
Ta HaBiMOK naemB Kaac- 
Tepy (b ocHOBHOMy Maao- 
ro i cepe 4 Hboro 6i3Hecy) 


ni 4 TpMMKa po3BMTxy Maaoro Ta cepe 4 Hboro 6i3Hecy 
BpoKepcbxi nocaym Ta naaTtjropMM 
Mix nocTaqaabHMxaMM i cnoxnBaqaMn 
36iipaHH5[ 3araabHoi imJtopMaijii npo pnHOK 
Koop 4 MHaiii>i 3axyniBeab 
BCTaHOBaeHTW TeXHniHMX CTaH 4 apTlB 


CTMMyillOBaHH^ 30BHiin- 
Hix 3B r iI3KiB 


PexaaMa i MapxeTMHroBi nocaym 4 aa KaacrepiB 
3a6e3neneHmr iHtjropMaiiieio npo MixHapo 4 Hnx pnHOK 
nomyx napTHepiB 

3a6e3neneHna ni 4 TpMMKn aamiioroBMx 3B'a3KiB 
Haaaro 4 xenn>i eKcnopranx Mepex 


HaBHaHHfl poSoHoi ctlim 
b CTpaTeriqHMx ra^yrax 


36ip i noHinpemM imfropMaiiii npo pnHOK npaqi 

CnerjiaaboBaHa nporjrecinHa 

Ta yHmepcMTeTCbKa ni4roTOBKa 

ni 4 TpMMKa napTHepcTBa 

Mix (JripMaMM Ta HaBnaabHMMM 3axaa4aMM 

OcBiTHi MOxanBOCTi 4 asi 3aayneHiM 

nepcneKTMBHMx cry 4 eHTiB 40 perioHy 



noedmmn myKoeo-docMdmx ma docxidmx po3podoK ma KOMeppiaAhayii 



Hayiaro 4 )KeHH^ 3B r a3Ky 
MDK HayK 0 B 0 - 40 C/li 4 HM- 
MM p03po6KaMM Ta no- 
Tpe 6 aMM ni 4 npMGMCTB 


ni 4 TpMMKa cniabHMX npoexTiB Mix (JripMaMM, 
yHiBepcMTeTaMM Ta HayK 0 B 0 - 40 cai 4 HMMM ycTaHOBaMM 
TepnTopiaabHe o 6 'e 4 HaHH>i pi3Hnx cyS'exTiB pnHxy 
4 aa noaeruienM B3aeM04i’i (HayxoBi napxn, iHKy 6 aTopn) 
YmBepcMTeTCbKi iHtfropMaiuMHo-npocBiTHnLibKi nporpaMn 


KoMepuia^ii3aum 40C/ii- 
4 >KeHt 


3a6e3neneHna HaaexHoro 3aKOH04aBnoro 3axncTy 
npaB iHTeaeKTyaabiioi BaacHOcri 
OiHaHCOBe CTMMyaiOBaHHn (Ha 4 aHM no 4 aTKOBnx 
Ta irnunx niabr) b KOMepijiaabaiui 
Ha 4 aHHa nocayr 3 TpaHCtjrepy TexHoaoriii 


OmaHcyBaHHa Ta iHini ^)i- 

HaHCOBi noc/Lym 


4ep>RaBHi rapaHTiiiHi nporpaMn Ta BemypHnn Kaniraa 
ni 4 TpnMKa npnBaTHoro BemypHoro Kanbaay 
(H- 4 , crpaxyBamw) 



*CKAadeno aemopoM - M. B. m ocnoei [7] 
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Caia CKa3aTM, mo nonpn aKTMBHy 4ep)KaBHy ni/tTpMMKy KaacTepioaim b 
Iloabmi/ iHittiaTMBa b CTBopeHi KaacTepiB Bee >k HaaeacuTB cyG'eKTaM rocno4apio- 
BaHHJi. Tax, Bi4noBi4Ho 40 npoBe4eHoro b 2014 pom 40di4)KeHH>i po 3 BMTKy icaac- 
TepiB b rioabmi y 19 Bnna4Kax KaacrepM C(])opMyBaaiiai 3 a npriHimnoM «3HM3y 
Bropy» Ta tmbkm 5 3 35 icaacTepiB yraopiMMOi b pe 3 y^bTaTi 4m 4ep)KaBM ctbo- 
peHH^ KaacTepa 3 raay 3 i - 3 a npiiHuimoM « 3 ropM bhm3» [10, c. 41]. 

4eind yKpamcbKi KaacrepM t3ko>k CTBopetti 3a cxeMoio «3HM3y - Bropy» [4, 5]. 
ripMKaa40M 3acTocyBaHHH Taicoi M04eai e Kaamep Hapo4Hiixxy4o>KHix npoMMcaiB 
(4aai - HXn) «Cy3ip'ii» y KociBCbKOMy patlom iBaHo-OpaHKiBCbKoi o6aacTi. Oop- 
MyBaHHa icaacTepy posno^MHaeTbca 3 o6'e4HaHH>i o4Hooci6HMx BMpodmndB HXn 
y BMpo6Hnqi ocepe4KM (1), 3a imqiaTMBoio Ta pimeHHiiM akhx Bi46yBaeTboi ctbo- 
peHHii KOop4MHaijiMHoro iteHTpy m rpoMa4CbKoro HenpM6yTKOBoro o6'e4HaHH>i 
(HKO) (2). B3aeM0Bi4H0CMHM b mil CTpyKTypi BMHMKaiOTb i (JtopMytOTboi, BaacHe, 
Mi>K TpbOMa ochobhmmm aaHKaMM joracrepa: bmpoGhiotmmm ocepe4KaMM, OTOato- 
BaHMMM KOOp4MHaTOpaMM-ni4npMeML(iIMM; KOOp4MHaL(iMHMM LteHTpOM (HKO); 
36yTOBMM ni4npneMCTBOM (3), me 3ri4Ho yKpamcbKoro 3aK0H04aBCTBa Moxe 6yra 
CTBopetie rpoMa4CBKMMM o6'e4HaHH>iMM 4AH 34iMCHeHH>i rocno4apcbKoi (npiteyT- 

KOBOl) 4imbHOCTi (pMC. 1). 

BapTo sasHa^MTM, mo porn KOop4iiHamMHoro Ltempy b CTpyjnypi KaacTe- 
py ocoCmmbo baxkauba b 4MHaMiqHMX yMOBax Bi4KpnToro pMHKy. Ha npaKTMqi 
icHyBaHHa npotJteciMHoro Koop4HHaTopa e Heo6xi4Hoio yMOBoio 4351 ycniuiHoro 




Pmc.1. CxeMa meopenm KAacmepa HXYl «Cy3ip'%»* 
* CKAadeno aemopoM - C. K. 
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(JryHKqioHyBaHHH Kuamepa [9]. /\ a % Toro, mo6 KOop4MHamhHi ijeHTpM momm bm- 
KOHyBaTM noicaa4eHi Ha hmx (JiyHKim 3 opramsaLjii Ta KOop4MHami B3aeM04i'i Mix 
H^eHaMM icaacTepy Ta 3a6e3neueHHa ix 3B'a3KiB i3 30BHiuiHiM cepe40BiimeM, a Ta- 
ko>k Ha4aHH>i iHumx cneim(])iHHMx nocuyr uueHaM Kuacrepy Heo6xi4He (JriHaHcy- 
BaHHil 'iXHboi 4LSI^bHOCTi B 40CT3THbOMy o6oi3i. 3a TlOriKOIO KOOp4MHaL(iMHi LteH- 
Tpn noBHHHi (JriHaHcyBaTMDi 3a kouitm ynacHHiciB icaacTepa y biitarai uueHCMCMx 

BHeCKiB. 

3a 43HMMM npoBe4eHoro 40Cii4xeHHa icaacTepiB b Ploubmi uueHCBKi BHe- 
ckm cnuauyBauM Mahxe 59% cy6'eKTiB rocno4apiOBaHHa, aKi 6paaM yuacrb b 40- 
cimxeHHi. B 2013 pom 22,8% uuemB KaacrepiB, mo hpaun yuacTb b 40Cii4xeHHi 
cnuauyBauM u^eHCbKMh bhccok b po3Mipi Bi4 501 i 1000, 17% pecnoH4eHTiB 3po6n- 
am CBiii BHecoK b po3Mipi 1001-1500 ikm. 34. ^LreHCbKi bhcckm b po3Mipi Bi4 1501 40 
2000 no4. 34. ciMaTMM 3,4% oci6, Bi4 2001 40 3000 no4. 3 a . - Ha 19,4% i Bi4 3001 40 
4000 no4. 34. - 1,5% u4emB. ^LreHOxi bhcckm, mo cn4auyBa4Mca 6i4bm Hix 10% 
u4emB icaacTepiB, mo 6pa4M yuacTb b 40C4i4xeHHi 6y4M BHmHMM, Hix 4000 no4. 
34. 

YHacHMKaM icaacTepiB, mo cn4auyiOTb u4eHCbKi BHecKM 6y40 3anponoHOBaHo 
oluhmtm cniBBi4HomeHHH po3Mipy on4aTH Ta bmto4, mi bohm OTpMMyiOTb. 67,6% 
peiy43ipHMX nyiaTHMKiB U4eHCbKMX BHeCKiB CTBep4>KyiOTb, mo 36opM 6y4M CniBp03- 
Mipm 3 nepeBaraMM oTpnMaHMMM b icaacTepi, mo e 40 cmtb bmcokmm noKa3HMKOM. 
B xo4i 40 C 4 i 4 xeHHa BCTaH0B4eHa 3a4exmcrb Mix «b1kom» icaacrepa i ohcaraMM 
(JriHaHCOBMx pecypciB, aid 34aTHnh 3a4yunTM K4acrep. Mum 40 Buie (JiyHKmoHye 
K4acTep, tmm BMiiiy n^iaTy Moxe oTpwMaTM KOop4HHaTop Kaacrepa, a4xe nepe- 
BarM, aid OTpMMyiOTb horo u4eHM 3yM0B4em Bxe HaaBHMMM CTa6LibHMMM Koone- 
pamMHMMM 3B'a3KaMM, IHMpOKOIO MepexeiO U4emB K4aCTepa Tomo [10]. 

C>4HaK, C4i4 3ayBaxMTM, mo (JiyHKihoHyBaHHa KOop4MHaTopa e neBHMM bm- 
40 M cycnLibHoro 64ara, ockmbkm bIh 36i4biuye bmto 4 m cy6'eKTiB rocno4apiOBaH- 
Ha, aid 34iMCHioiOTb cboio 4ia4bHicTb b Mexax icaacTepy Ta Ha4ae nepcneKTMBM 44a 
po3BMTicy tmm, mo npM64HaiOTbca 40 hboto b Maii6yTHbOMy. OxpiM toto, icaacTe- 
pw Ha paHHix eTanax po3BMTKy He MaiOTb 3 motm 3a4yunTM 40CT3THi o6carM (jimaH- 
cobmx pecypciB Bi4 u4emB Kaacrepa. L[e ni4TBep4xye Heo6xi4HicTb cniB(})iHaHcy- 
BaHHa ix 4ia4bH0CTi 3a 6i04xeTHi kouitm. 

rioubCbKi KuacrepM 34e6iubinoro cniBtjimaHcyiOTbca perioHaubHMMM opraHa- 
mm Bua 4 M (Marshal Offices) i KiubKOMa 4 epxaBHMMM areHmaMn, TaKMMM aK PIo4b- 
CbKa areHijia po3BMTKy nmnpneMHMitTBa (PARP), HamoHa4bHMM ijeHTp HayKM i 
po3BMTKy (NCBiR). 4epxaBa 6epe yuacTb He uMiue y cjriHaHcyBaHHi 4ia4bH0cri ko- 
op4MH3TopiB KuacTepiB, any cjnHaHcyBaHHi npoeKTiB, mo peaui30ByiOTbca icaacTe- 
paMM. 4*epeua cniBcjiiHaHcyBaHHa icaacTepHMx npoeKTiB, 3a3BHuan, 3a4exaTb Bi4 
ix BM4y, rauy3eBoi npMHauexHocri Ta 3HaueHHa 44 a po3BMTKy oKpeMoi TepMTopii 
um 4epxaBM b muoMy. /\asl npnK4a4y, y no4bim KuacrepM momm 3BepT3TMca no 
40 (})iHaHcyBaHHa npoeKTiB, aKi peaui3yBauMca: 
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1) Ha HaLtioHa^ibHOMy piBHi: onepaqinHa nporpaMa «lHHOBaqinHa eKOHOMi- 
Ka» - 55 npoetaiB Ha 3ara^tbHy cyMy - 454 m^h. 3a., onepaqiiiHa nporpaMa «Po3bm- 
tok CxiqHoi no^tbipi» - 17 npoeKTiB Ha 3ara^tbHy cyMy - 53,9 m^lh. 34 .; 

2) Ha perioHa^ibHOMy piBHi y paMKax 16 perioHa^bHiix onepaqinHux nporpaM 
npoeKTiB - 104 npoeKTiB Ha 3ara4bHy cyMy 118,8 m4h. 34 . 

Bcboro 3a nepioq 2007-2013 pp qo^maHcyBaHHa oTpuMa^m 176 KracTepm 
npoeKTM Ha 3ara4bHy cyMy 4oc[)iHaHcyBaHH>i 626,7 M4H. 34 . [2]. 

Haii6i4biiiy nacTKy KouiTiB oTpiiMaim Kaacrep «NUTRIBIOMED» 3 po3BM- 
TKy KoonepaqinHirx 3B / rt3KiB b HbOMy 14040 K0Mepqia4i3aqi'i iHHOBaqinHnx po3po- 
6 ok (10,66 M4H. 34 .) Ta icaacTep «rio4KapnaTCbKi Koonepaqinm Bi4H0CMHM», 4ia4b- 
HicTb ukoto noB'ii3aHa 3 eK04orinHHMH, nHeBMaTMHHMMM cncTeMaMM npnB 04 iB 
Ha4^terKoi aBiaqi'i (9,91 M4H. 34 .). 

B YKpami 6i045KeTHi kouitm Ha c[)iHaHcyBaHHn K4acrepHoro po3BMTKy cnc- 
TeMHo He bhalahkitbch. Xona Ha MicrteBOMy piBHi qeaKMM 40 CBi 4 icHye. 3oKpeMa, 
nonaTKOBi onepaqinm BMTpaTM KOopqnHyiOHoi ycTaHOBii HKO «K4acTep HXn 
«Cy3ip'a» nacTKOBo <|>iHaHcyBa4iicb 3 MicrteBoro GioqaceTy b paMKax BMKOHaHHn 
nepumx eianiB pea4i3aqii K4acrepHoro npoeKTy po3BMTKy Hapo4Hnx xyqocKHix 
npoMMOiiB Ha ripMKapnaTTi. 

y 3B'5i3Ky 3 nonaTKOM HOBoro MaHOBoro nepio4y 2014-2020 poKiB PARP 6y40 
CTBopeHo poGony rpyny 44a po3po6KM HanpaMKiB ManGyraboi KracrepHoi no4iTM- 
kh rkwbmi. U4 peKOMeH4at(ii y3T04>Kyi0Tbca 3 TaKiiMM CTpaTeriqHMMM 40KyMeHTa- 
mh aK "HaqioHa4bHa crpaTeria perioHa4bHoro po3BMTKy 2010-2020", "HaqioHa4b- 
Ha nporpaMa perJtopM 3 iMn4eMeHTaqii CTpaTerii GBpona 2020", ",4oBrocTpoKOBa 
CTpaTeria HaqioHa4bHoro po3BMTKy - PkMbiqa 2030. Tpena xbmasl M04epm3aqii" 
Ta 3nanuiAii CBoe BmoGpaaceHHa b 4onoBi4i "HanpaMKii i npono3nqii no4bCBKoi 
iciacTepHoi no4iTHKM 40 2020 poKy" [8]. 

PeKOMemiaqii poGonoi rpynii nepe 46 anaiOTb, rqo ManGyma KaacrepHa no4i- 
TMKa no4biqi Mae CKOHqeHTpyBaTiica Ha ni4TpMML(i iHHOBaqiMHOCTi Ta KOHKypeH- 
TocnpoMoxHocTi noitbCbKoi eKOHOMiKM, mo 6a3yeTbd Ha TaKnx 4 box HanpaMKax 
Bn^tMBy aK iHTeHCM(j)iKaqiii Koonepaqii, B3aeM04ii Ta oGMmy 3HaHHJiMM b Meacax 
icracTepa Ta n^TpiiMKa po3BMTKy CTpaTerinHux eKOHOMinHHx cneqia4i3aqin (k4io- 
hobmx KracTepiB). L(i HanpaMKn icaacTepHoi no4iTMKM nepe 46 anaiOTb pea4i3aqiio 
TaKMx B3aeMonoB'a3aHnx 3aB4aHb: 

1) Bce6inHa ni4TpMMKa icHyiOHMx i BMHHKaKymx icaacTepiB 3a paxyHOK cyG- 
CM4yBaHHn KOop4MHaTopiB icracTepiB (b ocHOBHOMy 3 6 i 04 >KeTiB perioHa^ibHoro 
piBHii). IJe 403B0AMTB 3a6e3nenHTH (JryHKqioHyBaHHii ycTaHOB, mo 34iMCHioiOTb 
icaiOHOBy po4b y po3BHTKy cniBpo6iTHHL(TBa, B3aeM04ii i noTOKiB 3Ham> b OKpeMwx 
BM4ax eKOHOMinHoi 4Lsi^bHOCTi i, npn qbOMy, niqBMmMTb ix KOHKypeHToenpoMOvK- 
HicTb Ta iHHOBaqifiHicTb; 

2) iHTerpaqia HaaBHoi qepcKaBHoi niqTpMMKM HaBK040 o6paHnx icracTepiB, jiKi 
MaiOTb KMOHOBe 3HaneHH>i i noTeHqiaa KOHKypeHTocnpoMo>KHocTi 44 a eKOHOMiKM 
KpaiHM (qeHTpa^tbHa i perioHa4bHa niqTpwMKa) a6o OKpeMwx perioHiB (perioHa4b- 
Ha niqTpwMKa), aid (JropMyiOTb HaqioHa4bHi hm perioHa4bHi eKOHOMinm cneqia^ti- 
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3aiu'i. nepe/tda^aeTBOi, mo nacTMHa 4ep:*aBHoi 4onoMora 6y4e cnpiiMOBaHa Ha 
cniB^iHaHcyBaHHa rpynn npoeKTiB po3BMTKy, y3ro4>KeHMX 3 naeHaMM kmohobmx 
K aacTepiB. L^i npoeKTM 6y4yTB peaai30Bam cy6'eKTaMM, 4 hohmmm b paMKax qnx 
KaacTepiB, to6to ni4npMeMCTBaMH, ocBiTHiMii Ta HayK0B0-40cai4HMMM iHCTMTy- 
TaMM, opram3aqmMM ni4TpMMKM ni4npMeMHML(TBa Ta iHiroiMM naeHaMM (b TOMy 
qMcai KOop4HHaTopaMH KaacTepiB) [8]. 

CxeMa 4ep)KaBHoi ni4TpMMKM KaacrepiB nepe46anae no4La KaacTepiB Ha Tpn 
piBHi: MicijeBi KaacTepw, KaiOHOBi perioHaaBHi KaacTepn Ta tcaiOHOBi HamoHaaBHi 
KaacTepw (puc. 2). 



/JodamKoea donoMoza Ha pezioHajibHOMy 
ma HaijioHcuibHOMy piennx 



FliflTpHMKa HjreHiB 
KJiacTepiB (Ha 
HapioHajibHOMy Ta 
perioHajibHOMy 
piBHax) 



na 3azanbHux 
3acadax 



/JodamKoea donoMoza dm 
Kiiacmepie, RKi eu 3 Hauem 
onepaifiuHUMU npozpaMOMU 
cmpamezinnux doKyMenmie (Ha 
HaifionajibHOMy pieni) 




Ea 30 Ba ni^TpHMKa ajih KOopflHHaTopiB 
KJiacTepiB (perioHajibHHH piBeHb) 



/],o,aaTKOBa ni^TpHMKa fljia Koop^HHaTopiB 
kjhohobhx HauioHajibHHx KJiacTepiB 
(HauioHajibHHH piBeHb) 



Pmc. 2. CxeMa QimHcoeoi donoMozu xmcmepaM e TloMtu\i (peKOMendavfi PARP)* 
*/lxepeAO [8] 

Bw6ip ictiohobmx HaqioHaaBHMx KaacTepiB Mae Bi46yBaTMOi y cniBnpaLti Mi- 
HicrepcTB Ta areHLUM, mi b MaiiSyTHBOMy 6y4yTB (j)iHaHcyBaTM npoeKTM, mi peaai- 
30ByB3TMMyTBC3 IJMMM KiLaCTepaMM Ta IX o6'e4HaHHJIMM. KOMicim ma o6MpaTMMe 
KaiOHOBi KaacTepM noBMHHa BKaronaTM i He3aaeacHMx eKcnepTiB. po3BMTKy 

KaiOHOBMx HaijioHaaBHMx KaacTepiB 6y4e Ha4aBaTMd npaMa <|)iHaHCOBa ni4TpMM- 

Ka m 3 MiciieBMx, TaK i 3 4ep>KaBHoro 6i04>KeTy. 

Ha perioHaaBHOMy piBHi B06B04CTBa y nommi t3ko>k noBMHHi BM3HaqMTMOi 
3 npiopMTeTHMMM HanpiiMKaMM po3BMTKy i, Bi4noBi4Ho, o6paTM KaiOHOBi perio- 
HaaBHi KaacTepM. Ha 4yMKy eKcnepTiB po6onoi rpynn, perioHaM Bapro H343TM aB- 
TOHOMilO B BM6opi T3KMX JCMCTepiB. n P M IJBOMy MO>KyTB BMKOpMCTOByBaTMC-3 pi3Hi 
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MCT04M - aKpe/tMTaLtbi, KOHKypcn a6o aHaairanm MeTo/tM. Po 3 bmtok KaronoBMx 
perioHaabHMx KaacrepiB noBMHeH (jaHaHcyBaraca Ha perioHaabHOMy piBHi. 

Ea30Ba ni4TpwMKa BHKOHaHHa KOop4MHaTopaMM KaacTepiB ixHix (^yHKLtiii 
6y4e Ha4aBaTMOi Ha perioHaabHOMy piBHi. B tom ace nac Ha HaiiioHaabHOMy piB- 
Hi (3 4epacaBHoro 6ro4aceTy) 6y4e 40CTynHMM cniBtjriHaHcyBaHHa KOop4MHaTopiB 
KaiOHOBMx HaiiioHaabHMx KaacrepiB 14040 iHTepHa4ioHaai3a4ii KaacrepiB, a caMe 

p03BMTKy MiaCHap04HMX 3B'a3KiB Ta 3aBOIOBaHHa CBiTOBOTO pMHKy. 

IlponoHyeTbca npoB 04 MTM 04 iHKy ecJreKTMBHocTi 4iaabH0CTi KOop4MHaTopiB 
KaacTepiB 3 Meroio 04 epacaHHa hmmm no4aabinoro (])iHaHcyBaHHa. ITepme oniHio- 
BaHHa, Ha 4yMKy eKcnepriB, BapTo npoB 04 MTM nicaa 4 box poiciB. Ha ochobI oTpn- 
MaHMx pe3yabTaTiB BapTo npnnMaTM pimeHHa npo npo 40 BaceHHa (})iHaHcyBaHHa 
Ha HacTynHMX norapM poKM. 

OKpiM toto, ni4TpMMKa KOop4MHaTopiB KaacTepiB noBMHHa 6yra perpecMB- 
hok) - b neprni poKM icHyBaHHa naCTKa 4epacaBM b cniBcJaHaHcyBaHHi ix 4iaabHocri 
Moace carara 90 %, aae b no4aabinoMy Mae Bi46yBaTnca i’i 3 MeHuieHHa i 40 iciHqa 
4ecaTMpiqHoro nepio4y Mae ct3hobmtm He 6iabiiie 25 % [6]. 3 a Taico'i cxeMM (JaHan- 
cyBaHHa Bi46yBaeTbca CTMMyaiOBaHHa HaporqeHHa nacTKM naemB KaacTepy y cniB- 
cjjiHaHcyBaHHi 4iaabHocri KOop4MHaTopa i 3 3 pocraHHaM BMri4 Bi4 naeHCTBa y Kaac- 
Tepi Ta 3 'aBaaeTbca MoacanBicTb 43a po 3 BMTKy HOBocTBopeHMx KaacTepiB, axi me 
He MaiOTb 6araTO naemB Ta He Moacyrb b 40CTaTHin Mipi (JaHaHcyBara 4iaabHicrb 
KOop4MHaTopa. 

BapTo Bi43HaHMTM, 140 BaroMMM 4 acepeaoM y (])iHaHcyBaHHi kmotobmx Kaac- 
TepiB b YKpaiHi Moace ct3tm 4 e P >KaBHM M 4 )0H ' z i perioHaabHoro po3BMTKy, 14040 
(|)yHK 4 ioHyBaHHa aKoro ni 4 roTOBaeHo hobI HopMaTMBHo-npaBOBi 3 ktm Ta BHeceHo 
6 araTO KOHCTpyKTMBHMX 3MiH 40 HMHHOTO 3aK0H043BCTBa . 

3ri4HO ct. 24-1 Bi 04 aceTHoro K 04 eKcy YKpaiHn kouitm 4 epacaBHoro (})OH 4 y 
perioHaabHoro po3BMTKy cnpaMOByiOTbca Ha BMKOHaHHa iHBecTM4iMHMX nporpaM 
i npoeKTiB perioHaabHoro po3BMTKy (y TOMy nncai npoeKTiB cniBpo6iTHM4TBa Ta 
4o6poBiabHoro o6'e4HaHHa TepMTopiaabHMx rpoMa4), 140 MaiOTb Ha Meri po3BM- 
tok perioHiB, CTBopeHHa iH^pacTpyKTypn iH4ycTpiaabHMX Ta iHHOBa4inHnx napjdB 
i Bi4noBi4aiOTb npiopMTeTaM, BM3HaneHMM y ^epacaBHin CTpaTerii perioHaabHoro 
po3BMTKy Ta Bi4noBi4HMX CTpaTeriax po3BMTKy perioHiB. 

04iHKy Ta Bi46ip 3a3HaneHMx nporpaM i npoeKTiB Ha KOHKypcHnx 3aca4ax 
34iMCHioe 4eHTpaabHMM opraH BHKOHaBqoi Baa4M, 140 3a6e3nenye cjropMyBaHHa 
4epacaBHoi perioHaabHoi noaiTMKM, Ha ni4CTaBi no4aHnx npono3M4in y Meacax 
iH4MKaTMBHoro nporH03Horo o6caiy KoniTiB 4epacaBHoro c})OH4y perioHaabHoro 
po3BMTKy 3 40TpMMaHHaM TaKMx KpnTepiiB po3no4iay Miac Abtohomhoio Pec- 
ny6aiKoio KpnM, o6aacTaMM Ta MicraMn Kmcbom i CeBacTonoaeM: 80 Bi4COTKiB 
KoniTiB - Bi4noBi4Ho 40 nnceabHocTi HaceaeHHa, axe npoacMBae y Bi4noBi4HOMy 
perioHi; 20 Bi4COTKiB KomriB - 3 ypaxyBaHHaM piBHa coniaabHO-eKOHOMinHoro 
po3BMTKy perioHiB Bi4noBi4Ho 40 noK33HMKa BaaoBoro perioHaabHoro npo4yKTy 
b po3paxyHKy Ha 04Hy oco6y (44a perioHiB, y aKMx 4eii noKa3HMK MeHine 75 Bi4Co- 
TKiB cepe4Hboro noKa3HMKa no YKpaiHi) [1], 
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IIporpaMM i npoeKTM, mo peaui3yiOTBai 3a paxyHOK KouiTiB 4ep)KaBHoro 
(})OH4y perioHaaBHoro po3BMTKy, nmaaraiOTB cniBc[)iHaHcyBaHHio 3 MicqeBMx 6io- 
4)KeTiB Ha piBHi 10 Bi4COTKiB. 

TaKiifi aaropMTM iRukom Bi4noBi4ae i Mo*e CTaTM yKpaiHCBKOio auBTepHaTM- 
bok) noaBCBKiM y 40(j)iHaHcyBaHHi KuacrepHnx npoeKTiB. 

BHBqeHHa ni4X04iB y po3po6qi KuacrepHo'i nouiTMKM Ta CTMMyzuoBaHHi Ti pea- 
ai3aqi'i b KpaiHax-naeHax GC e, Ha Harny 4yMKy, BasKUMBUM i HeBi4'eMHMM KpoKOM 
y Haaaro4*;eHHi (JryHKqioHyBaHHH po3BMTKy KuacTepiB b YKpaim m iHCTpyMeHTy 
CTpyKTypHoi nepe6y40BM eKOHOMiKM 4ep)KaBM Ha iuzuixy 40 eBpoiHTerpaqii. 
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6.4. ROLE OF TECHNOLOGICAL MARKETING 
OVER THE COURSE 

OF CLUSTERING UKRAINE'S ECONOMY 



The article is aimed to study the fundamental role of technological marketing 
over the course of clustering Ukraine's economy. The main problems of modern 
technological markets and implementation of clustering policy are outlined. 
The basic conception and methodology of research regarding the technological 
marketing is summarized, a critical analysis of the main known issues in the 
given context is accomplished. The authors suggested new visions and judgment 
to the problems of technological marketing over the course of clustering, such as: 
marketing management tools situational analysis, marketing synthesis, strategic 
planning, tactical planning and marketing audit and control. 

Key words: technological marketing, organizational and economic clustering, 
technology cluster, marketing approach, technology infrastructure. 

fter the global financial and economic crisis of 2008-2009 has intensified the 



process of structural adjustment of the world economy on the basis of a new 



sixth technological structure that, according to most forecasts, will last until 
2020 and will be accompanied by a change of key industries (sectors), as well as 
leading companies, countries and management technologies. 

In this context modern states seek to create conditions for a more active 
formation of clusters where there is a "breakthrough" in the field of production 
technologies with new market niches. With regard to the above mentioned present- 
day clusters focuses on the formation of an innovation ecosystem, a creative 
environment, the innovative start-up companies and innovative business models 
rather than traditional investment projects. 

Under such conditions, taking into account the internal and external challenges 
facing the government of Ukraine the most profound is the problem of finding 
alternative ways and mechanisms of adaptation of global trends. Only in this case 
the government can form a modem technological basis of the national economy, 
which is adequate to the needs of the material prerequisites for socio-economic 
development and national security, efficiency and competitiveness of the national 
economy and welfare of the population. 
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By the due date formulation of the problem and the choice of the scenario of 
implementation of adequate strategic challenges to technology policy will avoid 
unnecessary and costly attempts to revive its regression industry and to direct 
resources in advanced areas, which form a new socio-economic patterns. 

In modern theories, concepts and paradigms of development more and more 
attention is paid to organizational and economic clustering. In particular, foreign 
economists analyze trends in the development of cluster systems in the global 
economy [1-3]. Thus, in most cases, the construction cluster is associated with the 
need to unite under one of the special zone industrial business projects in a specific 
technological field; fundamental research and advanced system design of new 
products and preparation manufacture these products. 

However, according to Brown P. & Bell J. [4], within countries there are limited 
investigations to determine the degree of influence of clustering on marketing 
activities in national and international context. Furthermore, research on strategic 
marketing behavior of firms is mainly concentrated in large enterprises. Thus, the 
knowledge base about strategies and, in particular, marketing strategies of small 
businesses - the key participants in innovation clusters, is still rather limited. 

The base study of the economic technological structure allows us to identify 
latent technological links that appear on horizontal inter-sectorial level, in terms of 
network organization activities be more significant than the vertical intra-industry. 
This determine the existence of technology clusters, which represent the number 
of technologically related industries, with the process of reproduction of economic 
goods according to the principle of subordination. 

Technology cluster (TC) is a system of dissemination of progressive knowledge 
and technologies on the basis of stable relations network in the united community 
of a single technological chain. The goal of TC is outpacing economic growth 
through development of new technological areas; preservation and realization of 
scientific-technological potential. In particular, the strategic directions of activity 
of TC in Ukraine can be: technological modernization of the existing infrastructure 
platforms; creation and introduction of fundamentally new physical principles and 
effects of technology; technological modernization of industry basis; the formation 
of advanced technological platforms and their integration with the European 
technology platforms (ETP). 

A marketing scenario involves determining the possible demand for 
specific technologies, services, infrastructure, positioning of a particular group of 
companies in the market, creation of conditions for working with intermediaries in 
the marketing networks, designing a distinctive style of life of people who produce 
and consume the products of the new techno-social order takes on enormous 
importance in the implementation of the TC strategy. 

On the microincentive, the original basis for the selection of technologies 
that can be considered as a possible commercial and/or industrial, there are 
know-how and resource potential of the company that is part of the technological 
cluster. Along with this important role in the search for new technologies play 
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customer requirements (essential change in the conditions of formation of new 
technological way), the emergence of new solutions for existing buying groups or 
the identification of new groups of buyers for whom it is possible to apply existing 
or similar commercial solutions. 

It must be acknowledged that today the limits between traditionally different 
technologies are becoming increasingly blurred, often as a result of the combination 
of known technologies in completely new solution products, which leads to the 
emergence of new markets [5]. 

These data indicate an important role in the above process belongs to the 
marketing approach to the formation of the strategy of innovative development 
management system, economic, organizational and scientific-technological 
activities, ensuring the achievement and maintenance of a certain desired level of 
production, as well as activities aimed at the development and implementation 
of technologies (technological innovation) in proceedings in accordance with the 
requirements of consumers and the market. 

The main content of the marketing approach is the study of market technology 
structure, the level of high-tech production and services, as well as making decisions 
concerning the forms and methods of competition in specific markets. In the process 
of adopting innovative marketing solutions as a function of entrepreneurial activity 
promotes to maintaining the balance of economic relations in accordance with the 
wishes and demands of consumers. 

Good practices show that the aim of the initiatives in the cluster concept is 
the desire to ensure strategic stability and increase competitiveness by obtaining 
synergy effects from the specific coordination of legally independent activity 
and integration of parts of the resource and infrastructure capacity. Under such 
conditions the universal role of marketing ranging from the implementation of 
the methodology in the identification of the scope of the potential cluster with the 
help of marketing research, management of commodity flows throughout the chain 
system of "production-sales-service" and ending with powerful actions on the 
implementation of marketing tools in ensuring the competitiveness of the cluster. 

However during the transition to post-industrial (new) economy the 
producer's market turns into the consumer market, which with the help of modern 
information technology gets the opportunity to choose how to meet their requests 
by using different types of products, technologies, brands. Marketing in this case is 
directed not so much on the search for new channels of sales of existing product and 
preparation manufacturing new products that can better meet the needs of rapidly 
changing [6]. 

In the context of increased attention to the technological factor in the 
development of economic systems, the role of technology marketing as a process 
of market activities of enterprises, focused on achieving goals and obtaining 
competitive status in the field of production and sales of high-tech goods and 
services. The purpose of these activities, on the one hand, is the development of a 
specific technological area, and on the other hand, successfully meeting the needs 
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of existing and potential customers. To technological tools of marketing, as is the 
case with classical marketing, include planning, administering, coordinating and 
controlling instruments and instruments of marketing policy, such as product, 
pricing, communication and distribution. 

Marketing tools allow coping with important challenges of innovation 
active enterprises, competitiveness of their products, increase the attractiveness 
for potential innovators and investors, creating an enabling environment for the 
development of innovative entrepreneurship and its variants - small technology 
businesses, as well as the creation of value, innovative products that meet the needs 
of target markets. 

In addition, at all stages of formation and development of the technological 
cluster should be marketing management tools situational analysis, marketing 
synthesis, strategic planning, tactical planning and marketing audit and control. In 
particular, the results of technology foresight should be determined critical for the 
cluster technologies - technologies that will ensure the competitiveness and security 
of development of enterprises, organizations, included in its composition, on the 
domestic and foreign markets. To ensure competitive advantage an important place 
in the development strategy of the cluster belongs to the technological marketing 




Fig. 1. Vie definition of the concept of critical technologies 
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in the definition of the concept of critical technologies on the basis of the foresight 
studies (Fig. 1). 

Experience of functioning of cluster structures suggests that the development 
of critical technologies or groups of breakthrough technologies is important to 
implement in the framework of the formation of technological clusters, and one of 
the main instruments of implementation of cluster initiatives need to address target 
technological programs. Also, it seems important to conduct competitive selection 
of promising new clusters based on business initiatives. 

The competence and role of the potential participants should be identified 
by criteria that take into account their quantity and composition, the degree 
of localization of enterprises, the scale of the implemented projects, the level of 
cooperation, unity technology, related industries and joint research projects. 
Further, according to the classical scheme is to develop the strategy and roadmap 
for the development of clusters, the conclusion of multilateral agreements between 
members of the cluster. 

Typical output technologies outside of the company is their conclusion in the 
form of licenses that give the right to other companies to produce products that 
have proved their commercial value in the enterprise. Marketing of this type of 
innovation include: the analysis of patent protection and clean technologies, which 
plans to sell; analysis the purpose of the purchase of the license by the licensee, 
the forecast potential of the market the licensed product; study on changes of 
conditions of competition, due to the sale; the formation of the license agreement; 
determination of the price for the license and other things. Patent protection 
is essential to maintaining a monopoly seller on innovation. It must also be 
borne in mind that purchased the license, which in combination with their own 
developments can contribute to the creation of its own technology licensee, thereby 
to initiate competition with the licensor. 

The reason for the low competitiveness of Ukrainian products lies not only 
in reducing the number of scientific-technical works, but in the irrational use of 
available scientific and technical potential due to the lack of an effective innovation 
policy. In Ukraine, as in all post-Soviet countries, historically, that intangible assets 
(intellectual property) is practically not taken into account neither in the cost of 
production that is produced (0,5-1, 5%, which is 10-15 times less than in developed 
countries), nor in the carrying value of the company. Among the institutions in the 
field of education with the highest inventive activity (number of applications for 
inventions and utility models filed in 2009-2013) lead national University of food 
technologies, national medical University named after A. A. Bogomolets, National 
University of Life and Environmental Sciences of Ukraine, National Technical 
University of Ukraine "Kyiv Polytechnic Institute". And in the list of enterprises 
and organizations that received the largest number of patents for inventions and 
useful models for 2009-2013, the first place belongs to the National University of 
Life and Environmental Sciences of Ukraine. 
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In Ukraine the practical activities of clusters should be focused on the 
production of high value-added products, localization, including the establishment 
of a joint venture (JV) with foreign partners, cooperation in production (supply 
chain) and logistics, physical infrastructure, technological infrastructure 
(technology transfer centers, innovation and technology and engineering centers) 
with the participation of domestic research institutes and universities, cooperation 
in scientific field, training and coaching, and effective communication between 
members of the cluster. 

Technology policy should be the basis for cluster development and 
modernization of the economy through the creation of a system of import of 
technology and commercialization with the transition to the re-engineering of 
foreign technologies, and then self-generation of new technologies and knowledge, 
including the technology transfer centers. The main objectives of implementing the 
strategy of technological cluster, hence the strengthening of the role of technology 
marketing, should be: enhancing technology transfer in clusters; promote the 
commercialization of modern technologies; promotion of business start-UPS in 
getting new technology and the role of companies whose aim is self-development, 
development and market introduction of a new product or technology (spin-off), 
representing the mechanisms for research and technological transfer; increase of 
innovative activity in the business sector; the transition to the open innovation 
model is based on the paradigm of doing business, which involves a flexible policy 
towards R & d and intellectual property (trade know-how trading, mass innovation); 
the implementation of the technology screening, aimed at predicting trends in the 
technology market on the basis of the extension dialogue with its participants 
and facilitate the exchange of information between organizations; efficient use of 
network capacities of all actors of the innovation environment. 

It is essential to focus technology marketing on the formation of a special 
infrastructure that supports the innovation process and contributes to technology 
transfer and commercialization (technology infrastructure); development of 
multifunctional platforms, carrying out research, as well as established system 
of communication between users and developers for rapid information exchange 
and testing of new scientific, engineering, and manufacturing technology solutions 
("living labs" and centers in which participants being independent and free, using 
common space for their activity). 

In response to the decentralization policy of the regions should be provided so- 
called "smart transfer" that contains a technology transfer with its "localization", 
by connecting universities, research institutions or independent researchers to 
ensure that the economy, having mastered the technology, was fully capable on 
its basis to develop their own technology. It should be noted that "smart politics", 
"smart specialization" [7] is the basis for the formation of clusters and this approach 
is gradually reduced to the level of European policy: to qualify for support from 
EU resources will only be available to those regions that already have defined their 
"smart specialization" [8]. 
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Recently in the implementation of research in diverse industries, scientists 
have concluded that the geographical implications of clusters, such as the effect 
of the development of local resources, not only helps to attract foreign investors, 
but also allows you to create a network and conditions to assist in the export 
and internationalization of companies. On the other hand, effective competition 
in the global economy requires greater cooperation and collaboration between 
firms, which lead to the establishment or maintenance of marketing competitive 
advantages. This argument can be seen as a strategic issue for small and medium- 
sized enterprises, especially those that are in open economies and small countries 
that have to look for a variety of options for differentiation. 

Consequently to create a modern technological base, which will provide a 
higher rate of development of sectors of the Ukrainian economy in which the level 
of development of national science and technology sufficient for the modernization 
mainly on the basis of domestic developments and the concentration of state 
resources, the formation of a complex monitoring system of priority directions of 
development of science and technology, development on this basis, methodological 
approaches and institutional mechanisms for the timely identification of priorities of 
technological development in conjunction with the national development strategy, 
their alignment with the priorities of technological development of sectorial and 
regional level. Specified must be considered when choosing the cluster policy of 
technological development of regions and apply marketing tools to substantiate the 
nature and structure of a particular cluster formations. 
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6.5. BASIS DEVELOPMENT OF THE REGIONAL 
ECONOMY IN THE CONDITIONS 
OF INTELLECTUALIZATION OF SOCIETY 

m/jrPYHTfl P03BMTKY PEriOHATlbHOI 
EKOHOMIKM B YMOBAX 
IHTEylEKTyA/lI3AII,li CYCnMbCTBA 

Antohov A. A. 

AmnoxoeA. A. 



UDC 338.1 : 330.341.1 : 332.1 

JEL Rll 

Abstract 

The basic approaches and sections of the formation and development of 
the theory of regions in the article were substantiated. The current essence of the 
region and highlighted systemic approach in its structure the economic system 
was defined. The possible directions of study of the regional economy were 
allocated and defined its meaning for each of them. The key features of a modem 
regional economy: integrity, dissipative, structuring, functionality, potentiality, self- 
organization, transformative, transaction, logistic, fractal and others were viewed. 

The purpose of the intellectualization of society and new content knowledge 
and intelligence in the article was defined. The basic effects of intellectualization of 
society to the economy, education and employment were allocated. The functional 
significance of the regional economy in the context of stimulating processes of 
intellectualization of society was outlined. 

Keywords: region, regional economics, regional studies, regionalism, symptoms 
of regional economy, intellectualization of society, intelligence. 

Anomayisi 

y CTaTTi o6rpyHTOBaHO ochobhI ni4X04M i 3pi3M (J)opMyBaHH>i Ta po3BMTKy 
BueHHH npo perioHu. Bu3HaueHo cyuacHy cymicTh perioHy 3a CMcreMHMM ni4- 
X040M Ta BM4iueHo b moto CTpyKTypi eKOHOMiuHy cncTeMy. 3'iicoBaHo mo^kumbI 
HanpiiMM BMBueHBM perioHauBHoi eKOHOMiKu Ta BM3HaueHo Ti 3MicT 3a kotkhmm 
i3 hmx. Bu4iueHo KuiouoBi 03H3KM cyuacHoi perioHauBHoi eKOHOMiKu: qiuicHicTB, 
4MCMnaTMBHiCTB, CTpyKTypOBaHiCTB, (J)yHKL(iOHaUBHiCTB, nOTeHLUMHiCTB, caMoopra- 
Hi3aqiii, TpaHCtJjopMaqiuHicTB, TpaHcaKqiuHicTB, uoricTMumcTB, (})paKTaui3aqiii Ta 
iumi. 

Bu3HaueHo cymicTB iHTeueKTyaui3aLiii cycniuBCTBa, 3 'acoBaHo hobmm 3m1ct 
3H3hb Ta iHTeueKTy. Bu4iueHo ochobhI Hacui4KM iHTeueKTyaui3aLiii cycniuBCTBa 
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4 ah eKOHOMiKM, ocbItm Ta 3aMH>iT0CTi. OKpec^teHo (jryHKLtioHa^tbHy 3HaqMMicn> 
perioHa^ibHoi eKOHOMiKM b KonreKcri craMy^tiOBaHHa npoiieciB iHTeyieKTya^isaim 
cycnLibCTBa. 

KAWHoei CAoea: perioH, perioHa^ibHa eKOHOMiKa, perioHa^icTMKa, perioHa^tbM, 
03H3KM perioHa^tbHoi eKOHOMiKM, iHTe^eKTyMi3aqbi cycnLibCTBa, iHTe^teKT. 

eopeTMKO-MeT 040 AoriqHe ocMMCieHHa po3BMTKy perioHa^tbHoi eKOHOMiKM 



b yMOBax iffreyieKTyaiLisaLtii cycnLibCTBa e noTpi6HMM, ockmbkm 403B0Asie 



npocreacMTM eBO^tioqiio nor.aa4iB Ha BaaoiMBi (|)yH4aMeHTa^bHi peni - 
eKOHOMiqHi npoijecM, perioHayii3amio, iHTe^eKTya^i3amio, iH(])opMaTM3amio, 
cycnLibHMM nporpec. po3BMTKy perioHaabHoi eKOHOMiKM qepe3 

npii3My npoijeciB imeyieKTyaiibaim cycniabCTBa anpiopi ycicaa4Hioe iioro 
TeopeTMKO-MeT 04 oaoriqHy ocHOBy. OicpiM toto, mo oxoiMioeTbca mwpoKe Koao 
HayKOBMx HanpaMiB (y ciiay noTpe6n npocTeaceHHa eBoaroiiii norAtmiB - imda 
i Tenifi, Ta Miac4MCLmnaiHapHoro xapaKTepy npe4Meiy 40 Oii 4 aceHHa), cii4 
opieHTyBaTHCb Ha HOBiTHi TeopeTHHHi no^oaceHHa qacTo «peBo^KmiMHoro», 
pyiiHyiOHoro «ma6aoHM» xapaKTepy. 3 04hoto 6oKy, Taxi no^toaceHHa oKpecaioiOTb 
HOBi ropM30HTM HayKOBMx 34o6yTKiB, a 3 iHuioro 6oKy, Bi4o6pa)KaK)Tb pe3yabTaTM 
HanpaLtOBaHb BneHMX npoTaroM CToaiTb. 

CynacHa TeopeTMHHa 6a3a, Heo6xi4Ha npw 40di4aceHHax po3BMTKy perio- 
HaabHo'i eKOHOMiKM b yMOBax iHTeaeKTyaai3aLtii cycnLibCTBa, noBMHHa BpaxoByBa- 
tm neBHi npoTMpiqqa HayKOBoi 4yMKM cboro4eHHa, aid bmhmictm qepe3 icHyBaHHa 
BeaMqe3Hoi KLibKOCTi pi3HMX rinoTe3 i norAsmiB Ta 6Libiii bLibhoto 40CTyny 40 iH- 
(})OpMaLtii npo HMX. BmOMO, mo p03BMT0K eKOHOMiHHO'i HayKM rears C06010 nOCTiil- 
hmm npoiiec yTBep4>KeHHa neBHo'i icTMHM npo eKOHOMiqm aBMipa i npoLtecn; BiH 
cnpMHMHJie Hapo4)KeHHJi hoboi TeopeTMHHoi naaTtJropMM, Ha min o6'e4HyiOTbca 
40caraeHHa pi3HMx tohok 3opy i HayKOBMx KOHLtenmM [1, c. 429]. Bi4TaK TeopeTMH- 
Ha naaT(])opMa po3BMTKy perioHaabHoi ckohomIkm b yMOBax iHTeaeKTyaai3aqii cyc- 
niabCTBa noBMHHa 6y4yBaTMCb, BMX044HM 3 tmx TBep4aceHb BneHMx, aid Bi43Hana- 
lOTbca nporpecMBHicTio i 4aaeKoraa4HicTio Ta He odMeacyiOTbca mmommobIphmmm 
npMnymeHHaMM, a TpyrnyiOTbca Ha npMKaa4HMX po3paxyHKax, mo o6yMOBaioe ix 
BMmy npaKTMHHy 3HaqMMicTb. IJe 4yace BaaoiMBO, a4ace npo6aeMHicTb cynacHoi 
eKOHOMiqHoi HayKM noaarae b TOMy, mo eKOHOMinHa Teopia nepeacMBae cicaa4Hi 
nacM. 3 04Horo 6oKy, 3a CBmneHHaM BiTHM3HaHMx Ta iH03eMHMx (JraxiBijiB, nona- 
tok XXI CTO^tiTTa MoacHa BBaacaTM i'i peHecaHCOM. HoBiTHa CBiTOBa KpM3a noKa3a- 
^ta aKTyMBHicTb i rocTpy noTpedy b i'i ni3HaHHi, BM3HaneHHi npMpo4M Ta iiMaxiB 
Ti no407taHHa. B YKpaiHCbKiM eKOHOMiqm ^tiTepaTypi 40di4acyi0Tbca npod^teMM, 
aKi BMX04aTb 3a Mead pmhkoboi eKOHOMiKM (iHTe^teKTya^bHa B^tacmcTb, iHTe^teK- 
Tya^tbHMM KaniTM, iHTe^eKTya^i3ama eKOHOMiKM, iHHOBamMHMM po3bmtok Tomo) 
[2, c. 28]. 3 imnoro ac 6oKy, i Ha4Mi cnocTepiraeTbca KpM3a Moda^tbHoi eKOHOMi- 
KM, aKa, 3a TBep4aceHHaMM (JraxiBtuB, dararo b qoMy 3yMOB^teHa He40CKOHa^ticTio 
eKOHOMiqHoi HayKM, HeBi4noBi4HicTio npoBi4HMx HayKOBMx 40KTpMH pea^tbHOMy 
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CTaHy CBiTOBoro rocnoAapcTBa. Hi m6epam3M, Hi MOHeTapM3M, Hi KeMHciaHCTBo, Hi 
inuii KOHqenqii He npaqioiOTB m aHTMKpn30Bi 3axoAii. Pea^Haqin peKOMeHAaqin 
yqeHwx crania tmbmom eKOHOMiKM, AeiJiopMye i’i CTpyKTypy i npiOBOAMTh 40 He- 
nepe 46 anyBaHMx pe3y^iBTaTiB. OieBMAHO, mo npo^oHraqin B3aeM03B'n3Ky Teopiii 
Heo^i6epa^i3My i HeoKeiiHciaHCTBa, a TaKOiK BiAnoBiAHoi eKOHOMiqHoi no^iTMKM 
npM3BeAe 40 KaTacTpotJriHHMx HadiAKiB [3, c. 17]. 

TaKMM HMHOM, (JlOpMyBaHHH TeOpeTMHHOi n^aT(})OpMM p03BMTKy periOHa^LB- 
Hoi eKOHOMiKM b yMOBax iHTe^eKTya^i3aqii cycnLiBCTBa yciciaAHeHe neBHoio Kpn- 
30K) AyMOK 14040 e(|)eKTMBH 0 CTi HanpaqroBaHB eKOHOMiqHoi Teopii b cyqacHOMy 
CBiTi, hkmm po 3 BMBaeTBC 3 i MeTOAOM npo 6 i noMM^toK. I hk 3 a 3 Haqae M. ELrono^iB- 
cbkmm, Hapa3i HeMa gamhoi cjiyHAaMeHTaaBHoi HayKM npo po3bmtok AepxaB i CBiiy 
b qLiOMy. Mm paAieMo TOMy, mo b imeyieKTyaiiBHOMy i HayKOBo-TexmqHOMy po3- 
BMTKy 7HOACTBO me HiKOAM He AOOITMO T3KMX 3H3HHMX BMCOT. A^te, paAilOHM TaKMM 

ycnixaM, mm 3po3yMMM ambhmm acax. Bee, mo qMBLii30BaHMM cbIt ctbopmb, MO>Ke 
o6epHyTMCB ra6e^io aah bcboto jkmboto Ha 3eM^ii [4, c. 7]. 

y KOHijenTyayiBHOMy n^am MoGa^iBHa KpM3a noKa3a^ia HauBHicTB abox Teo- 
peTMHHo-npMKaaAHMx npo6^ieM eKOHOMiqHoi Teopii CTpaTeriqHoro xapaKTepy [5, 
c. 27]: 

■ KpM3a HecnoAiBaHo 3acBiAHM^ia He Anuie HeetJieKTMBHicTB, a ii 6e3nepcneK- 
TMBHicTB ^ii6epa^BHo-MOHeTapHoro iHCTpyMeHTapiio «raciHHn no>Ke>Ki» a6o 3a pa- 
xyHOK 36LiBiiieHHn o6cnriB eMiciMHo-rpouioBMx pecypciB cbItobmx BMBHOKOHBep- 
TOBaHMx Ba^iiOT, a6o iimuxom noAa^Binoro MacuiTa6Horo HapomyBaHHn o6oiriB 
Aep>KaBHMx 3ano3MHeHB Ha (JiiHaHCOBMx pMHKax Ta noAaaBinoro nepeiciaAaHHii 
Turapn ix o6c^yroByBaHHn Ha HapoAHi MacM iimuxom o6Me*:eHH>i KmqeBoro cno- 
iKMBaHHH, noCM^eHHa noAaTKOBoro TMCKy i ^iKBiAaqii coqia^BHMX rapamiM; 

■ KpM33 T3K02K AOBe^ia a6C071I0THy HeCnpOMOlKHiCTB IHMpOKOTO 3aCTOCyBaH- 
hh nouiMpeHoro Ha CBoroAHi MaTeMaTMHHoro iHCTpyMeHTapiio Ta MOAe^iBHoro niA- 
XOAy AO eKOHOMiKM UK OCHOBM OqiHKM npOTHOCTMHHMX nepCneKTMB 11 p03BMTKy, 
30KpeMa moAO BM3HaMeHHn pea^iBHMx Ki^iBKicHMx napaMeTpiB BiATBopiOBa^BHoro 
qMioiy, 3a yMOB ix aHOMMBHoro i naTO^ioriqHoro cnoTBopeHHH (J)iKTMBHO-(])iHaHCO- 
BMMM Ta KpeAMTHO-CneKyilUTMBHMMM BiAHOCMH3MM. 

OnMpaiOHMCB Ha BMCHOBKM aBTOpMTeTHMX yKpaiHCBKMX BHeHMX moAO «npo- 
Ba^iBH0CTi» (JiyHAaMeHTa^iBHMx HanpaqiOBaHB 3 eKOHOMiqHoi Teopii Ha npaKTMqi 
(hk y BiTHM3HHHMx pea^ibix, TaK i b Mo6a^BHOMy MacuiTa6i) (JiopMyBaHHn Teope- 
TMHHoi miaTiJiopMM po3BMTKy perioHa^BHoi eKOHOMiKM b yMOBax iHTeyieKTyaiii- 
3aqii cycnLiBCTBa oTpMMye BiAMiHHMM rnaHC. L]eM rnaHC no^oirae y MOuoiMBocTi 
OKpeCyieHHn HOBoi (JiyHKqioHaiiBHoi po^ii perioHa^iBHoi eKOHOMiqHoi cmctomm 435 1 
CTMMyAiOBaHHn npoqeciB iHTe^eKTya^ii3aqii cycnLiBCTBa, KaniTa^ii3aqii ime^ieKTy- 
a^iBHoro noTeHqiaiiy 3 HaciiAKOBMM BiAoGpaiKeHHHM Ha nidcHMx xapaKTepMCTM- 
Kax 1KMTTH HaCe^ieHHJl. TaKe CTMMy^HOBaHHH nOBMHHO MaTM npeBeHTMBHMM Bn^lMB 
BiAHOCHO KpM30BMX HBMm i npOqedB, npMHMHOIO KOTpMX, UK npaBM^o, nOCTaiOTB 
CTpyKTypHi 4MC6a^aHCM 3 Heo6rpyHTOBaHMM peCypCHMM BMKOpMCTaHHUM, mo BM- 
AHO 3 Ta6^1. 1. 
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Ta6xuupi 1 

IlpipniHHicTb Kpw30BMx HBMm [viooa/ibiioio MacniTa6y Ta (f)yHKi4iona/ibHa 
3Ha'iiiMicrb y i'x BMpinieHHi pei ioiia/ibiinx eKOHOMix* 



KpU306Ull 

itepiod 


Tlpmuna 


Pose'MUHHJl KpU3U 


PeiioHaAuat^iR 
po36umicy eKOHOMiicu 


Kpioa 

cepeAMHM XIX 

CTOVliTTTr 


Hey 3 ro 4 )KeHicTL MDK 
npoijecaMM MacoBoro 
iH 4 ycTpiaALHoro 
BMpoSHMUTBa M 
iH^pacTpyKiypaMM, mo 
3 a 6 e 3 neHyiOTb BMpoSHMni 
npoijecM 


3 aAi 3 HML(i, MiCbKe 

KOMyHaAbHe 

rocno 4 apcTBO, 

4 ep»caBHa 

npOMMCAOBa 

noAiTMKa, 

npo^)cnLiKOBMM pyx, 
HayKOBa opraHbaijbi 
npaiji 


Gia 6 Ka perioHaAmum m 

06 Me^CeHi MOiKAMBOCTi 
periomB y po 3 BMTKy 
BAacHoro KOMyHaAbHoro 
rocno 4 apcTBa 


Kpn3a nonaTKy 
XX CTOALmi 


y p 03 BMHeHMX 
iH 4 ycTpiaABHMx Kpamax - 
Hey 3 ro 4 »ceHicTL 
MDK p 03 IIIMpeHHJIM 
iH 4 ycTpiaALHoro 
BMpo 6 HML(TBa M 
iH(j)pacTpyKiypaMM 
cno)KMBaHH>i Ta 36 yry 
TOBapiB 


CycnLibCTBO 

3 araAbHoro 

4 o 6 po 6 yiy, 

CIIOyKMBHMM 
Kpe 4 MT, Mepe)Ka 
cynepMapKeTiB, HOBa 
XBMAH ynpaBAiHCbKMX 
npo(j)eciM, 
Mi)KHapo 4 Hi 
(j)iHaHCOBi 
opraHbatm, HOBi 
TpaHcnopTHi 3 aco 6 M 


Il 03 MTMBHMM 40 CBi 4 
perioHaAi 3 aim 
eKOHOMiHHOrO 
p 03 BMTKy periOHiB 
OKpeMMX TepMTOpiM 
3 ni 4 BMmeHHAM 
IX aBTOHOMHOCTi y 
CTpyKTypHMX 3 MiHaX 


HoBa Kpiwa 


Hey 3 ro 4 ^ceHicTB 
mdk npoijecaMM 
HeoiH 4 ycTpiaABHoro 
p 03 BMTKy, 3 04 H 0 r 0 
60 Ky, i KAIOHOBMMM 
iHtjjpacrpyKTypaMM, mo 
3 a 6 e 3 neHyiOTb oSopoT 
CBiTOBMx pecypciB, 3 iHinoro 




Bmcokmm piBeHb perio- 

HaAi 3 auii 3 P 03 BMTK 0 M 
eKOHOMiKM perioHy Bi 4 - 
noBi 4 HO 40 pecypcHMX 
MO>KAMBOCTeM Ta iHCTM- 
TytiioHaAi 30 BaHMx eKOHO- 
MHIHMX Bi 4 HOCMH 



* CKACideno nemopoM w ocnoei dxepex [ 7 , 8 , c. 140 ] 



KpM30BicTb eKOHOMiqHoro xapaKTepy Mo6aabHoro MacuiTa6y, mo TpaHC- 
(JtopMyeTboi Ha perioHaabm piBHi, 3Mymye BHernix roBopw™ npo HOBe 6aneHH>i 
po3BMTKy eKOHOMiKM qepe3 (jryHKqioHyBaHHJi pnHKy. F. EamHUHMH CTBep^ye, 
mo eKOHOMiqHa HayKa Mae BMBqaTii cbIm npeAMeT ak i3 cyTo eKOHOMinHiix, TaK i 
3 comaabHwx Ta AyxoBMx no3MLtin. II[o6 cynacHa eKOHOMinHa Teopin craaa caMo- 
AOCTaTHboio, BOHa Mae noeAHyBaTii Tpn niAxoAm Tpn opieHTam'i: bmxoamtm i 3 
eKOHOMiqHoro, i 3 comaabHoro, i 3 AyxoBHoro AeTepMim3My [6, c. 25-26]. 

F. BauiHTtHHH CTBepA^cye, mo eKOHOMiqHa HayKa Mae BiiBqaTM cbIm npeAMeT 
m i3 cyTO eKOHOMinHnx, Tax i 3 coiuaabHnx Ta AyxoBnx no3imin. II[o6 cynama 
eKOHOMinHa Teopia CTaaa caMOAOCTaTHboro, BOHa Mae noeAHyBaTH Tpii niAxoAM, 
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Tppi opieHTaqii: bmxc> 4 mtm i 3 eKOHOMWHoro, i 3 coqiaabHoro, i 3 4yxoBHoro 4eiep- 
Mmi3My [9, c. 25-26]. 

TaKMM hmhom, OKpeciioeTbCii 4pyra cneqM(|)iHHa yMOBa 40 no6y40BM Teope- 
tmhhoi n^taT(])opMM po 3 BMTKy perioHayibHoi eKOHOMiKM b yMOBax iHTdetaya^ba- 
qi'i cycnMbCTBa -4M(})epeHL(iaqiii Hadi4KOBoi 3 HaqMMOCTi eKOHOMiqHoro po 3 BMTKy 
MDK CyTO eKOHOMiqHMMH M C0qi04yX0BHMMH OpieHTHpaMH. 

BpaxoByiom 3ra4aHi Ta iHini MipKyBaHHJi 14040 BMMor 40 (JropMyBaHHJi Teope- 
tmhhoi n^taT(])opMM po3BMTKy perioHayibHoi eKOHOMiKM b yMOBax iHTdetaya^ba- 
qi'i cycnLibCTBa, y3ara^tbHMMO ix cxeMaTMHHO - Ha pwc. 1. /\a% BiTHM3HJiHMx peaAiii 
Taica TeopeTHHHa nyiaT(])opMa noBMHHa cneqM(})iqHo a4ariTyBaTMCb. Aright Mae 
6yTM 3po6^teHMM Ha M0)IOlMB0CTi 40^taHHJI iCHyiOHMX Cb0r04Hi HMdeHHMX npO>IBiB 
4eiHTeyieKTyaiLi3aqii cycnLibCTBa, (J)opMa^i3aqii t3kmx npoqeciB, a t3ko>k noMiT- 




Puc. 1. Bumozu do (popMyeanm meopernmnoi luamfiopMU poieumxy pezionaxmoi eKOHOMixu 
e yMoeax mmeAeKmyoAhayii cycnixbcmea [CKMdew aemopoM] 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



513 



Section 6. Informative and Institutional Concepts of Regional Development 

hmx CTpyKTypHMx 4Mc6aMHciB perioHa^ibHMx eKOHOMiK, KOTpi xoh i b OKpeMiix bm- 
na4Kax 6 a 3 yiOTbca Ha pecypcHMx MoaoiMBocTax, npoTe nepeBa>KHo nepe46aHaiOTb 
3acTapLii eKCTeHCMBHi ni4xc>4M b opram3aim BMpo6HMLtTBa, aKi He 403B0^tin0Tb 
po3BMBaTH iHTe^ieKTya^bHi 34i6Hocri Hace^eHHa. TaKoac BapTo 404aTM, mo Teope- 
TMHHa rLaaT(})opMa po 3 BMTKy perioHaabHoi eKOHOMiKM noBMHHa o6rpyHTOByBaTM 
peaabHHM cijeHapiM nporpeciiBHiix 3 MiH. 

TeopeTMHHa naaT(})opMa po 3 BMTKy perioHaabHoi eKOHOMiKM b yMOBax ime- 
aeKTyaai 3 aiiii cycninbCTBa noBMHHa Ha6yBaTH nocTHeoKaacMHHMx 03 HaK. 3 ri 4 Ho 
TBep4*;eHb A. MaciOBa, nocTHeoicaacMHHa Hayxa e hoboio, cynacHoio icTopwHHoio 
(JtopMoio HayKOBoro 3 HaHHa. B eKOHOMiqmH ctjtepi BOHa Bi4o6paxae cynacHMM CTaH 
eKOHOMiqHoi Teopi’i, po3bmtkom aKoi 03 H 3 MeH 0 BaHa ocTaHHa TpeTMHa XX - nona- 
tok XXI CToaiTTa, mo xpoHoaoriqHO 36iraeTbca 3 iH^opMabtiMHo-TexHoaoriqHoio 
peBoaioqieio Ta pi 3 HMMM cnpo6aMM TeopeTMHHoro ocMMdeHHa i"i oHToaorinHoro 
3 Miay. Ochobhhm npe4MeT n 40Cii4)KeHHa craHOBaaTb Ha4CKna4Hi, HepiBHOBa>KHi 
(4MCMnaTMBHi) Ta eBoaiomMHi cwcTeMM [10, c. 31-32]. OieBM4Ho, 471a cynacHMx 40- 
cai4*;eHb po 3 BMTKy perioHaabHo'i eKOHOMiKM m cmctcmm, tmm nane nepe3 npM 3 My 
B 3 aeMHwx 4eTepMiHaqiw i 3 nponecaMM iHTeaeKTyaai 3 aim cycnLibCTBa, nocTHeo- 
KaacHHHMM 6 a 3 nc e 6Lu>ni, Hiac OHeBM4HMM. 

OxpiM TeopeTHHHMx o6rpyHTyBaHb pmhkobhx MexaHi3MiB po3BHTKy perio- 
HiB, eKOHOMiqHMx npoiteciB, BaaoiMBMM 3pi30M 40cai4)KeHb 6e3yM0BH0 e npoije- 
cm ynpaBaiHCbKoro BnaMBy. Y KOHTeKCTi po3BMTKy perioHaabHoi eKOHOMiKM nepe3 
npw3My iHTeaeKTyaai3aim cycnLibCTBa o6rpyHTyBaHHa ni4X04iB 40 amiaabHoro 
ynpaBaiHHa e BKpaii Heo6xi4HHMH. Bi4Taic Tyr <Mi4 BpaxoByBaTH, mo Mae Micije 
(})opMyBaHHJi HOBo'i napa4MTMM noaiTeKOHOMiqHwx 3HaHb, aKy b nponeci ct3hob- 
aeHHa Mo>KyTb cnpriMMaTM aK noaiTMHHy MeTaeKOHOMiKy - Teopiio, mo KOHLjeH- 
Tpye cbok) yBaiy Ha nponecax, aid tmbkm 3apo4acyiOTbca, nepe6yBaiOTb 3a Meac- 
aMM BM4MMMX TpaHC(j)OpMaL4M, iHCTMTymOHanbHMX BM3HaqeHb [11, c. 7]. Hrato 
po3raa4aTM 6Libiii KOHKpeTHo TeopeTMHHy naaT(])opMy po3BMTKy perioHaabHo'i 
eKOHOMiKM b yMOBax iHTeaeKTyaai3aLtii cycnLibCTBa, to 3 6a3yBaHHaM Ha ni4X04ax 
nocTHeoicaacMqHOi eKOHOMinHoi Teopi'i m noaiTMHHo'i MeTaeKOHOMiKM pe3yabTaTM 
40di4>KeHHa MaiOTb 4onoBHK)BaTMCb noaoaceHHaMM perioHaaicTMKM m rao6aaic- 
TMKM. 

rao6aaicTMqHe BneHHa (aK HOBa raay3b 3HaHb, mo imerpye 4ocaraeHHa HayK 
npo npMpo4y, cycniabCTBo i ai 04 MHy [12, c. 27]) 4acTb 3MOiy BM3HaiMTM poab peri- 
OHaabHo'i eKOHOMiKM b rao6aabHMx eKOHOMiqHMx nponecax Ta piBeHb 3aaeacHOCTi 
Bi4 hmx, 3 MoacaMBicTio moto noHMaceHHa qepe3 onTMMi3aimo BMKopMCTaHHa BHy- 
TpiuiHix pecypcHMx MoaoiMBocreM. Bo4HOHac perioHaaicTMHHe BneHHa aKimmye 
yBaiy Ha nponecax maicHoro po3BMTKy perioHy. /{amiti HayKOBMM HanpaM 3ktmb- 
HO p03po6aaiOTb BiTHM3HaHi BHeHi-npe4CTaBHMKM TlbBiBCbKO'i HayKOBO'i LUKOaM. B 
04 H 0 My 3 BM43HB iHCTMTyiy perioHaabHMx 40 di 4 aceHb HAH YKpaiHM 6yao bmo- 
KpeMaeHo navi6iAbm BaroMi TeopeTMHHi TBep4aceHHa perioHaaicraqHoro HanpaM- 
Ky: A. Be6epa, aKMM 341 mchmb nepe^tOM y Teopi'i po3MimeHHa, nparaynM ctbopmtm 
«BiqHy» a6o HMcry Taicy Teopiio; V. I3ap4a, aKMM Haro^ornyBaB, mo Teopia npo pe- 
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rioHM noBMHHa He tLtbkm noumpiOBaTMCb Ha npo6/ieMM piBHOBara cucreMM, a/ie 
m po3rAH4a™ mo piBHOBaiy 3 tohkm 3opy po3MiineHH5i, TopriB/ti, t(iH Ta o6ony 
BMpo6HML(TBa [13, c. 10-14]. OT)Ke, perioHa^ticTMKa 403B0/iiie cmctcmho ni4iMTM 40 
perioHa^iBHoro po3BMTKy Ta o6rpyHTyBaTM BaroMicTb eKOHOMiqHoi cmctcmm 4/151 
CTaHy iHiimx perioHa/tbHMx ni4CMCTeM. Y KOHTeKCTi iHTe/ieKTya/ii3aiui cycni/tb- 
CTBa - b neprny qepiy MOBa M4e npo npaijepecypcHy, ocBiTHbo-HayKOBy m iH(])op- 
MaqiwHo-KOMyHiKaiiiMHy ctJrepM. Ha pnc. 2 npe4CTaBMMo TeopeTMHHy n/taT(])opMy 
po3BMTKy perioHa/ibHoi eKOHOMiKM b yMOBax iHTe/ieKTya/iisauii cycni/ibCTBa. BoHa 
oxon/noe rnupoKe ko/lo HayKOBMx Hanp5iMiB, npoie TpaKTye pe3y/ibTaTM Hanpa- 
LfiOBaHb ix npe4CTaBHHKiB y nocTHeoK/taciiHHOMy Ta MeTaeKOHOMiqHOMy 4MCKypci. 




Pmc. 2. Teopemmm nxarmfiopMa po36immy pezionciAmoi eKOHOMixu 
e yMoeax mmeMKmyaAhaupi cycnwocmea [CxAadew aemopoM] 

Tata™ TeopeTMHHMM paKypc 403 bo/lmtb o6rpyHTyBaTM ripiiHuiinii caMoop- 
raHi3aqi'i eKOHOMiqHo'i cucreMM perioHy 3 04 H 0 HacHMM BcraHOB/teHHJiM Mipw 30- 
BHiuiHix Bn/tMBiB qepe3 Mexam3MH coLtia/LbHoro (b TOMy qnc/ii 4ep>KaBHoro) ynpaB- 

/UHH5I. 

3 pwcyHKa 6aqMMo, mo TeopeTMHHy n/taT(])opMy o6paHoro npe4MeTy 40 di- 

4)KeHH5I 40 T(LTbH 0 yMOBHO p03n04i/LMTM 3a TpbOMa OCHOBHMMM HanpriMaMM: 
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1) Teopii m KOHLtenqii, aid Bi4o6paacaiOTb npottecM perioHaaisaqii eKOHOMin- 
Horo po3BMTKy; 

2) Teopii m KOHLtenqii, aKi Bi4o6paacaiOTb npoqecM perioHa^ii3aqii coqia^tbHo- 
ro ynpaBaiHHa; 

3) Teopii h KOHijenTtii, aid Bi4o6paacaiOTb npoqecM iHTe^eKTya^i3aLtii cycnLab- 

CTB3 M eKOHOMiKM. 

3-noMiac qircaeHHMx MipKyBaHb i rinoTe3 MoacHa 3ara^tbHo po3yMiTM, mo Teo- 
peTM^He ni4rpyHTa po3BMTKy perioHaabHoi eKOHOMiKM b yMOBax iHTeaeKTyaabaqii 
cycnLibCTBa noTpe6ye TpacnopTaqii 34iMCHeHwx HanpaqiOBaHb qepe3 npM3My pe- 
rioHaaicTMqHoro BqeHHa 3 aKqeHTOM Ha noCTHeoicaacMqHi ni4X04M eKOHOMiqHoro 
po3BMTKy m MeTaeKOHOMiqHi - b ynpaB^tiHCBKMx BnaMBax. I b neprny nepiy qe cto- 
cyeTbca TeopeTMMHMx no^toaceHb ctocobho perioHaabHoro po3BMTKy. Ochobhmmm 
H anpaMaMM KOHqenqiil perioHaabHoro po3BMTKy, aid BaaoiMBi 40 BpaxyBaHHa npn 
40cai4>KeHHax eKOHOMiqHoi cmctcmm b KOHTeKcri iHTeaeKTyaai3aqii cycniabCTBa, e 
HacTynm [14, 15, c. 41-85; 16, 17, c. 73-83]: 

1) Teopii po3MiiqeHHa BMpo6HMqTBa (cLibCbKorocnoqapcbKMM uiTaH4opT 
I. TiOHeHa, paqioHa^LbHMM uiTaH 4 opT npoMMcaoBoro ni 4 npMeMCTBa B. vlayHxapq- 
Ta, npoMMdOBHM uiTaH 4 opT A. Be6epa, Teopia qeHTpaabHMx Micqb B. KpMCTa^e- 
pa, Teopia npocTopoBoi opraHi3aqii A. Tlborna, Teopia «qeHTp-nepM(])epia»); 

2) Teopii perioHaabHoi cneqia^ti3aqii i MiacperioHaabHoi TopriBTti (Teopia a6- 
coaiOTHHx nepeBar A. CMiTa, Teopia nopiBHaabHMx nepeBar 4- PiKap 40 , Teopia 
XeKinepa-Oama); 

3) HOBi Teopii po3MiiqeHHa qisMbHocri Ta npocTopoBoi opraHi3aqii eKOHOMi- 
KM (Teopia 4M([)y3ii iHHOBaqiM T. XerepcTaH4a, Teopia perioH&abHoro acMTTeBoro 
LtMicay, Teopia no^tiociB pocpy O. neppy, Teopia (JropMyBaHHa TepMTopiaitbHo-BM- 
Po 6 hmhmx KOMn^teKciB M. K. EaH4MaHa); 

4) HOBiTHi KOHttenLtii perioHaabHoro po3BMTKy (Teopia noTeHqiaaiB K. ®. Tay- 
ca, Teopia icaacTepM3aqii A. IIopTepa, Teopia 4ecTMHaLtii H. Tlennepa, KOHqenqia 
CTaaoro po3BMTKy F. 

Ochobhmm aKqetrr y Teopiax 3 nMTaHb perioHa^tbHoro po3BMTKy 34iiicHeHMM 
Ha npoCTopoBMM BMMip (JryHKqioHaabHOCTi pymiMHMX cm a TaKoro po3BMTKy. FIpo- 
CTopoBMM acneKT 403B0^tae ocarayTM nepeBarM KOHqeHTpaqii pecypcHiix mo^gim- 
BocTeii b o6MeaceHMx npocTopoBo-MacoBMx KOop4MHaTax 3 HacTynHMM nouiMpeH- 
HaM 40CBi4y Ha iHini TepMTopii, npoTe Bace 3 ypaxyBaHHaM ix cneqMcjnKM. 

HoBiTHe 6aneHHa TeopeTMHHMx noaoaceHb perioHaabHoro po3BMTKy noTpe- 
6ye (JropMyBaHHa cynacHoi napa 4 MTMM ix iHTepnpeTaqii. 3a MipicyBaHHaMM O. Pe- 
6apa, KOHqenTyaabHMMM 3aca4aMM TaKoi napa4MTMM po3BMTKy perioHiB e Hacryn- 
Hi [18, c. 79]: 

1) po3raa4 perioHy aK caMOCTiiiHoi oqMHMqi b rocno4apcbKOMy KOMnaeKci 
KpaiHM, a TaKoac aK Bi4KpMToi cmctcmm, aKa B3aeM04ie 3 iHuiMMM perioHaMM Ta 
KpaiHaMM; 

2) aidcHi nepeTBopeHHa Miacra^yseBMx nponopqiii MaiOTb 34iMCHiOBaTMca Ha 
oCHOBi 3m1hm TexHO^toriqHMX yicaaqiB; 
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3) nepexi4 40 KaacTepHMx M04eaeM CTpyKTypyBaHHii perioHaabHMx cmctcm; 

4 ) 3pocTaHH^i 3HaqeHH>i coiiiaabHo-eKOHOMiqHHx npiopMTeriB; 

5) CTpaTerwHe ynpaBTUHHJi CTpyKTypHMMM 3MiHaMM Ha ochobI iHHOBaqiMHoi 
M04eai po3BMTKy; 

6) 3a6e3neHeHH>i KOMnaeKCHocri b po3po6aeHHi m peaaisaim nporpaM CTpyK- 
TypHMx TpaHCtJropMaqiM Ta 36aaaHcyBaHH3i iHTepeciB i npiopMTeTiB 4ep>KaBHoro Ta 
perioHaabHoro ynpaBaiHHJi coiiiaabHo-eKOHOMiHHMM po3bmtkom perioHiB. 

Yci 3 03HaneHMx TBep4^ceHb 47151 po3BMTKy eKOHOMiKM perioHy b KOHTeKcri 
npoqeciB iHTeaeKTya7ii3aim cycnLibCTBa e CTpaTeriqHo Ba^KTtMBMMM, oco6tlmbo mo 
CTOcyeTbC5i iHHOBaqiMHo'i M 04 eai po3BMTKy. iHHOBaqiMHicTb, nepcneKTMBHicTb, mo- 
4epm3aiii5i MaiOTb nocTaTM kthohobmmm pymiiiMM eKOHOMiqHMx npoqeciB 3 Bi4- 
noBi4HicTio BMMoraM CTaaocTi. O. Pe6ap B4aao Bi43Hanae noTpeGy camyBaHHH 
CTpyKTypHMX 3pymeHb («Mi*ra7iy3eBMX nponopqiM») 3Mim TexHOTioriqHMX yicaa- 
4iB. Biabrne Toro, >iKmo perioH y CBoeMy eKOHOMiqHOMy po3BMTKy onMpaeTbC5i 
Ha npoqecM iHTeaeKTyaaisaim cycniabCTBa, BiH Moxe Bi4irpaBaTM noMiTHy poab 
y (J)OpMyB3HHi HOBMX TeXHOTLOriHHHX yK7ia4iB 3 Bi406pa>KeHH5IM npOrpeCMBHHX 
cnoco6iB cycniabHoro BMpo6HMqTBa 3 npMHimnoBO Bi4MiHHMMM ni 4 X 04 aMM b 'ix 
opraHi3ami. 

y rpyni Teopifi i KOHqenqiM, KOTpi BmoGpaxaiOTb npoqecn perioHa7ii3aim 
eKOHOMiHHOro p03BMTKy, OKpeMO BM4MeHO Teopi'i eKOHOMiHHOro paMOHyBaHHJI. 
Bohm ni4CM7iioiOTb npocTopoBMH acneKT po3BMTKy perioHaabHoi eKOHOMiKM Ta 
noTpe6yiOTb cynacHoro ocMMcaeHHJi 3 ypaxyBaHH>iM HanpaqoBaHb npoBi4HMx 
BHeHwx CBiTy. flpo Taxy noTpeGy roBopiiTb Gararo yKpaiHCbKMx bhchux. 3oKpeMa 
A. Ma3yp 3a3Hanae: Cboro4Hi, b yMOBax po3BMTKy piiHKOBoi eKOHOMiKM i (Jropiviy- 
B3HH5I hobhx perioHaabHMx Bi4H0CMH Ha 3aca4ax perioHaabMy, npaKTMKa, a 3Bi4CM 
i Teopiii BMMarae hoboto GaneHHii Ta po3yMiHH5i paMOHyBaHHH, 34e6Libiiioro He 5 ik 
npoqecy, a 5 ik 411 ; totlobhmm nMTaHH5iM npn imoMy BMCTynae MoxaMBicTb (mm na- 
BnaKM) KepoBaHocri hhmii CMcreMM npn yMOBi, mo bohm He e 04mhml(5imm a4Mim- 
CTpaTMBHO-TepMTopiaTtbHoro no4Liy KpaiHM; Bi4noBi4i Ha qi Henpocri 3anMTaHH5i 
cam inyKaTM b TeopeTMHHMx ocHOBax eKOHOMiKM 5 ik HayKM [19, c. 5]. 

IJiHHicTb TeopeTMHHMX HanpamoBaHb 3ri4Horo 4aHoro Hanp5iMy ocoGtlmbo 
np05IB7L5ieTbC5I B HayKOBO-qOdiqHMqbKiM 4i5I7LbHOCTi. 06paHH5I OKpeMOTO eKOHO- 
MiHHOTO paMOHy 47151 npMK7ia4HMX p03paXyHKiB 403B07L5I6 yKpynH5ITM periOHM (Te- 
pMTOpii) 3a CnllbHMMM (eKOHOMiHHMMM) 03H3KaMM. 

IH040 po3BMTKy perioHaabHoi eKOHOMiKM qepe3 npM3My iHTeTieKTyaTiisaqii 
cycniabCTBa paMOHyBaHHH 3 ypaxyBaHHJiM 43 hmx npoqeciB 403B07 lmtb Bi4KpMTM 
noTyxHi HayKOBi ropM30HTM: 

■ no-nepme, BMOKpeM mtm TepMTopii 3 HanGLibiii nepcneKTMBHMMM xapaiere- 
pMCTMKaMM iHTeTteKTyaTibHoro noTeHqiaay cycnLibCTBa; 

■ no-4pyre, bct3hobmtm TepMTopii 3 Ha5iBHicTio 40 CBi 4 y KaniTaTtisaqi'i ime- 
aeKTyaabHoro noTeHqiaTiy HaceaeHHa 3 HacamKOBMM BMpa>KeHH5iM y noK33HMKax 
eKOHOMiHHOTO 3pOCTaHH5i; 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



517 



Section 6. Informative and Institutional Concepts of Regional Development 

■ no-Tpeie, o6rpyHTyBaTM nepcneKTMBM MicKTepnTopiaabHoi cniBnpaLti 3 
MeToio noe4HaHH>i BMpo6HMqwx noTyacHOCTefi Ta iHTeaeKTyaabHMx MoxaMBocTeii 
HaceaeHHH; 

■ no-^eTBepTe, po3BMB3TM npoqecn iHTeaeKTyaai3aqii iuaaxoM po3yMiHH5i 
33KOHOMipHOCTeM IX BMHMKHeHHil M 4MHaMiKM y BMSHaHeHMX npOCTOpOBO-HaCOBMX 
KOOp4HHaTaX. 

To6to noKa3HMKM iHTeaeKTyaai3aqi'i cycnLibCTBa y B3aeM03B'5i3Ky 3 ckoho- 
MiqHMMM iH4MKaTopaMM MaiOTb cayiyBaTM ochobhmm KpMTepieM eKOHOMiqHoro 
paMOHyBaHHJi 4351 oBaacTeii YKpaiHM. I^e 403bo3mtb aJropMyBaTM HOBy eKOHOMin- 
Hy KapTMHy Kpairai 3 ocepe4KaMM He npocro raay3eBoi cneqiaabaqii, a cneqiaaba- 
1411 3 onwpaHHJiM Ha iHTeaeKTyaabHi noTeHqinm xapaKTepMCTMKM cycniabCTBa, bm- 
KOpHCTaHHa KOTpilX He 6 CTaTMHHMM Ta Bi43HaHaeTBOI npOrpeCMBHMMH 03H3KaMM. 

KoHKypeHTHi Teopii 4351 po3BMTKy eKOHOMiKM perioHiB 403Boa;noTb o6rpyH- 
TyBaTM npiopMTeTH : 

■ BHyTpiperioHaabHoi KOHKypeHqii - npoTMCToiiHHii pi3Hwx npocTopoBMx 
yTBopeHb Ta cy6'eKTiB y naam npMraraHHa iHBecraqiM, coqiaabHO-TpyqoBoro no- 
TeHqiaay, (jrmaHCOBMx TpaHCtjrepTiB oBaacHoro piBHiB; 

■ Mi*;perioHaabHoi KOHKypeHqii - npoTMCT05tHH5t pi3HMX perioHiB y naam 
npwTiiraHHii iHBecTnqin, coqiaabHO-TpyqoBoro noTeHqiaay, c[)iHaHCOBnx TpaHC- 
(JrepTiB o6aacHoro i saraabHoqepacaBHoro piBHa; 

■ 3araabHMx npnHqnniB KOHKypeHqii 3 BaroMicTio 34o6yrr5i KOHKypeHTHMX 
nepeBar 3aB4>iKM iHTeaeKTyaabHOMy qwHHMKy. 

ran6MHHiCTb BMBHeHHH KOHKypeHTHMX Teopiii Oirae 6a30BHX TeOpeTMHHMX 
noaoiKeHb - MepKaHTMai3My, a6coaiOTHMx Ta BiqHocHMx nepeBar, B3aeMHoro no- 
nwTy, (JraKTopHoi Teopii Ta iH. BiqHocHo po3BHTKy perioHaabHoi eKOHOMiKM nepe3 
npM3My iHTeaeKTyaai3aqii cycniabCTBa npiopMTeTHMMM e noaocKeHHii iHHOBaqiir- 
hmx KOHKypeHTHMX Teopiii - TexHoaoriHHoro npopMBy (P. BepHOH, M. FIo3Hep, 
P. Omqai Ta iH.), KOHKypeHTHMX nepeBar (M. PIopTep), iHTepHaai3aqii (IT. EaKai, 
M. KaccoH Ta iH.). BMHHTKOBoi poai HaGyBaiOTb TeopernnHi HanpaqtOBaHHn iqoqo 
KOHKypeHTHoro perioHaai3My. OoKycyBaHHJi yBara Ha KOHKypeHqii Mi)K perioHaMM 
403B03MTB o6rpyHTOByBaTM 4351 HMX B3>K3MBiCTb (J)OpMyBaHH5I CnpM5tT3MBOTO Ce- 
pe 40 BMiqa iHTeaeKTyaabHoi qisiabHOCTi. To6to MicqeBa Baaqa i HaceaeHHii noBMHHi 
4o6pe po3yMi™, iqo caMe Bi4 aKTMBHocTi m pe3yabTaTMBH0CTi npoqeciB imeaeK- 
Tyaai3aqii 3 Bi4o6pa*;eHH5iM Ha noKa3HMKax eKOHOMinHoro 3pocraHH5i 6y4yTb Ha- 
npiiMy 3aae>KaTM ixHi KOHKypeHTHi no3Mqii. 

TeopeTMHHoio ochobok) npoqeciB perioHaai3aqii eKOHOMinHoro po3BMTKy Ma- 
K)TB cayiyBaTM Teopii «eKOHOMiqHoi 6a3M» (T. MaHH, n. /\e-Aa KypT, B. /leoHTbeB, 
B. CoM6apTy Ta iH.). 3 HanpaqiOBaHb pociMCBKoi BneHoi M. MopouiKiHoi mommo 
C(})opMyaiOBaTM KaionoBy i4eio 43hmx Teopiii: ochoboio perioHaabHoro po3BMTKy e 
noH5iTT5i 6a30Boro i He6a30Boro ceKTopiB ckohomIkm; qbiabHicTb 6a30Boro ceKTopa 
opieHTOBaHa Ha 3a40BoaeHH5t 30BHiuiHboro nonMTy; He6a30BMM ceKTop opieHTy- 
eTbcii Ha BHyrpiiiiHi noTpe6n TepMTopii; aHaai3 6a30Boro i He6a30Boro ceKTopiB, ix 
P03BMT0K 403B035M0TB BM3HaHMTM piBeHb eKOHOMiHHOTO p03BMTKy TepMTOpii, 5IKMM 
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BMMiproeTBd 3a 4onoMoroio noKa3HMKiB 4MHaMiKM (Jhsmhhoto o6oiiy bmpo6hm- 
ijTBa, piBHa 40X04iB HaceaeHBM a6o 3aMH>iT0CTi [20, c. 36]. 

3 Teopieio «eKOHOMiqHoi 6a3M» ricHo noB'n3aHi rinoTe3M 14040 icHyBaHHa 
Tptox ceKTopiB eKOHOMiKM (K. Kaap, )K. OypacTbe): nepiroiM - BM 4 o 6 yTOK cwpo- 
bmhm; 4 pyraM - BMpo 6 HM 4 TBo; TperiM - C(])epa nooiyr. Bi 4 noBi 4 HO 40 nponopqiM 
4 aHiix ceKTopiB BMSHa^aeTboi (|)a3a CTpyKTypHMx 3MiH. 3ri4Ho TBep 4 *eHb bm43t- 
Horo (J)paH4y3bKoro eKOHOMicTa )K. OypacTbe, 4^31 TpeTboi c])a3M, a 6 o TpeTMHHoi 
4iiBMi3a4ii, xapaKTepHe 40 MiHyBaHHn ctjjepn nocayr 3 nacTKoio 70% [21]. 

4as i perioHa^ibHoi eKOHOMiKM CTpyKTypoBaHicTb e 04Hieio 3 ioiiohobmx 03H3k. 
Bi4TaK TeopeTHqHi no^io>KeHHH rinoTe3M Tpbox ceKTopiB e 4y>Ke BaMHBHMH y po- 
3yMiHHi npiopMTeTiB po3BMTKy perioHa^tbHoi eKOHOMiKM. ^140 po3TA!i4aTM npo- 
4ecM iHTeaeKTyaiU3a4ii >ik pyuiii CTpyKTypHMx 3MiH, to nepmoio BMHMKae 4yMKa 
14040 no4a^bmoro HapomyBaHHii o6oiriB 4MLibH0CTi cy6'eKTiB ccJrepM nooiyr. 
Bo4Ho i iac Bi4CToioeMo no3M4iK), 140 po3bmtok perioHa^ibHoi eKOHOMiKM 3 onupaH- 
hum Ha iHTe^teKTya^LbHi MOvKAMBOCTi Hace^teHHii noBiiHeH 6a,iaHcyBaTM 4MHaMiKy 
pi3HHx ceKTopiB, He 4onycKaiOHM Ha4MipHo’i 3a^e>KH0CTi Bi4 ctJrepM nocayr. L[e 
Ba>KcaMBo b CTLiy noMiTHoro noHMCKeHHJi nonmy Ha Taxi nociyrM b Kpn30Bi ne- 
pio4M, a4*;e 34e6Ln>moro bohh cnpaMOBam Ha 3a40B07ieHHa noTpe6 BTopiiHHoro 
nop.H4Ky. TaKMM hmhom, po3bmtok perioHa^ibHoi eKOHOMiKM 3 ypaxyBaHHHM no^io- 
)KeHb Teopiii «eKOHOMiHHoro 6a3ncy» i Tpbox ceKTopiB Mae nepe46aHaTM MexaHi3M 
6aaaHcyBaHHH 3i cnpaMOBamcno Ha 3a40B0iieHH>i noTpe6 Hace^ieHHH nepBMHHo- 
ro nop5i4Ky, a6o ck btopmhhoto, KOTpi b cynacHiix yMOBax CTaAu 4y*e b3>kctmbh- 
MM 4AH K03CH01 3I04MHM. EaaaHCyBaHHH CTpyKTypHMx 3MiH Mae 34iiiCHIOBaTMCb 3 
ypaxyBaHHJiM npo4eciB iHTe,ieKTya,u3a4ii. To6to CTpyKTypa eKOHOMiKM perioHy 
Mae Bi4o6pa*;aTM etJreKTMBHicrb iHTeaeKTOKopMCTyBaHHH, a crpyKTypm 3 m1hm - 
34iMCHIOBaTMCb 3 y3T04*eHiCTI0 40 np04edB iHTe^ieKT03p0CTaHH3. TaKMM HMHOM, 
npo4ecM iHTeaeKTyaiii3a4i , i cycnLibCTBa (JropMyBaTMMyTb opramqHy ocHOBy 4351 
CTpyKTypHMx 3pymeHb perioHa^ibHoi ckohomIkm (pMC. 3). 

TeopeTMHHy naaT(])opMy po3BMTKy perioHaabHo'i ckohomIkm 4onoBHioK)Tb 
Teopi'i m KOH4en4ii, KOTpi Bi4o6pa:*aK)Tb npo4ecM perioHa^isaui'i co4ia^tbHoro 
ynpaBaiHHa. Y KOHTeKCTi o6rpyHTyBaHH>i 404 MbH 0 CTi perioHaai3a4ii ynpaByiiH- 
CbKMx npo4eciB oco6^tMBe 3HaHeHHa MaiOTb no^ocKeHHJi Teopiii, KOTpi BM3Hana- 
IOTb eKOHOMiHHy po^lb 4ep>K3BM. ^OBO^li nOBHe BMCBiT^teHHH IX CyTHOCTi n 04 aH 0 B 

eH 4 Microne 4 MqHOMy BM 4 aHHi 3 a pe 4 aK 4 ieio C. MonepHoro [22, c. 559-612]. 4ono- 
bhioiohm 4 aHi noito>KeHHi[ BMCHOBKaMM 3 Teopii 4e4eHTpaai3a4ii, CTBep 4 *;yeMO, 
140 perioHa^ibHa eKOHOMiKa Cboro 4 Hi He cnpoMocKHa po3BMB3TMCb Hepeiy^tbOBa- 
ho. He 4 oaiKM pmhkoboto caMopeiy^HOBaHHn e 4 y*;e noMiTHMMM, oco&imbo y Bi- 
THM3HHHOMy iHCTMTy 4 ioHa^LbHOMy cepe 40 BMi 4 i. ToMy b oco 6 i Mic 4 eBoi B^ta 4 M (npM 
yMOBi npoBe 4 eHHii a 4 MiHicTpaTMBHo-TepMTopiaabHoi petJropMM - opramB Micue- 
BOTO CaMOBpH 4 yBaHHa) Mae npOUBASITMCb KOHTpO,lb 3a pMHKOBMMM MexaHi3M3MM 
eKOHOMiHHOTO p03BMTKy. 

BM 3 HaHeHHn hobmx bmmot 40 co4ia^LbHoro ynpaB^iHHn noTpe6ye t3ko>k 
OCMMC^eHHJI (J)yHK4i0Ha^LbH01 3 HaHMMOCTi iHCTMTy4iil pi 3 HOTO iepapxiHHOTO 
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Pmc. 3. nidxodu do cmpyxmypyeaHm pezioncamoi eKOHOMiKU 
izidno meopiu «eKOHOMnnozo 6a3ucy» i mpwx cexmopie* 

* CKAadeno aemopoM 

MacuiTa 6 y. Y perioHa^tbHOMy BMMipi Heo 6 xi 4 HMM e nocM^teHHJi mcTMTyijiMHoi 
SHa'iMMOCTi: b 4ep)KaBHOMy ceKTopi - opraHiB MicqeBoro caMOBp^ayBaHHJi; b He- 
4epxaBHOMy ceKTopi - rpoMa4CBKnx, ocBiTHix, HayKOBwx CTpyKryp y KOHTpo^ti 3a 
etJreKTMBHicTio pea^isaqi'i perioHa^tbHoi eKOHOMiqHOi no^tiTMKM, 4ep)KaBHoi ncMi- 
tmkh perioHaitbHoro po3BMTKy Ta o6rpyHTyBaHH3t npiopHTeriB li noKpameHHfl; b 
6i3Hec-ceKTopi - cy6'eKTiB rocno4apiOBaHH>i ocepe4KiB npo4yKyBaHH>i iHHOBa- 
qiM, KaniTa^baqii iHTe^eKTya^bHoro noTeHqia^ty b KaniTa^t. 

/\ a } i perioHiB YKpaiHM b qacram BpaxyBaHHJi no^oJKeHb iHCTMTyqiMHoi Teopii 
aKTya 7 ti 3 yiOTbOi HayKOBi HanpaL(iOBaHH 3 [ 14040 iHCTMTyqiMHoro npoBa^ty - Bi4CTa- 
BaHHii (J)aKTi«Horo piBHii ecjreKTMBHocri iHCTMTyqioHaabHoi cmctcmm Bi4 noTeHqiii- 
ho MOXiMBoro [ 23 , c. 5 ]. Ha>Kaitb, BHMymeHicTb a4ariTaqii 40 hobmx bmmot cyc- 
nLibCTBa 3 HaHb, HeKOHTpo^tbOBaHi CTpyKTypHi 3 pynieHHJi 3 i ctmxImhmm po 3 bmtkom 
ctJrepM nociyr, nepexi4 npn perioHa^tbHOMy ynpaB^tiHHi 40 (JropM rpoMa45iHCbKoro 
cycnLibCTBa nacro Be4yrb 40 HeroTOBHocri cycnLibCTBa Ta perioHa^tbHoi ciicreMn 
npMMMaTM Taid HOBi CTaH4apTM. Bi4TaK iHCTHTyqiwHi npoBa^m e qacriiMM ft Be4yrb 
40 (J)opMMi3aqii pecJropMicTCbKnx 3axo4iB. 

BLibiny yBaiy xoneMo npM 4 LiMTM TeopbiM i KOHqenqmM, KOTpi Bi 4 o 6 pa>Ka- 
iOTb npoqecM iHTe^eKTya^i3aqii cycnLibCTBa n eKOHOMiKii ( 4 MB. pnc. 2). /\ana Teo- 
peTM^Ha rpyna oxonyiioe no^o>KeHH>i ctocobho: 
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■ po 3 BMTKy a 104 m hit - Teopii ocoBncTocri, Teopii ncnxiqHoro po 3 BHTKy, Teo- 
pi'i coqiaabHoro po 3 BMTKy, Teopia ai04CbKoro po 3 BMTKy, Teopia Tpy40Boro noTeH- 
qiaay, Teopii aioqcbKoro KaniTaay; 

■ ceMioTHKM (cnoco6ii nepeqani iH(])opMaqii, iqo qyace Ba>KaiTBo b KOHTeKcri 
3a6e3neneHHa iHTeaeKTyaabaqii cycniabCTBa); 

■ nepioqioaqii cycniabHoro po3BMTKy - Teopii CTaqiiiHOCTi, KOHqenqii craqin 
eKOHOMWHoro po3BMTKy, KOHqenqii nepio4H3aqii icTopnnHoro po3BMTKy, Teopii Ta 
KOHqenqii TpaHCiJiopMaqii nepexiqHoi etcoHOMiKM, eBoaioqiMHa KOHqenqia npo- 
CTopoBoro po3BMTKy, KOHqenqii coqiaabHoro KOHijiaiKTy, KOHqenqia «coqiaabHO- 
ro naiopaai3My», KOHqenqia «BeaMKoro noiiiTOBxy», KOHqenqia 4o6po6yTy, eKO- 
HOMiqHi coqiaa-qeMOKpaTiiHHi KOHqenqii, Teopia coqiaabHoro pec})opMi3My [22]; 

■ ai04CbKMx Bi4HocwH - Teopia KOHcjiaiKTy, Teopia coqiaabHoi 3aaro4ii, Tex- 
HOKpaTiMHi Teopii, Teopia aioqcbKnx b^hocmh E. Meiio Ta 4- KapHeri; 

■ iHTeaeKTy - (JiaKTopHo-aHaaiTMqm, 6araTO(])aKTopHi Teopii, Teopia mho- 
ikmhhoto iHTeaeKTy (X. Fap4Hep), Topia imeaeKTy i KomiraBHoro po3BiiTKy 
(M. AH4epcoH), TpiapxiqHa Teopia (P. CTepH6epr), 6ioeKoaorinHa Teopia (C. Ceci). 

3-noMiac TeopeTMqHwx noaoaceHb po3BMTKy aioqnHH, aid, 40 caoBa, qyace Tic- 
ho nepenaiTaiOTbca 3 TeopiaMM nepioqioaqii cycniabHoro po3BMTKy, 3ri4Ho o6pa- 
hoto npe4MeTy qocaiqaceHHa aKTyaai3yeTbca <«])iaoco([)ia aoiTTa» Hiqrne. Ocho- 
BHa iqea qiei <|>iaoco([)ii noaarae y CTBepqaceHHi BepxoBHoi qiHHocri, nocTiiiHoro 
KyabTypHoro BqocKOHaaeHHa aroqiiHM. Y pesyabTari qboro Mae 3'aBMTMca hobhh 
TM n aroqiTHii, aKa nepeBepimiTb cynacHiTKiB CBoiMir MopaabHO-iHTeaeKTyaabHiiMii 
jiKOCTUMM. Taxa ai04HHa Maw6yTHboro Mo*e Biqdyraca, Bi4noBi4HO 40 Teopii Hiq- 
rne, rnaaxoM yqoocoHaaeHHa, CTpororo Bi46opy i cb^omoto BiixoBaHHa npoTaroM 
ycboro aaiTTn [25, c. 701-702; 26, c. 8]. TaiaiM hhhom, y KOHTeKcri npoqeciB ime- 
aeKTyaai3aqii Mae aJiopMyBaTiicb TaKHii Tirn aioqnHH, aKa cnpoMoacHa, i Mae 4451 
toto cnpHUTaMBi yMOBM, BUKopwcTOByBaTM CBoi imeaeKTyaabHi 34i6H0CTi, npoTe 
oroipaeTboi npn qbOMy Ha MopaabHi ochobm. Y 4aHOMy paKypci niqcnaioeTbca 
BaroMicTb iHCTmyqioHaabHoi Teopii 3 (JiopMyBaHHUM TaKoi chctcmm qiHHocTeir, 4e 
qiHHicTb 3HaHb Ta imeaeKTy e 04HMMM 3 npoBiqHiix 4 aa cynacHoro cycniabCTBa. 

14040 Teopii iHTeaeKTy, to 4y>Ke 6araTo HanpaqiOBaHb 34iiicHeHo b nciixo- 
aoro-neqaroriqHOMy naam. II[o CTocyeTboi eKOHOMinHoro KOHTeKCTy, to 6iabiiie 
TeopeTMHHMx (JioKycyBaHb 34iiicHeHi Ha 3HaHH6BOMy HMHHMKy. TaKoac Hii3Ka Te- 
opeTMHHMx noaoaceHb, aid noacmoiOTb i nepe46anaiOTb qiiHaMiKy iH(})opMaTM3a- 
qii cycnLibCTBa, ni4HocaTb BaroMicTb iHTeaeKTyaabHwx MoacaMBocTeii ai04MHM Ha 
oco6aMBo bmcokmm iqa6eab. Bo4HOHac BMMarae po3po6KM KOHqenqia iHTeaeKTya- 
ai3aqii eKOHOMiKH b noe4HaHHi 3 ni4X04aMM CTa4iiiHOCTi cycniabHoro po3BMTKy. 
MoBa M4e npo noTyra CTBopeHHa uiTyqHoro imeaeKTy Ta nepexo4y npw qbOMy 40 
hoboto eTany po3BMTKy ai04CTBa. Y KOHTeKcri iHTeaeKTyaai3aqii cycnLibCTBa Taxi 
«noTym» e 3H3HHMMMH He CTiabKM b KiHqeBiM qiai, crmbkh b npoqeci. HacnpaB4i 
nparaeHHa aKVUiHii CTBopMTM uiTyqHMM iHTeaeKT (JiopMye noTy>KHi ocepe4KM iH- 
TeaeKTyaabHoi 4iaabHOCTi, CTBopeHHa hoboto 3HaHHa, 34aTHoro (JiopMyBaTM HOBy 
4iiicHicTb, cnoco6n ai04CbKoi >KMTTe4iaabH0CTi, BHpo6HHqTBa, 3a40BoaeHHa no- 
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Tpe6. ToGto b 4 aHOMy Bioa/ticy 6 Labin BasiciMBMM e nponec, aHiac 4 Mb (cTBopeHHn 
imyqHoro imeTieKTy), ma HacnpaB4i Moxe Gyra i He 40dmyToio. 

KoHLiermbi iHTe^eKTya^i3aLtii eKOHOMiKM Mae oGrpyHTOByBaTM nepexi 4 Bi 4 
npo 4 a*;y cmpobmhhmx pecypciB (y TOMy qncii yTBopeHMx MMbap 4 aMH poKiB 
KOpMCHMX KOna^LMH, HK 1 CyHaCHa LtMBMi3aL(i>I Cb 0 r 04 Hi Hema 4 HO BMKOpMCTOBye 
3 ri 4 Ho c(})opMOBaHoro cnocoGy ckmttsi) 40 npo 4 a*;y inreTieKTyayibHoro npo 4 yic- 
Ty. To6to Mae o 6 rpyHTOByBaTMCb hobmm cnociG opramsanii eKOHOMinHoro ckhtth 
3 Kap 4 MHa^tbHMM ^taM3HH3M CTepeoTwniB - pecypcHoi eKcn^yaTaijii, tohhtbh 3a 
KOMepiliHHMMM pe3y^LbTaTaMM, BMKOpMCTaHHJIM HaUBHOl iH(j)paCTpyKTypH 01 6a3M. 
ripo4yKTM iHTe^teKTya^tbHoi 4i5MbHocri 4a4yrb 3MOiy 6y4yBaTH Taicy CMCTeMy eKo- 
HOMiqHMX b^hocmh, ma rpyHTyeTbd Ha nornyKy HanGLibiii Biiri 4 HHX cycnLibCTBy 
i 4 en Ta pirneHb 14040 3a40B02ieHHJi KOHcrpyKTMBHnx noTpeG (MaeTbcn Ha yBa3i, 
140 Taxi noTpedn He 3auiK04>Kyi0Tb iHTepecaM inuinx oci 6 Ta caMo’i 21104 MHM Ta e 
BMnpaB 4 aHMMM y pecypcHMx 3aTpaTax Ha ix 3a40B02ieHH>i). 

CynacHe po 3 yMiHHn poTii 21104 MHM Ta BMKopiiCTaHHH i'i iHTeTieKTyaTibHMx 34 i- 
GHOCTeM 42151 p03BMTKy, 30KpeMa M eKOHOMiHHOTO, BMMarae peTpOCneKTMBHOTO 
paxypcy. 3 no 2 io>KeHb TaG^t. 2 Ba>K 2 iMBO 3BepHyTM yBaiy, 140 Ha neBHOMy eTani 
cnpwMHJiTTii 4 iHHocri 21104 HHH Ta u imeTieKTy tumo 3a C 06010 nepexi 4 40 Hacryn- 
hoto eTany 3 ycBi40M2ieHH5iM hobmx nepcneKTMB i"i 4bi2ibH0CTi. Ha cynacHOMy eTani 
Heo 6 xi 4 Hoio e onTMMi3a4in BMKopMCTaHHn iHTe^eKTya^ibHHx 34i6H0CTeii 21104 HHH 
Ha G^iaro cycnLibHoro po3BMTKy 3 BMMoraMM CTaTiocTi. 



TflfUMpi 2 

PeTpocneKTMBa poiyiviiniisi po/ii iine/ieKiy / 11041 TH 11 4/1 a cvcni/ibiioio poaniTi Ky* 



JVs 

3ln 


Ilepiod 


CnpuuHsunmx yinnocmi Awdurni 
ma ti inmeAeKmy 


nepcneKinmu nodaAbiuozo 
po36umKy 


1 


Ao Hamoi epn 


yli 04 MHa MO»ce BMcrynaTM TBopijeM; 
3HaHHa poSnaTb HK)4MHy i KpaiHy 
CHALHilHMMM 


IIocTynoBa 

iHCTMiyiiioHaAi3aLim ijiHHOcri 
3HaHb Ta CnpOMOiKHOCTi ix 
BMKOpMCTOByBaTM 


2 


Enoxa 

Bi^pcvpKeHHii, V- 
XVII CT. 


BM3HaGTbCJI pOAb iHTeAeKTyaAbHOl 
TBopnocTi, po3yMOBoi’ npaiji y 
MMCTeilTBi, yKMTT64L3AbH0CTi / 
ynpaBAiHHi 


HarpoMa4)KeHH^ 3HaHb, 
HaBMKiB TBOpHOCTi 3 
MO^CAMBiCTIO IX BMKOpMCTaHHH 
b HeMMcreu;bKMx a])epax 


3 


1770-1880 pp. 


Bn3HaGTbOI pOAb HOBMX 3HaHb 
HK)4eM y rocno4apqoMy po3BMTKy, b 
4oairHeHHi eKOHOMinHMx ycnixiB Ta 
MoryTHOCTi KpaiHM; Bnem BMCTynaiOTb 
3a noniMpeHHJi 3HaHb cepe4 
HaceAeHHa 


HarpoMa4^ceHH^ 3HaHb Ta 
CnOC 06 iB i’x BMKOpMCTaHHfl B 
eKOHOMiHHiM C(J)epi 3 MeTOIO 
04 ep>KaHHfl nppi6yTKy 
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Ns 

3/M 


Ilepiod 


Cnpuimjumm yitmocmi Awdunu 
ma it iHineAeKiny 


TlepcneKmiwu nodaAbiuozo 
p036timKXj 


4 


1881-1930 pp. 


Bn3HaeTbOI IjiHHiCTb 3H3Hb, TBOpHMX 
iHTeAeKTyaAbHMx 34i6HOcreM He 
Annie b Hayui, Texmiji, MMcreuTBi, 
a ii b ynpaBAiHHi, n^npMGMHMLiTBi, 
^>yHKu;ioHyBaHHi eKOHOMiKM 


rioHiMpeHHE cnocoSiB 
BMKOpMCTaHHH 3HaHb M 
iHTeAeKTy b ynpaB/iiHCbKMx 
ctjiepax 


5 


1931 p. i 40 ci>o- 
ro 4 Hi 


4 oBe 4 eHa KAionoBa poAb ak> 4 mhm, 
i’i iHTeAeKTy, 3HaHb b eKOHOMiui, 
iHHOBauiMHOMy p03BMTKy KpaiHM; 
BM3HaeTbai noTpeSa y 3aoxoneHHi 
p03BMTKy Ta e^ieKTMBHOrO 
BMKOpMCTaHHa iHTeAeKiyaAbHoro 
noTeHiijiaAy akmmhm (HaceAeHHa) b 
eKOHOMiii;i 


OnTMMi3ai(m BMKOpMCTaHHfl 
iHTeAeKTyaAbHMX 34i6HOCTeM 
A 104 MHM Ha 6 Aaro cycniAbHoro 
p03BMTKy 3 BMMOraMM CTaAOCTi 



* CKAadeno aemopoM m ocnoei dxepeAa: [27, c. 51] 



4pKe Ba*7LMB0, mo6 HapOCTaiO^e iHTeHCMBHMM iHTe^teKTya^LBHMM p03BM- 
tok itiOAMHM 3 npameHHHM CTBopeHH^i uiTyqHoro imeaeKTy, po6oTM3aiu'i, hobmx 
40di4)KeHb b reHeTMiji Ta iH. He npiOBe^M 40 pyMHaqii ycTa^ieHMx ni4X04iB 40 
opraHi3aqii cycnMBHoro ckmtth. HacnpaB4i pe3y^BTaTJi nponBy iHTe^eKiya^LBHMx 
34i6H0CTeM /uoAHHii, HOBi niAxoAM 40 cnoco6iB iHTeaeKTOKopMCTyBaHHH caiA kom- 
6iHyBaTM 3 oqiHKoio HacaiAidB ix BnpoBa4)KeHHJi Ta mo^ioimboio HacTynHoro nocai- 
AOBHiCTIO HOBOTO eTany. ^KiqO BMHMKae pM3MK 3arp03M p03BMTKy ;lI04CTBa, TO Taxi 
cnoco6M iHTe^teKTOKopircTyBaHH3 oiiA o6Me)KyBaTM m nepeocMMdiOBaTM. 

OrcKe, TeopeTMHHa nyiaT^opMa po3BMTKy perioHa^BHo'i eKOHOMiKM b KOHTeK- 
cri iHTe^eKTya^ii3aqii cycnMBCTBa noBHHHa oxoiuiOBaTM Tpn 6a30Bi Hanp^iMM - 
aKi Bi4o6paacaiOTB npoqecM perioHaai3aqii eicoHOMiqHoro po3BMTKy, coqia^BHoro 
ynpaB^tiHHa, a TaKocK iHTe^eKTya^isaqii. TeopeTMqm no^iocKeHHii TyT MO>KyTB 6yTM 
4y*;e mmSmhhmmm Ta B3aeMonepen^eTeHMMii. llLricHo bohh noBiiHHi oGrpyHTo- 
ByBaTM, mo P03BMT0K eKOHOMiKM 3 HaqLreHiCTIO Ha niABMLqeHHJI ilKOCTi 3KMTTH 

7H04MHM Mae 6a3yBaTMCB Ha npoqecax perioHa^i3aim Ta iHTeyaeKTya^baqii. Ihtc- 

TteKTya^LBHMM HMHHMK nOBMHeH 6yTM TOAOBHMM pyUlieM eKOHOMiHHOTO p03BMTKy 
perioHiB. PerioHa^isaqin iHTeaeKTOKopMcryBaHHa ao3bo^lmtb MaKCMMa^iBHo Bpaxo- 
ByBaTM TepMTopia^tBHy cneqMcjHKy 3ri4HO CTpyKTypHMx nponopqiM perioHa^iBHoi 
eKOHOMiKM Ta npoc})LiBHoi opieHTaqi'i Hace^ieHHH. 

YAOCKOHa^eHHJI TepMTOpia^LBHOi rLTaTcjTOpMM p03BMTKy periOHa^LBHOi eKOHO- 
MiKM b KOHTeKcri iHTe^eKTya^baqi'i cycniaBCTBa cua 34iMCHiOBaTM qepe3 npM3My 
nepcneKTMBHocTi. I^e 03HaHae, iqo HayKa noBMHHa BM3HaHaTM cqeHapii noAa^iB- 
uioro po3BMTKy perioHiB Ta nepeAGanaTM mok^lmbI HacTynm eTanM, aid GyAyTB 
BWLBARTllCb 3aB43IKM OnTMMi3aqil iHTe^teKTOKOpMCTyBaHHJI M CTa^LOCTi iHTe^eKT03- 
pOCTaHHH. 
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6.6. CREATION OF TOURIST AND 
RECREATIONAL ZONE IN LATVIA AS 
WAY OF DEVELOPMENT OF THE REGION 



C03AAHME TyPHCTCKO-PEKPEAII,HOHHOH 30HbI 
B /IATBMH KAK CnOCOE PA3BMTMA PErHOHOB 

Pavuk Olga 

UaeyK Oxbia 

Shalaeva Margarita 

Ulaxaeea Mapzapuma 



UDC 332.01 

Abstract 

Attracting investment - one of the most important factors in the development 
of the region, aimed at international tourism and recreation. Today, the world 
famous resort town of Jurmala in terms of investment attractiveness is significantly 
behind other regions of Latvia. Change this situation can create a special tourist 
and recreational zone involving investors from countries interested in health care 
and recreation for the residents of Latvia and tourists in ecologically clean region 
on the shores of the Baltic Sea. To confirm his hypothesis, the authors propose a 
comparative analysis of the factors of investment attractiveness of international 
resort of Jurmala (Latvia) and Truskavets (Ukraine). 

Keywords: free economic zone, region, investment, tourism, resorts, medicine 

Aiuiorauiiu 

npuBueueHue MHBecTMijMM - oamh m 3 BaraeiimHx (JratcropoB pa3BiiTiiTi pera- 
OHa, HarjeueHHoro Ha MexAyHapoAHBih Typii3M m peKpeaquio. CeroAua M3BecTHBiM 
b Mupe ropoA-KypopT lOpMaua c totkm 3peHua MHBecTuquoHHOM npuBaeKaTeuB- 
HOCTM 3HaUMTeUBHO OTCTaeT OT Apy™X perHOHOB /I a TBIT IT. Id3MeHMTB 3Ty CMTya- 
ijitio MOTKeT co3AaHire cnenirauBHOM TypircTCK0-peKpeaL(M0HH0M 30hbi c npxr- 
BueueHueM HHBecTopoB M3 CTpaH, 3auHTepecoBaHHBix b MeAHtfMHCKirx ycayrax ii 
peKpeaquu aa^ TKMTeueu vlaTBiiu m TypircTOB b BKoaonruecKir uitctom periroHe Ha 
6epeiy EauTMMCKoro Mopa. /\aa noATBep>KAeHna CBoeir ranoTe3Bi aBTopBi npeA- 
UaraiOT CpaBHITTeUBHBIM aHaUM3 (JiaKTOpOB MHBeCTITqMOHHOM npMBUeKaTeUBHOCTIT 

Me>KAyHapoAHBix KypopTOB lOpMaua (AaiBiin) n TpycicaBen (YtcpaiTHa). 

KAwneeue CAoea : CBo6oAHaa BKOHOMiruecKaa 30Ha, peraoH, HHBecTMquiT, Ty- 
piT3M, KypOpTBI, MeAMIJHHa 
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BBe#eHMe 



T i eab CTaTbM - npoaHayUdipoBaTh cocToaHMe Typii 3 Ma b KypopTHBix peraoHax 

I HaTBiiii ii 4aTb npe4ao)KeHM>i no pa 3 BMTnio raaBHoro KypopTa - ropo4a 

J LlOpMaabi no npuBaenemiio iiHBecTMLtnn nyreivi co 34 aHiM TypncTCKo- 

peKpeaLtnoHHon 30 hbi. /\ax 40CTn:*:eHn>i nocTaBaeHHon i jean aBTopbi npe4aaraiOT 
paccMOTpeTb Bonpocbi 4encTBM>i cbo6o4hbix BKOHOMnnecKnx 30 H b /laTBiiM 
n YupaiiHe; oueHiiTb MHBecTimiioHHyio cpe4y b LaTBnn; npoaHaaionpoBaTb 
cocToaHiie TypncTiiqecKon OTpacan b HaTBini n ropo4e lOpMaae; npoBecm 
cpaBHMTeabHbin aHaan 3 riHBecnmnoHHOM npriBaeKaTeabHocTM ropo40B-KypopTOB 
lOpMaaa (HaTBiDi) n TpycKaBeu (YupariHa); npe4aoacnTb cnoco6bi aKTMBM3at(nM 
4eaoBon aKTMBHOCTM b 4eae Typii 3 Ma ii KypopToaorrin nyreM co 34 aHM 5 i TypncTCKo- 
peKpeaLtnoHHon 30 hbi n pa 3 BiiTH>i Me4imnHCKoro Typn 3 Ma b lOpMaae. 

OnbIT C 03441 III 51 M (]) V IIKLf M 0 1 1 M p O B 4 1 III 51 C33 B AaTBMM 

B AaTBirn CBo6o4Hbie BKOHOMimecKiie 30 hbi (C33) CTaan co34aBaTboi b 2007 
ro4y. Bcero 6biao C034aH0 neTbipe C33: HiienancKaa n Pe3eKHeHCKaa cneuriaabHbie 
3KOHOMiiqecKne 30 hbi ii C33 b Piokckom ii BeHTcnnaccKOM nopiax. PlepBbie 4Be 
3 ohbi oTHocnancb k TeM, KOTopbie cnoco6cTByiOT pernoHaabHOMy pasBMTioo, 
BTopbie - CTMMyanpyiomnM pocT Me*4yHapo4HOH ToproBan. Bee nerape 3 ohbi 
C034aBaancb b 3HaqnMbix TpaHcnopTHO-ToproBbix y3aax n b panoHax c xopomo 
pa3BHTon iiH(J)pacTpyKTypon. 

PlepBbie HecKoabKO aeT 3aKOHbi 4451 ica)K4on C33 npe4noaaraaH pa3anqnii 
b no4xo4ax k mx opraHM 3 auiiri 11 cbom npaBnaa n abroTbi. He cnoco6cTBOBaaa 
pa 3 BMTino C33 b noaHon Mepe b HaTBnn, CTpeMiiBinenoi b EC, 11 noaeMMica b 
o6mecTBe no noB04y npaBOMepHoc™ cyinecTBOBaHiia TaKnx 3 oh co abroTHbiM 
MHBecTimnoHHbiM pecKMMOM Ha TeppiiTopiin 3ana4Hon EBponbi [20]. B pe 3 yab- 
Taie 4 ncKyccMii 3aK0H04aTeanM HaTBiin y 4 aaocb otctoutb Heo 6 xo 4 iiMocTb C33, 
KOMnpoMiiccHbiM peineHneM CTaao npnHimie b 2001 ro4y o6mero 

3aKOHa «0 npHMeHeHiiM HaaoroB b cbo6o4hbix nopiax 11 cnertnaabHbix 
3KOHOMiiqecKMx 30Hax». C 1 aHBapa 2002 ro 4 a 4a5i Bcex cbo6o4hbix 3oh CTaan 
npMMeH>iTbai e4HHbie HaaoroBbie ckm4km 4aa amteH3iipoBaHHbix npe4npn5iTrni, 
KOTopbie 3aKaioqnan 4oroBop o npe4npnHiiMaTeabCKOH 4eaTeabHoc™ Ha Teppn- 
Topnii C33. 06mecTBa Kanniaaa, noayqnBimie b Aarsim ciaiyc <<npe 4 npM 5 tTM.ii 
cbo6o4hom 3 ohbi», iiMeiOT npaBo Ha cae4yiomne npuMbie 11 KOCBeHHbie HaaoroBbie 
abroTbi: 

— 80% — CKM4Ka Ha n040X04Hbiti Haaor c npe4npinmin; 

— 80 — 100% — CKH 4 K 3 Ha Haaor Ha He4BM>KMMyio co6cTBeHHOCTb; 

— 0% — CTaBKa Haaora Ha 4o6aBaeHHyio ctommoctb; 

— ocBo 6 o>K 4 eHMe ot TaMo>KeHHbix nomaiiH n aKijii 3 Horo Haaora [21]. 
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Bnooie,4 CTBMM 6bmm BHeceHbi eme HeKOToptie M3MeHeHiw b 3aK0H04aTeab- 
ctbo, b tom MMcae 6biAii npo4aeHbi cpoKM HaaoroBbix abroT b C33 40 2035 ro4a 
(paHee 6 bmm ycraHOBaeHbi cpoKM 40 2017 ro4a). TeM caMbiM 6biaa npM3HaHa Heo6- 
X04MM0CTb 3KOHOMMHeCKMX 30H, CnOCo6CTByiOmMX pa3BMTMIO OT4eabHbIX perao- 
hob nyreM npMBaeHeHMa MHBecTMLtMM, b tom HMcae MHocTpaHHbix. 



TypMCTCKO-peKpeaLtiioiiiibie 30 hm b YicpaMHe 



HeKOTopbifi onbiT co34aHMa cnei(MaabHbix 3KOHOMMqecKMx 3 oh, b tom mmc- 
ae b o6aacTM peKpeaijMM 11 TypM3Ma, ecTb b YKpaMHe. 3aKOHbi o C33 TaM Hana- 
aii co34aBaTboi b 1999 ro4y. 12 cnenMaabHbix 3KOHOMnqecKnx 30H (JryHKijMOHM- 
poBaaM b YKpaMHe 40 cepe4MHbi 2000-x to40b. OopMMpoBaHMe C33 b YKpaMHe 
no4Bepraocb KpMTMKe co CTopoHbi MBO m EC, hto npMBeao CHanaaa k npMocra- 
HOBKe cpoKOB mx OTKpbiTMa, a noTOM m k 3aKpbiTMio. OTcyTCTBMe npMBaeKaTeab- 
HOCTM K yKpaMHCKMM C33 CO CTOpOHbl MHOCTpaHHbIX MHBeCTOpOB 6biaO BbI3B3HO 
HecKoabKMMM (JraKTopaMM, b tom HMcae HecoBepmeHCTBOM 3aK0H04aTeabCTBa 
CB0604HHX (m CneL(MaabHbIx) 3KOHOM MHeCKMX 30H M MX HM3KOM 3(])(])eKTMBHOCTbIO, 
uiMpoKoe Mcnoab30BaHMe noay- m HeaeraabHbix cxeM SKOHOMMqecKOM 4eaTeab- 
hoctm, HecTa6MabHocTbio BaacTM b CTpaHe, ee KoppyMnMpoBaHHocra m np. Xora b 
OT 4eabHbix perMOHax Ha6ai04aaMCb HeKOTopbie no3MTMBHbie C4 bmtm, b h3Cthoctm 
b HoBOBoabiHCKe, KoBeae, qacTMMHo b 3aKapnaTbe [17]. 

/i/in /laTBMM npe4CTaBa3ieT MHTepec onbiT (jryHKijMOHMpoBaHMii CnenMaab- 
hom 3KOHOMMqecKOM 3ohh «KypopTonoaMC TpycKaBen». «3aKOH O cneL(MaabHOM 
3KOHOMMHecKOM 30He TypMCTCKo-peKpeaqMOHHoro TMna «KypopTonoaMC TpycKa- 
Be4» 6bia npMHHT b 1999 ro4y. A caMa 30Ha co34aHa b 2000 ro4y Ha nepM04 20 aeT 
b a4MMHMCTpaTMBHo-TeppMTopMaabHbix rpaHMLfax ropo4a TpycKaBeij /Ibbobckom 
o6aacTM. EIo KoaMnecTBy MHocTpaHHbix TypMCTOB vlbBOBCKaa o6aacTb 3aHMMaeT 
neTBepToe mccto nocae AP KpbiM, C>4eccKOM m Kmcbckom o6aacTefi [26]. 

Cnei(MaabHbiM pe>KMM 3kohommh6Ckom 4eaTeabH0CTM b C33 «KypopTonoaMC 
TpycKaBe4» pacnpocTpanaeTOi Ha cydieKTOB npe4npMHMMaTeabCKOM 4eaTeab- 
hoctm, (pwAuaAbi, 0T4eaeHMa m npoHMe 0T4eaeHHbie no4pa34eaeHMa, KOTopne 
pacnoaoaceHHbie Ha TeppMTopMM C33 «KypopTonoaMC TpycKaBen» m peaaM3yiOT 
Ha 3TOM TeppMTOpMM MHBeCTMLtMOHHbie npOeKTbl CTOMMOCTblO, He MeHbUie 500 
TbioiH 4oaaapoB. CydieKTH C33 «KypopTonoaMC TpycKaBen» noaynMaM cae4y- 
romMe HaaoroBbie abroTbi: 

— ocBo6o>K4aiOTC3i ot ynaaTbi bbo3hom TaMoxeHHOM nomaMHbi Me4MKa- 
MeHTbi, Me4ML(MHCKoe o6opy40BaHMe, ocHameHMe, KOMnaeKTyiomMe M34eaMa k 
hmm, nporpaMMHoe odecneneHMe o6T>eKTOB MHTeaaeKTyaabHOM co6ctb6hhoctm 
(K pOMe n04aKLlM3HbIX TOBapOB), KOTOpbie BB033ITOI Cy6beKTaMM C33 «KypopTO- 
noaMC TpycKaBeLt» Ha TeppMTopMio C33 4aa noTpefeocTeM co6cTBeHHoro npo- 
M3B04CTB3, CBii3aHHoro c peaaM3anMeM MHBecTMqMOHHbix npoeKTOB; 

— ocBo6o>K4aeTC>i Ha jpii ro4a ot Haaoroo6aoxeHMa npnGbiab cydieKTOB 

C33 «KypopTonoaMC TpycKaBen», noayneHHaii Ha TeppMTopMM C33 ot peaaM3a- 
LtMM MHBeCTMLtMOHHbIX npoeKTOB [14] . 
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no MHeHMIO 04H0r0 M3 MCde/tOBaT&ieM npo6^ieMaTMKM CB0604HHX 
3 kohom MM ecKMx 30 h b YKpanHe WDpim MMpoHOBa, C33 «KypopTonoitMC Tpyc- 
KaBeiI» CTMa yHMKa,lbHbIM 3KCnepMMeHTOM 4AH YKpaMHbl, ee MOCKHO OTMTaTb 
y3KOCneLJMa^LM3MpOBaHHOM CB0604HOM 3KOHOMMMeCKOM 30H0M, npMOpMTeTHOM 
Lte^lblO KOTOpoil itBAaeTOI C04eilCTBMe pa3BMTMIO CaHaTOpHO-KypOpTHOrO X03-3M- 
CTBa, Me4ML(MHbi m 34paBooxpaHeHM.a, b oTMqne ot 4pyrMx C33, r4e nepeneHb 
npMOpMTeTHbIX 44a MHBeCTOpOB BM40B 4eiITe^bHOCTM 40B0^LbH0 UIMpOKMM [18] . 

Bcero c 2000 no 2011 rr. b C33 «KypopTononMC TpyacaBeq» 6 bmo 3aperacTpn- 
poBaHo 25 MHBecTMqnoHHbix npoeKTOB o6iqen ctommoctbio 96,9 m^lh. 40 AaapoB, b 
tom nncie 11 npoeKTOB b c(})epe Typn3Ma, 7 - b toctmhmmhom m pecTopaHHOM 6m3- 
Hece. llHBecTMqMM b npeAupuwmsi C33 cocTaBH,™ 3a 3tm to 4 bi 117,1 mah. 40 am- 
pOB, B TOM MMCie MHOCTpaHHbie - 26,5 M^LH. 40 ^Liap 0 B [14]. HHBeCTML(MOHHbIM nMK 
npHuie^ioi Ha 2004-2005 rr., nocie nero o6r>eMbi MHBecTHqnn craAu coKpamaTbd, 
com4>i k 2010-2011 rr. k Hy^no. npnqMHOM TaKon CMTyaqMM crann M3MeHeHMa b 3a- 
KOH 04 aTe^ibCTBe, ,TnKBH4HpoBaBiiine npecJrepeHqnn cy6beKTaM 3ohbi. TeM caMbiM 
6bMO n 040 pBaH 0 40 Bepne MHOCTpaHHbIX M MeCTHbIX MHBeCTOpOB K yKpaMHCKOMy 
rocy 4 apcTBy, a 4 eaTe^LbH 0 CTb C33 (JraKranecKn npnocTaHOB^ieHa . B Toxe BpeMTi b 
2013 ro4y 111414 b npe4npn>iTM>i r. TpycKaBeq pe3KO Bbipoorn (cm. rpa<|>MK 1). 

FpCKpUK 1 

/(wHaMMKa npiirs/ie'ienmi MHBecTMqwM b C33 «Ky pop r ono/i itc 
«T pycKaBeq» m ropo 4 e TpytKanen, tmc. USD [14] 

14 Bee *e, b YKpaMHe cnMTaiOT, hto peraoHOM, npeTeH4yiomMM Ha B03po>K- 
4eHMe CB0604HHX 3KOHOMMneCKMX 30H, MOryT CTaTb TeppMTOpMM vlbBOBCKOM, Tep- 




■ nun "KypopTono/inc "TpycKaBeLt"" ■ flMM r.TpycKaBeu, 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



531 



Section 6. Informative and Institutional Concepts of Regional Development 

HOnOabCKOM, PoBeHCKOM M BcMHHCKOM 06 aaCTeM, npe 4 CTaBa®OmMX C 060 M 30Hy 
noBbimeHHoro 3KOHOMMqecKoro MHTepeca noabcicoro KamiTaaa [17]. 

14 1 ib e ct 11 14 n o 1 1 1 1 a ii cpe#a b ylaTBiiii 

TlaTBim 6oaee 4pyrax CTpaH EC nocTpa4aaa b ro4H BKOHOMiiqecKoro Kpii- 
3iica. BBEI /laTBMii Bee eme He 40CTwr npe4Kpii3iiCHoro ypoBHa, cocTaBMB b 2008 
ro4y - 24,4 Map4. eBpo, a b 2014-m - 24,1 Map4. eBpo [8]. Maao Toro, nocae caMoro 
ciMbHoro na4eHHn b EBpone m b MMpe (-20% b 2009 rc>4y), HeKOTopoe BpeMn BBI4 
poc 40CTaTOHHO 6biCTpo (b 2011-2012 rr. oicoao 5% b ro4), b nocie4yiomMe ro4H 
TeMnbi pocTa CTaan CHii>KaTboi h b 2014 cocTaBMaM 2,4%. [4] Ilo nporao3aM Miih- 
(})MHa TeMnbi pocTa BBEI b 2015 rc>4y chm3htoi 40 2,1%. B to uce BpeMn KoannecTBo 
npe4npMHTMii, 3aperacTpHpoBaHHbix b /laTBiiM 3a ro4H BCTynaeHMn b EC yBean- 
nnaocb 6oaee neM B4Boe, b 2,2 pa3a Bbipoc mx o6opoT [23]. 

OcHOBHbie (JiaKTopH, TopM03nmne pa3BHTiie bkohommkii TlaTBHM - 3to yxy4- 
ineHMe reonoaMTiraecKOM CMTyaLtnn, BKOHOMiraecKne caHKqMii co CTopoHbi Poc- 
cmh h CHiDiceHiie 4eaoBofi aKTiiBHOCTH b eBpo30He. BHyrpeHHee noTpeGaeraie 
b CTpaHe cpaBHMTeabHo CTa6nabHoe, hto MiiHiiMn3npyeT HeraTMBHoe BannHMe 
BHeiHHMx c^aKTopoB. HeraTMBHoe BaMUHiie Ha 3KOHOMMnecKMM pocT 0Ka3HBaeT 
BbICOKMM ypOBeHb TeHeBOM 3KOHOMMKM, COCTaBMBIIIMM B 2013 T04y 25% BBEI MAM 
5,75 Map4. eBpo [24], a Taidce npo4oa>icaiomMMOi ottok HaceaeHiia 3a py6e>K, 3a 
nocie4HMe 10 aeT ElaTBino noioiHyao 220000 ee ncMTeaeit [25]. Bee 3to HeraTiiBHo 
OTpa>KaeTC>i Ha pbiHKe Tpy4a, KoairaecTBo 3atwTbix bo mhotmx ajiepax, b tom niicae 
b TypiiCTiraecKOM oTpacan, coKpamaeTOi. 

HeycTOMHMBbie TeMnbi pocTa BBEI 0Ka3aan CBoe BAMsnme Ha npiiTOK HHBec- 
TMqilM B 3KOHOMMKy. ElHBeCTHLtllOHHail aKTMBHOCTb TaK II He 40CTMTaa nOKa 40- 
KpH3HCHOrO ypOBHH, CHH3IlBIIIIICb no CpaBHeHIIIO C 2008 T040M nOHTM Hanoao- 
BiiHy. B 2013 ro4y HHBecTM 131111 b Hapo4Hoe xo3hmctbo ElaTBMM coKpaTnaiicb no 
cpaBHeHMio c npe4bi4yui;iiM ro40M Ha 5,2% 11 Ha 35% Hiiace 40KpM3iiCHbix aeT. El 
ecaii b nepBOM noayro4HM 2014 ro4a npiipocT MHBecTimiiM 6bia noao>KHTeabHbiM, 
to y nee b TpeTbeM KBapTaae mx o6ieM no cpaBHeHMio c HanaaoM ro4a CHM3Maoi 
Ha 1,9%. B 6oabUIOM Mepe 3TO CBH3aHO C OCTOpOCKHblM B0306H0BaeHMeM Kpe4MTO- 
BaHMa nocae Kpe4MTHoro 6yMa, npMBe4inero k ray6oKOMy KpM3Mcy. 

ElepBbiM nine npuMbix MHocTpaHHbix MHBecTiiLtiiM (EIEIEI) OTMeneH b 1994 
ro4y, b Hanaae MaccoBofi npMBaTM3ai3MM, kot43 ohm cocTaBiiaM 198,26 MaH. eBpo 
11 b 1997 rc>4y - 251,69 MaH. eBpo. Cae4yiomMM B3aeT EIEIEI KOHCTaTMpoBaH nepe4 
KpM3MCOM b 2006 m 2007 rr., cooTBeTCTBeHHo 550,68 m 837,28 MaH. eBpo. El 4ance b 
T04H KpM3Mca EIEIEI npo4oa*;aaM pacTM: b 2009 ro4y - 1054,74 MaH. eBpo, b 2010 
rc>4y - 829,63 MaH. eBpo. B nocae4yK>mne ro4H o6i>eMbi 111414 Koae6aaMCb, co- 
Kpamaacb, b rteaoM, ro4 ot ro4a. B 2014 ro4y 111414 cocTaBMaM ToabKO 158,67 MaH. 
eBpo [5]. (Cm. rpac])MK 2). 
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ripatfiuKl 

IlpHMbie MHOCTpaHHbie iiinsecr it 141111 b Kanma/i /la rrinilcKiix 
npeAnpwHTMM, m/iii. EUR, 2004 -2014 rr. [5] 



1200 




2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 

roflbi 



3a 25 TteT 3apy6e:*Hbie MHBecTopbi no 4 aHHbiM PerncTpa npe 4 npM>iTMM, btlo- 
yKUAii b KanriTaTt 7L3 tbmmckmx npe4npMflTMM 7,22 M7tp4. eBpo (Ha 05.04.2015.). 

llHBecraqMM m3 Poccmm b TlaTBMio 3aHMMaiOT no o6i>eMaM niiToe MecTo 
(nocre IIlBeL(MM, HM 4 ep 7 taH 40 B, Knnpa n HopBernn), n 3a nocie 4 HMe Tpn ro 4 a 
(2012—2014) cocTaBMTin 178,55 mtlh. eBpo, 3HannTe7ibHo CHn3nBinncb b 2014 ro4y 
m c oTpMijaTeTLbHbiMH noKa3aTe7HiMM b nepBbie Meanu>i 2015 ro4a. Hopbine Bcero 
poccniiHe BK4a4biBaiOT cbom cpe4CTBa b TypncTnnecKnn, rocTMHMHHbiM 6n3Hec, b 

He4BM)KMMOCTb M MT-KOMnaHMH. 

Plpn o6meM chmckchmm MHBecTMijMOHHoro noTOKa b TlaTBnn, o6i.eM MHBec- 
TMIJMM B He4BM)KMMOe MMyibieCTBO npaKTMHeCKM BOCCTaHOBMTLOI, COCT3BHB B 2014 
ro4y 316,9 mtlh. eBpo, npnMepHo ctotlbko xe, hto b 2007 ro4y. PIo 3TOMy noKa3aie- 
tmo AajBim onepe>KaeT Amny (298,1mtlh. eBpo) m 3ctohmio (240 mtlh. eBpo). (Cm. 
rpatjiMK 3). 

MHBeCTMIJHOHHail aKTMBHOCTb B /laTBMM CB>I3aHa, B 607LbIIIOM CTeneHM, C MH- 
BeCTHLtMaMM B He 4 BM>KMMOCTb B o6MeH Ha BpeMeHHbie BM 4 BI Ha TKMTeTLbCTBO (BECK) 
B vlaTBMM, a 3H3HMT M B EC. B LjeTLOM 3a n>ITb 7LCT (2010—2014 rr.) BECK B vlaTBMM 
noTtyniiyiH 13 518 MHocrpaHLteB. B oMnnne ot aHaTtoraqHbix nporpaMM b EBpone, 
90% noTtynaTeTien BECK b /laTBMM — Bbixo 4 qbi m3 CTpaH 6biBinero CCCP. Okotlo 
10 thoih rpa>K4aH Poccmm Bbi6pa7ni /laTBMio b KanecTBe 3anacHoro a3po4poMa, 
6o7ibmeM nacTbio 3to npe4CTaBMTe,iM cpe4Hero icaacca. CaMbiM npMBTieKaTeTLbHbiM 
ropo 40 M 47L5I t3kmx MHBecTopoB CTaTta lOpMaTta. KpoMe poccMnH nporpaMMa 
BEDK npMBTteKTta MHBecTopoB M3 YKpaMHbi (670 neTt.), KMTaa (581), Ka3axcTaHa 
(457), Y36eKMCTaHa (420), Be^iapycM (229), A3ep6aM4>icaHa (118), VlapawAs (47), 
Kbiprbi3CTaHa (37), CIIIA (28), a Taidce A^cKMpa, Mpaica, 5InoHMM, KeHMM, M^a, 
HnrepMM, cpM/iMnnMH m BbeTHaMa. 
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rpatfiuK 3 

06 beM MHBeCTMIJMM B He^BMiKMMOCTb B CTpamx EavlTMM, HUH. EUR [1] 

1200 T 




2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 

■ /lHTB3 B/laTBMfl BBctohma 



OcHOBHaa nacTB riHBecTrinini HanpaBaeHa b He4BM>KMM0CTB m CTpowTeaBCTBo, 
3a nuTb aeT Ty4a MHBecTMpoBaHo 1,1 Map4. eBpo mm 83% Bcex MHBecraiiMH 3a 
BH>K. 12% 6Biao BTtoxeHo b 6aHKii, MHBemmuM b KaroiTaa npe4npnaTMM cocTa- 
bmam MeHee 5%. ToaBKO b 2014 rc>4y b h 64 bm)kmmoctb 3a BUCK 6bmo MHBeciripo- 
BaHo 386,3 MaH. eBpo, hto Ha 80 MaH. 6oaBiiie, neM ro40M paHee [1]. 3apy6e>KHBix 
B^ta4e^LBLteB h64bm5kmmoctm m 6aHKOBCKoro KanHTaaa, b 6oaBiiinHCTBe CBoeM 
npe4npMHMMaTe^eM, co34aHMe C33 b lOpMaae m npHropo4ax Pwra moho 6bi 
no4BMrayTB Ha BaociceHHe cpe4CTB b co34aHne Me4MqnHCKMx n peKpeaLtwoHHBix 
ynpe)K4eHHM, HaLteaeHHBix Ha o6cay>KMBaHMe TypncroB m3 cbomx crpaH. 

MecTO tOpiviaabi Ha tv p m c tm h ec ko m pbiHKe Aatbiui 

TypncraqecKaa OTpacaB wrpaeT 40 CTaT 0 HH 0 3aMeTHyio poaB b 3kohommk6 
vlaTBMM, cocTaBasni 4% b BaaoBOM BHyrpeHHeM npo 4 yKTe. 3iccnopT Typn3Ma, no 
43HHBIM u;cy, b 2013 ro 4 y yBeanniiaai Ha 7,5% no cpaBHeHnio c npe 4 Bi 4 ymnM ro- 
40 M. vlaTBMn Tpa 4 HL(MOHHo ABAaeTCA npMBaetcaTeaBHBiM pernoHOM 4 aa Me>K 4 yHa- 
po 4 Horo Typn3Ma. KpoMe croanLtBi Tpa 4 MLtnoHHo MHOCTpaHHBie rocra BBi 6 npaiOT 
4 ah nocemeHna lOpMaay, Haxo 4 amyiooi B 6 an 3 n croanLtBi Ha no 6 epe>ia>e Pm>k- 
CKoro 3aanBa. Mmepec y TypncTOB MMeeTd TaK*e k t3kmm ropo 4 aM, KaK Cmya4a, 
BeHTcnnac, Thienaa ii 4ayraBnnac. 

PIcTopwi KypopToaornn n Typn3Ma /laTBim BOCX04HT cbommm MCTOKaMM b 
19 BeK. OT4BixaiomMe e34nan nriTB MMHepaaBHyio B04y b EaaB40H (Eaa40He) n b 
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BeH4eH (IjecMc), b Eaycice b 1910 ro/ty Ha rp.si3eAeHe6HbiM KypopT npMe3»caAM 60- 
Aee 2,5 tbioih 6oabhbix, KypopTaMM CHMTaAMCB 3ereBOAB4 (CMiyA4a), KoKeHray3eH 
(KoKHece), OAaii (OAaMHe). Tbioihm KypopTHMKOB Ka)K4oe Aero cneuiMAM 0T40X- 
HyTb Ha nAH>Kax Au 6 aBbi (TbienaM) m BMH4aBbi (BeHTcnMAca) [28]. nncaTeAb Maba 
/^MM eHuiTeMH nMiueT: «B 1838 ro4y nocAe BbicoHaMuiero pa3peineHM>i b KeMMepHe 
(Tax Tor4a MMeHOBaAMCB KeMepM) otkpbiam BaHHoe 3aBe4eHHe. Ho nepBbiM caHa- 
TopMM no4HJiAai He TaM, a Ha rpamme HbiHeuiHMx Mawopw m 4y6yATbi b 1877 
ro4y. 34paBHML(y Ha3BaAM «MapMeH6a4» - b qecrb cynpyra AAeKcaH4pa II. BcKope 
o Heii CT3HOBMTC3 M3BecTHo b neTep6ypre. ~KineAii HeBbi bmccto myMHoro Ba4eH- 
Ea4eHa Bee name ckaoh5motoi b noAB3y Pmckckoto B3Mopba: 6AM>Ke, 4emeBAe m ca- 
Moe maBHoe - He xy*e» [15]. /\a% y4o6cTBa OT4bixaiomMx cymecraoBaAM npAMbie 
*;eite3H04opo>KHbie peMCH Mocraa — KeMMepH (KeMepM) m CaHKT-neTep6ypr - 
KeMMepH C OCT3HOBKOM Ha PbCKCKOM B3MOpbe, a B CaMOM KeMMepHe OT CTaHIJMM 
40 Mopfl X04MA TpaMBail. B KOHije mioah 1911 ro4a ra3eia «PHrame ijaMTyHr» 
nwca^a, hto Ha B3Mopbe 5KMByr (bm4mmo, mmcamcb b BM4y, KaK 4anHMKM, TaK m 
nocTOAHHbie acmtcam) 92 tbioihm qeAOBeK, b tom HHcae 1 280 HHOCTpaHHbix Typuc- 
tob. OT4bixaiomMe npwe3)KaAM He toabko 113 «4aAbHero 3apy6e)KbA», ho m 113 bxo- 
4HBUIMX B COCTaB PoCCMMCKOM MMnepMM BapUiaBbl, FeAbCMHT(})OpCa (XeABCMHKIl). 
Caobom, cto act Ha3a4 lOpMaAy moxho 6biAO cmcao CHMTaTB Me>K4yHapo4HbiM 
KypopTOM [28]. 

Cero4HA KDpMaAa - yHMKaABHbiM ropo4-KypopT, coneTaiomMM b ce6e Bee Tpn 
TA3BHBIX KypOpTHBIX (})aKTOpa: LieAe6HbIM KAMMaT (Mope, COCHOBBIM Aec, TMCTBIM, 
6oraTo MOHM3npoBaHHbiM B034yx), MMHepaAbHbie B04H (cepoB04opo4Hbie, 
6poMMCTbie m xAopM4o-HaTpMeBbie) m AeHe6Hbie rpii3M (Topc])flHBie 11 
canponeAeBbie). B coBeTCKne to4bi KDpMaAa CTaAa 34paBHMLteH Bcecoro3Horo 3Ha- 
HeHMA. 3a ro4 PwcKCKoe B3Mopbe noceipaAO 6oAee 6 mmaamohob neAOBeK. CTaTyc 
ropo4a KypopT noAyHMA toabko b 1959 ro4y, nocAe o6i.e4HHeHH>i lOpMaABCKo- 
ro pafioHa, Caokm m KeMepM. B coBeTCKoe BpeMA bo3mo)khoctm KypopTOAoraM 
McnoAB30BaAMCB b lOpMaAe b TeneHMe Bcero ro4a 6Aaro4apA pacnpe4eAeHMK) 
caHaTopHbix nyreBOK nepe3 npo(])Coi03bi. 

nocAe pa3BaAa CCCP CMCTeMa KypopTOB lOpMaAbi 6biAa pa3pymeHa, 
HeKOTopbie caHaTopMM coxpaHMAMCB 6Aaro4apA mx npo4a)Ke b qacmyio co6cTBeH- 
hoctb («Jaunkemeri») mam nepe4ane b Be4eHMe bhobb o6pa30BaBiMMxoi rocy4apcTB 
(«BeAopyccMA», «FlHTapHBiM 6eper», PO). B Be4eHMM HaTBMM ocraAOi caHaTopMM 11 
HaijMOHaAbHbiM pea6MAMTaL(MOHHbiM ijeHTp «Vaivari» — KpynHeMinee Me4Mt(MH- 
CKoe ynpe)K4eHMe b THtbmm b ajrepe peaBMAMTaijMM. 

Cero4HA KDpMaAa pa3BMBaeTOi no nyTM 034opoBMTeAbHoro m 4eAOBoro 
TypM3M3. no 43HHBIM FoCKOMCT3Ta B 2014 T 04 y KOAMHeCTBO TypMCTOB, OCTaBaB- 
uimxca Ha HOHAer b lOpMaAe, 4octmtao 179 tbioih (cm. rpa(])MK 4), a koamhcctbo 
04 H 04 HeBHBIX TOCTeM npeBBICMAO 4 MMAAMOH3. IlHOCTpaHHbie TypMCTBI B T 0 p 04 e- 
KypopTe cocTaBAJMOT 8,9% ot o6mero KOAMnecTBa 3apy6e>KHbix rocTeii b CTpaHe. 
B cbok) onepe 4 B m3 o6mero hmcaa TypMCTOB b lOpMaAe 71% 6biam m 3apy6ecKBA. 
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Fpa(j)UK 4 

Ko/iii'iecnso rypiicrois b K)pMa/ie, oci aniiinxcii Ha iionaer, 2007—2014 rr. [6] 




2007 2008 2009 2010 2011 2012 2013 2014 



iTiaBHHM pbIHKOM MHOCTpaHHOTO TypM3Ma flBAfleTOI Poccha (33,29%), B 2014 
ro4y pocT cocTaBiM 7%. TypncroB m3 3ctohmm m TImtbbi 3a rc>4 CTaao 6oAbirie Ha 
20%, TepMaHWH Ha 40%, Beaapycn Ha 13%. KoArraecTBo rocTen m 3 YKpaMHbi b 2014 
rc>4y yBeaMHHaocb Ha 32%. EoAbirte Bcero TyprtcroB nocerqaAO lOpMaAy b Tenaoe 
BpeMa ro4a: c anpeAsi no niOHb - 27%, c iuoar no ceHT3i6pb - 35,4%. 04Haico pacieT 
KOAnnecTBo rocreM b 4pyroe BpeMA: Tax b neTBepTOM raapTaAe rocTeii c HoneBKaMii 
Sbiao 36,5 TbioiH neAOBeK mam Ha 15,4% 6oAbuie, neivt ro40M paHee [6]. 

HecMOTpa Ha H3BecTH0CTb m nonyaapHocTb lOpMaAbi y TypircroB, 
3apy6e)KHbie MHBecraqHH b KanriTaA npe4npn>iTHn ropo4a oTHocnTeAbHo HeBe- 
amkm m noHTM b 9 pa3 MeHbine, neM b Pmckckom panoHe m b 4Ba-Tpn pa3a MeHbrne, 
neM b npiiMopcKMx ropo4ax BeHTcnnac m Tlnenaa (cm. Ta6A. 1). C 1991 no 2014 rr. 
PIMM b KanwTaA npe4npwiTMM lOpMaabi cocTaBMAM 54,1 mah. eBpo. B PeracTpe 
npe4npM3iTMM AP saperacrpupoBaHo 4367 ropMaAbCKMx npe4npwiTMM, m3 hhx c 
MHOCT paHHbiM KanrrraAOM 349. CaMbie nonyAapHbie cpe4M MHOCTpaHHbix riHBec- 
TopoB npe4npn>iTM>i 3aHHMaiOTOi apeH4on n ynpaBAeHneM He4BM>KMMocTbio (45), 

CTpOMTeAbCTBOM CKMAbIX M HeCKMAbIX 3AAMMM, np0M3B04CTB0M M TOprOBACM CTpOM- 

MaTepnaAaMM (34), rocTHHMHHbiM (14) n pecTopaHHHM (13) 6n3HecoM, a TaK*e 
(JiHHaHCOBbiMH ycAyraMM (10). 
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Tadxupa 1 

Pacirpe^e/ienne npsiMbix MHOCTpaHHbix minecrnLpiiM ivie>K4y 
[opO/paMii-oo ijeKiaMii rypimia b /lanum, 1991-2014 rr. [2] 



ropodlpaiioH 


Mneecmupuu, mah. eepo 


KoAmecmeo uneecmopoe 


PMra + PM 3 KCKMM paMOH 


5765,9 + 471,5 


11899 + 13338 


BeHTcmiAC +BeHTcnnACCKMn panoH 


185 , 8 + 204,4 


155 + 182 


Avienan + AnenaikcKmii panoH 


107,6 + 5,4 


345 + 457 


lOpMaaa 


54,1 


349 


4 ayraBnnAC 


33,7 


329 


CniyA 4 a 


1,9 


40 


Bcero no 119 ropo4aM n boaoctam 


7278,9 





CocmaeAeno no dannuM cmamucmuKu Lursoft w 02.03.2015. 



B nepBOM coTHe KpyriHenmnx MHBecropoB, b^ockmbuimx cpe4CTBa b KanMTa^ 
npe4npM>iTMM lOpMayibi ntMOBMHa 113 Poccmh, a Bcero m CTpaH CHF 64 riHBecTopa. 
32 HHBecTopa npniiMH m EC h 4 M3 4pymx CTpaH - Cay40BCKan ApaBMn, BeAii 3 , 
CwHranyp (cm. Ta6^. 2). Cie4yeT MMen> b BM4y, mo qacTo 3a TaKMMii CTpaHaMM KaK 
BeymKo6pMTaHH>i n ah Kraip ctcpbiBaiOTai pocciMHe, k npuMepy, tcpyriHeMimiM 
MHBeCTOpOM lOpMa^BI 3IB43ieTOI VDpilil IIIecjMep, qbll 6pMTaHCKMe MHBeCTMIinn B 
KanHTa^ iopMa4bCKMx npe4npM>iTMM cocTaByiaiOT 11,254 m^lh. eBpo. 



Tadxuya 2 

TOIMO IlpaMbie MHOCTpaHHbie ninsecr 1141111 b lOpMaae, 
paaipe/ie/ieHiie no CTpaHaM, m/iii. eBpo [2] 



Peumum 


Cmpnna 


CyMMa UHeecmuyuu, mah. eepo 


KoAmecmeo uneecmuyuH 


1 . 


Poccmti 


62,233 


283 


2 . 


BeAHKoSpnTaHHfl 


22,909 


22 


3 . 


Kiinp 


5,069 


14 


4 . 


YicpanHa 


3,820 


39 


5 . 


ylnTBa 


1,742 


58 


6 . 


TepMaHHA 


1,694 


22 


7 . 


Cay40BCKaA ApaBMA 


1,576 


2 


8 . 


IIlBenriapnA 


1,376 


7 


9 . 


YaSeKMcraH 


1,310 


20 


10 . 


EoArapmi 


1,110 


2 



CocmaeAeno no danmiM cmamucmuKu Lursoft na 09.04.2015. 
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CpaBHeHMe it 1 1 b e c t n Lf n o i n i o ii n p n b a e k a t e a l 1 1 o c tm 
KypopTOB lOpMaaa (AaTBMJi) m TpycKaBeij (YKpaMHa) 

CymecTByeT KaK MMHMMyM 4Be npwqHHbi 4 ah npoBe4eHM>i cpaBHMTeaBHoro 
aHMM 3 a ropo40B-KypopTOB lOpMaabi m TpycKaBqa. nepBan: 06a rop04a c 43 bhmx 
B peMett no 3 MitMOHHpyiOTOi KaK ropo4a-KypopTbi. BTopan: b TpycKaBqe 6biaa co- 
34 aHa cneLtwaabHaii 3 KOHOMMvecKa!i 30 Ha TypMCTCKO-peKpeaqnoHHoro TMna «Ky- 
popTonoaiic «TpycKaBeq». 



Tafuiaja 3 

K)pMa/ia m TpycKaneq: n 1 m ecnr 141101 11 1 bi it nopTpeT 



IIoKMameAU 


lOpMOAa 


Tpycicaeen 


Haceaemie 


57 600 


29,5 Tbic. 


TeppMTopjia 


9802 ra 


774 ra 


PaccTOflHMe ot asponopTa 


20 KM 


80 KM 


Me^cAyHapo^HbiM asponopT 


Pnra 


/IbBOB 


npoT^^ceHHOCTb 4 opor 


380 km 
38 M/ra 


42,8 km 
55M/ra 


KaK 4 o 6 paTboi 


3AeKTponoe34, 
MapmpyTHoe t3kcm 


3AeKTponoe34 / 

aBToSyc, MapmpyTHoe TaKCM 


Mcropiia KypopTa 


KoHeq XVIII BeKa 


C 1827 rofla 


IIpMpo 4 Hbie 
AeMe 6 Hbie ^aKTopbi 


CyAb(f>M 4 Haa cyAb^aTHO-KaAb- 
LtneBaa B 04 a. XAopM 4 Haa HaTpii- 
eBaa B 04 a. Top(J>aHaa rpa3b. 
CanponeAeBaa rpa3b. 


MMHepaAbHbie B04H (Hatjnyoi, 
Mapwa, CcwjjMa, Kba). 

030KepMTOAeHeHMe. 

ToptjxaHbie rpa 3 M. 


CaHaTOpMM M OTeAM 


42 


60 


KOAMHeCTBO MeCT 


3946 KOMKo/MecT 


13 000 Ko£iKo/MecT 


BOAbHMLlbl M nOAMKAMHMKM 


5 


7 


cnA ireHTpbi 


H.4. 


5 


KoAimecTBO Me 4 nepcoHaAa 


163 Bpana (He CHMTaa CTOMaTO- 
AoroB) m 352 neA. cpe 4 Hero Me4- 
nepcoHaAa 


530 Bpaqeii 

h 1307 cpeAHero MeAnepcoHana 


06l,eKTbI TOprOBAM 


Boaee 60 


160 


OSmecTBeHHoe nMTaHMe 


49 pecTopaHOB, Kacjie m np. 


69 


KoH^)epeHL(-3aAbi 


25 




06pa30BaTeAbHbie 

yHpe>K 4 eHMfl 


9 o6meo6pa30BaTeABHbix hikoa, 

10 4 eTCKMx ca 40 B 


3 Cpe 4 HMX IHKOAbl (76 KAaCCOB), 
5 4 eTCKMx ca 40 B (41 rpynna) 


Me 4 ML(MHCKMe 
Hay^Hbie ynpe^eHna 


HeT 


5 
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IloKaiameAU 


lOpMClAa 


TpycKaeet\ 


KOAMHeCTBO 
MHOCTpaHHbIX TOCTeM 


127,1 TLIC. <rea. (2014) 


49,7 TBic.Hea. (2013) 


40AJI pOCCHHH 


33,3% 


55,7% 


IlpEMbie MHOCTpaHHbie 
MHBeCTMIJMM (YWWi) 


54,1 MviH. eBpo (Ha 02.03.2015.) 


38,18 mhh. 40 vLiapoB (Ha 01.01. 
2014.) 


IIMM Ha 4ymy HaceAeHMA 


939 eBpo 


1294 ^oaaapa 


IIpe^epeHLiMM 
4Afl MHBeCTOpOB 


Bm 4 Ha 3KMTeAbCTBO b oSmch Ha 

H64BM5KMMOCTb MAM 4OAIO B Ka- 
nMTaAe npe4npMATMA 


ylbroTbi cneuMaAbHOM 
BKOHOMMHeCKOM 30HbI 



CocmaeAeno no [6,7,9,13,14], 



06u\asi xapaxmepucmuxa. Fopc^a lOpMana 11 TpycKaBeu MMeiOT mhoto o6iiimx 
nepT, CBii3aHHbix c mx MCTopweM — ohm c(})opMMpoBa^MCb KaK ropo 4 a-KypopTbi Ha 
py 6 e>Ke XVIII m XIX bckob, 06 a pa 3 BMBaMMCb b MMnepMux — Poccmmckom (lOpMa- 
na) m ABCTpo-BeHrepcKOM (TpycKaBeu), nepeiKMTiM 4 Ba 4 edTM^eTM 3 i pa3BMTMn b 
He3aBMCMMbIX /laTBMM M IFcMbllie M 3aTeM, node BTOpOM MMpOBOM BOMHbl, 45 neT 

pa 3 BMBanMCb y*e b npe 4 enax CCCP. 

06a ropo4a 6bmm Tax Ha3HBaeMbiMM «Bcecoi03HbiMM 34paBHMiiaMM», m o6a 
ropo4a HbiHe ocTpo 3aBMdT ot BHeuiHero TypMCTMnecKoro noTOKa. Oco6eHHo 
lOpMana, Haxo 44 Cb b He6onbinoM CTpaHe c HaceaeHMeM MeHee 2 mm. nenoBeK. 
06a ropo4a-KypopTa cero4Ha Haxc>45iTOi b rocy4apcTBax c 40 craT 0 HH 0 cia6biMM 

3K0H0MMK3MM, 3KCnOpT ydyT B KOTOpbIX HBTMieTOI B35KHOM COCTaBHOM HaCTblO Ba- 

AOBoro HaL(MOHanbHoro npo 4 yKTa. 

06a ropo 4 a mmciot cpaBHMMMM ypoBeHb npuMbix MHocTpaHHbix mhb6Ctmhmm 
Ha 4 ymy HaceneHMn: b TpyacaBiie 1294 40 dapa, b lOpMane 939 eBpo (cm. Ta 6 n. 3). 
OopManbHO o 6 a KypopTa mmciot 04 Hy KaMMaTO- 6 anbHeonorMnecKyio HanpaBneH- 
hoctb. 04HaKO ecTb HecKonbKO pa3nMHMM, KOTopbie Heo 6 xo 4 MMO ynecTb, oueHMBan 
noTeHqMan stmx KypopTOB. 

ripupodmie xenednue <$> axmopu . TnaBHoe OTnMHMe TpycKaBija ot lOpManbi 
— 3to HanMHMe b TpycKaBiie yHMKanbHOM MMHepanbHOM B 04 H «Ha(J)Tyoi» c 
yHMKanbHbiM TteneBHbiM B034eMCTBMeM Ha ni 04 eM, CTpa4aiomMx MoneKaMeHHOM 
6one3Hbio bo Bcex ee npouBTieHMux. TaK KaK B 04 a oneHb tltoxo nepeHocMT TpaH- 
cnopTMpoBKy, CTpa>K 4 ymMe e 4 yT mmchho b TpycKaBeu, T 4 e He Hy>K 4 aiOTOi hm b 
k3kmx oco6bix ycaoBMax — KpoMe 4 MeTbi m bo3mo>khoctm perynupHo ynoTpe 6 naTb 
3Ty B 04 y. 3tmm o 6 T>}iCHaeTai to, hto b TpycKaBije HacnMTbiBaeTOi 13 000 komko- 
MecT b 60 caHaTopM>ix m no 4 o 6 Hbix mm ynpe^eHMux, a b lOpMane — okcmo 4000 
KOMKo-MecT b 42 caHaTopMux m OTenax. 

MMHepanbHbie B04H KeMepM hbasmotoi tmom^hbimm 42LS1 EanTMMCKoro pera- 
OHa. CepoB04opo4Hbie, xnopM4Ho-HaTpMeBbie B04H npMcyrcTByiOT Ha 6onbmoM 
npocTpaHCTBe ot Xaanacany (3 ctohmh) 40 4py CKMHMHKa!! (AnTBa). Ectb ohm 
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Taidce m b Ee^apyoi, m b eBponeiicKOM Haora Poccmm. B to xe BpeMa mwpoKMM 
cneKTp B040- m rp>i3e^e i ieHH>i b lOpMa^te no3BOAsieT OKa3BiBaTB o34opoBMTeyiBHBie 
m Me 4 MqMHCKMe yoiyra b pa3^tMHHBix ccjrepax - 6a^BHeo^ioraM, raHeioMoraM, 
cepqeHHococyqMCTBix 3a6o^teBaHM3ix m 6o^ie3H>ix ^Ke^tyqoHHo-KMiiieHHoro TpaKTa. 

B lOpMa^e ecTB Mope, ho Kyna^BHBiM ce 30 H 4^lmtoi oko^io 4Byx MeoiqeB, b to 
Bpetvni KaK TpycKaBeij pacno^toxeH b npeqropBflx KapnaT, T4e ecTB bo3mo>khoctb 
3 aHMMaTBca 3mmhmmm a^tBnMMCKMMM BM4aMM cnopTa. To ecTB coBepmeHHo one- 
bm4ho, hto TpycKaBeq KaK KpyMoro4HHHBiM KypopT npe4CTaBAHeT co6om 6o^Biiie 
B 03 M 0 CKH 0 CTeM, He^Ke^IM lOpMa^ta, M, 4AH 3 HaHMTe^BHOM AOAIi BM 3 MTepOB — 5 LBASL- 
eTOI e4MHCTBeHHO Heo6x04MMBIM MeCTOM OT4BIXa. 

nepcneKtnusHoe pcaeumue xypopmoe. YKpaMHCKMe KypopTo^tora npeKpamo 
oco 3 HaiOT LjeHHocTB «Ha(J)TycM» KaK yHMKa^LBHoro ^teHefeoro cpe4CTBa. B ropo- 
4e 4eMCTByeT pjiq m e4H q mhckmx HayrHBix m yne6HBix saBeqeHMM: ^a6opaTopM>i 
3 KcnepiiMeHTaiLBHOM 6aitBHeo7LorHH MHcraTyra tymiioAOTim mm. A. EoroMOitBqa 
HAH YKpaMHBi; Kacjreqpa pea6M^tMTaqMM Hbbobckoto MeqMqMHCKoro yHMBep- 
CMTeTa; (JraKy^BTeT Gmo^otmm ,4poto6bihckoto neqaroraqecKoro yHMBepcMTeTa; 
TpycKaBeqKMM Ba^teo^ioraHecKMM MHHOBaqMOHHBiM qeHTp; KypopraBiM HaynHo- 
pea6MyiMTaqMOHHBiM qeHTp «KapnaTBi-HepHo6BMio». 

B lOpMa^te HeT cneqwayiM 3 MpoBaHHBix HayHHBix MeqMqMHCKMx qeHTpoB. Bo- 
npocaMM Goatee Bcj^eKraBHoro Mcno^tB 30 BaHM>i KypopTCBioraqecKMx (JraKTopoB 
lOpMa^iBi 3 aHMMaiOTOi pn>KCKMe HayHHBie yqpexqeHMTi m MeqMqMHCKMe qeHTpBi. 

Bo 3 MOxnocmu KyAbmypnozo omduxa. PemaioiqMM otththcm TpycKaBqa ot 
lOpMa^iBi jibahctoi ero yqa^teHHocTB ot KpynHoro KyrBTypHoro m qe^toBoro qen- 
Tpa. Ot TpycKaBqa 40 HBBOBa 80 km, a ot lOpMa^tBi 40 Pmtm — ot 40 40 15 km. Eaii- 
3octb k cronMqe no3BOioieT e34MTB b lOpMa^ty, qa>Ke pacno^taraacB b Pnre, m Ha- 
o6opoT — OTqBixaii b lOpMa^te, coBepmaTB peiy^tapHBie qHeBHBie noe34KM b Pmij. 

B ycitoBMax oTqa^teHHocTM ot KpynHoro qeHTpa TpycKaBeq BBiHyxqeH pa 3 - 
BMBaTB cbok) co6cTBeHHyio MHcjrpacTpyKTypy b 6o^BuieM CTeneHM, He^Ke^M lOpMa- 
Aa — KOTopaa noitB 3 yeTC 3 i mhotmmm 6^taraMM CToraiqBi. OGtjCktmbho — b Pnre 
6o^tBuie B 03 M 0 >KH 0 CTeM 4^i>i KyABTypHoro OTqBixa, neM b lOpMa^te, a TaK )Ke npo- 
BeqeHMa pa 3 yiMHHBix qe^toBBix MeponpMTtraM. B 3tom CMBicie mo*ho tobopmtb o 
lOpMa^te - Pnre, KaK 04HOM, eqMHOM peraoHe. 

Mexdympodnoe noAoxenue u mpancnopimoe coodiyenue. FpaxqaHe EBpocoio3a, 
a TaK*e Poccmm m qpyrax CTpaH CHF, moijt npM6BiBaTB b TpycKaBeq Ha 6 e 3 BM 30 - 
bom ocHOBe. /\a% rpaxqaH Poccmm m CHF npM noceiqeHMM lOpMa^tBi HeodxoqMMa 
FUeHreHCKaii BM 3 a. TpycKaBeq — no CBoeMy xapaKTepy «koh6hhbim nyHKT», b to 
B peMii KaK Pmt3 — 3to TpaH3MTHBiM xa6 b HanpaBiteHMTiM BocTOK- 3 ana 4 m CeBep- 
K)r. 

Bueodu. lOpMa^ta b CB 5i3Ke c Pmtom ceroqHa npeqcTaB^nieTca qeHTpoM KypopT- 
Ho-pa3B^teKaTe^tBHoro OTqBixa, a TaK *;e mcctom qe^tOBBix BCTpen. 3 to MecTo, Kyqa 
qe^tecoo6pa3Ho npMe3>K3TB ajoaam, KOTopBie xotjit yKpenMTB 34opoBBe, KBa^tM^iM- 
qMpoBaHHo OTqoxHyTB, npoMTM o6cie40BaHM>i, no^tynMTB cneqMa^tM3MpoBaHHyio 
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Me/tMLJMHCKyiO riOMOmb B K4MHMKaX. 34eCb TaKCKe y 406 H 0 )KMTb AAVneAbHblil CpOK 
ajoaam, KOTopbie MoryT pa6oTaTb y4aaeHHo. 

TpycKaBett KaK yHnKaabHbin KypopT, ecTb CMbica pa3BMBaTb mmchho KaK 
Me*4yHapo4HbiH ijeHTp 6aabHeoTepannn. 04HaKo ecTb (J)n3nqecKoe orpaHnneHne 
ero pocTy — MnHepaabHyio B 04 y «Ha(J)Tyai» Heab3ii 3KcriayaTnpoBaTb b canniKOM 
6oabinnx o6T>eMax, Tax KaK oHa He ycneBaeT «co3peTb» b He4pax ropHbix nopo4. 
C 4pyroM CTopoHbi — Haannne 4pyrnx MnHepaabHbix B 04 no3Boa5ieT pa3BMBaTb 
HH4ycTpMio OT4bixa, oco6eHHo b caynae pa3Bnra>i cb;i3h Me:*4y TpycKaBLtoM m 
/Ibbobom, n TpycKaBiioM m ropHOTtbDKHbiMM KypopTaMM KapnaT. 

Ilpe4nocbi4KM 4ii5i co34aini5i C33 b lOpMaae 
m npeAaoaceHMa no pa3BMTMio MeAMijMHCKoro Typn3Ma 

AHaan3 MHBecTML(MOHHOM npnBaeKaTeabHocm lOpMaabi b cpaBHeHnn c 
yKpawHCKMM KypopTOM TpycKaBeij BbiaBna noaocKnTeabHbie m oTpnrtaTeabHbie 
(JraKTopbi, KOTopbie Heo6xo4MMo yqnTHBaTb npn cocTaBaeHnn crpaTernn pa3Bii- 
th 3 pernoHOB. 

Cer04H>I B03M03CH0CTH lOpMaabl KaK IjeHTpa Me4ML(MHCKOrO TypM3Ma 11 co- 
343HM31 3KcnopTocnoco6Hbix npe4npnnran Mcnoab3yiOTOi 4aaeKO He noaHOCTbio. 
Cpe4M npMHMH TaKoro noao*:eHn>i 4ea mockho OTMeTMTb oTcyrcTBMe 4oaroc- 
poHHoii CTpaTerrm pa3Bnra>i ropo4a-KypopTa, hto CBa3aHo c HecTa6nabHocTbio 
b MecTHbix opraHax Baacra. FIpnTqen bo 5i3bmex CTaan o6BnHeHna b Koppyn- 
41111 m yroaoBHbie 4eaa npoTHB ropo4CKnx pyK0B04nTeaen, b o6mecTBe noay- 
HMBuiHe Ha3BaHiia «K)pMaareMT», hto He crnMyanpyeT npMTOK b ropo4 npaMbix 

MHOCTpaHHbIX MHBeCTMIIHM. 

04HaKO b nocae4HMe ro4H 6aaro4apa nporpaMMe BH5K b lOpMaae npno6- 
pean He4BM)KMM0CTb iiaii Baoacnan cboh cpe4CTBa b KanMTaa 6aHKOB iiam 6 m- 
Hec b ylaTBMH 6oaee 13000 cocroaTeabHbix rpa:*4aH m Poccmm, YKpanHbi, Ka3ax- 
CTaHa, Beaapycn m 4p. rocy4apcTB CHF [1], MHorae M3 KOTopbix Moran 6 h craTb 
noTeHqMaabHbiMM nHBecTopaMn ropMaabCKMx npe4npn>rmn. 

nperJrepeHLtnn C33 Moran 6 h Bbi3BaTb nmepec y BeHnypHbix nHBecTopoB, 
KOTopbie b 90-ro4H aKTOBHo BKaa4HBaan CBon cpe4CTBa b npnBam3npyeMbie 
npe4npnaTna b Aaremi, TeM caMHM C034aBaa ycaoBna 4a5i nx pa3Bnran. 

4a5i pa3BnTna ropo4a-KypopTa n npo4aeHna BpeMeHn HaxocK4eHna TaM 
TypncTOB neaecoo6pa3Ho ncnoab30BaTb B03M0>KH0CTn Me4nijnHCKoro Typn3- 
Ma, BKaionaiomero b ce6a TaKne HanpaBaeHna, KaK 4naraocTnKa, aenemre, pe- 
Kpeaijna, npe>K4e Bcero 4a5i TypncTOB n3 CTpaH CHF. Co34aHne cnertnaabHon 
3KOHOMnnecKon 3 ohbi b lOpMaae no3Boanao 6 bi aKTOBn3npoBaTb 4eaTeabH0CTb 
KaacTepa Typn3Ma 34opoBba Aajmm. 

Erqe 04H0 HanpaBaeHne, KOTopoe Morao 6 bi Han™ cboio Hnrny b lOpMaae - 
opraHn3anna 40MOB npecTapeabix 4a5i acmeaen 3ana4Hon EBponbi. MeoiHHoe 
npe6biBaHne b 40Me npecTapeabix, k npnMepy, b FepMaHnn, o6xo4nTai b cpe4HeM 
OKoao 3 Tbic. eBpo, b CaoBaKnn - 1,8 tbic. eBpo, b vlaTBnn b nacmon pe3n4eHL(nn 



A new role of marketing and communication technologies in business and society: 
local and global aspects / Ed. by Y. S. Larina, 0. 0. Romanenko. USA, St. Louis, Missouri: Publishing House Science and Innovation Center, Ltd., 2015 



541 



Section 6. Informative and Institutional Concepts of Regional Development 



4ah cemropoB MeHee 1 thc. eBpo. Cpe/tHMM pa3Mep neHCMM b FepMaHMM 1270 
eBpo, caMBiii BBicoKiie - 2200 eBpo [19]. 

no mtohmio aBTopoB, uBroTBi 4 ah np^MBix MHBecTMqMM b KanuTau npe4npn- 
>itmm 3(})(})eKTMBHee, tom (})MHaHCOBaa no 44 ep)KKa M3 (J>oh 4 ob EC, KOTopaa He npo- 

4UMTOI BeHHO. 
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